y inform '' 


"I  hope  that  in  the  conduct  of  th'?  Chicago 
Daily  News  editorial  page,  you  and  your  col¬ 
leagues  will  always  remember  that  it  is  primarily 
our  duty  to  inform,  rather  than 
instruct.” 

These,  the  opening  words  of 
a  memorandum  from  Publisher 
John  S.  Knight,  were  addressed 
in  1945  to  the  director  of  the 
daily  editorial  page  .  .  .  the 
experienced  editorialist  and  as¬ 
sociate  editor  of  the  Chicago 
Daily  News  .  .  .  A.  T.  Burch. 

Inform!  Help  people  to  rec¬ 
ognize  and  support  sound  meas¬ 
ures  and  good  men!  Point  out 
public  dangers!  Point  up  pub¬ 
lic  betterment  for  Chicago  and 
the  nation! 

A  challenge — for  sure.  But 
Burch  and  his  staff — seasoned 
newspapermen  all  —  have  the 
training,  the  research  knowhow, 
the  resources,  the  personal  con¬ 
tacts  to  clarify  a  subject,  to 
document  their  facts — and  do 
it  so  promptly  that  comment  follows  the  news 
almost  as  swiftly  as  thunder  crowds  the  lightning. 

Take  today’s  lead  editorial.  What’s  it  all 
about?  How  was  it  written?  What  were  the 
sources? 

If  the  subject’s  local,  Burch  and  his  staff 
either  talked  it  through  with  the  city  desk 
and  the  reporters  who  covered  it,  or  went  di¬ 
rectly  to  the  source.  Does  the  editorial  concern 
a  prominent  person  or  group?  The  ''Jews  edi¬ 
torial  writers  —  well  acquainted  as  they  are 
with  public  people — probably  talked  it  over 
with  the  principals.  Is  the  state,  or  possibly  the 
nation,  involved?  Within  ’phone  range  for  con¬ 
sultation,  were  News  staffers  at  Springfield  and 
Washington.  Is  it  a  foreign  matter?  Close  as 
the  cable  desk  for  corroboration  were  world- 
covering  members  of  the  famed  D.ily  News 
foreign  service.  And  finally,  for  background — 
at  their  immediate  disposal — they  had  ane  of  the 
most  complete  newspaper  libraries  in  existence. 


So,  that’s  how  News  editorials  are  written! 
Information  fully  documented?  That’s  ever  the 
aim.  Infallible?  That’s  never  the  claim. 

In  fact,  by  launching  their 
comments  under  the  precede, 
"As  We  See  It,”  Burch  and  his 
assistants  indicate  that  they  do 
have  definite  views  .  .  .  will  ex¬ 
press  them  vigorously  .  .  .  but 
that  they  will  listen  to  a  dif¬ 
fering  opinion  .  .  .  print  it,  too 
.  .  .  and  fairly  present  the 
view  ...  as  others  see  it. 

Indeed,  they’re  quicker  to 
print  a  letter  crackling  with 
"Your  editorial  is  an  insult  to 
_  intelligence — ”  .  .  .  than  to 
print  one,  starting  "You  are 
absolutely  right — .”  But  favor¬ 
able  responses  dominate.  For 
example:  Samuel  W.  Witwer 
Jr.  ("Mr.  Blue  Ballot”)  wrote: 
"The  important  role  played  by 
your  newspaper  in  bringing  about 
the  adoption  of  the  Blue  Bal¬ 
lot  Reapportionment  Amendment  will  long  be 
remembered  by  the  people  of  this  state  as  a 
public  service  in  the  highest  tradition  of  our 
free  and  responsible  press.”  J.  Edgar  Hoover 
expressed  thanks  for  the  editorial  "Mass  Mur¬ 
der”  .  .  .  Cecil  B.  I^Mille  commended  the 
News  editorial  "Right  to  Work”  .  .  .  Law¬ 
rence  A.  Kimpton,  Chancellor  of  the  University 
of  Chicago,  praised  the  News  editorial  "The 
Ford  Gifts.” 

Before  coming  to  the  Daily  News  as  asso¬ 
ciate  editor  in  1945,  A.  T.  Burch  had  been 
reporter,  editorial  writer  or  editor  on  leading 
newspapers  from  Kansas  to  New  York  to  Ohio. 
On  the  Cleveland  Press,  he  had  been  chief  edito¬ 
rial  writer,  executive  editor  and  associate  editor. 

Informative,  interesting,  independent,  the 
Daily  News  editorial  page  is  another  reason 
why  advertisers,  as  well  as  readers,  are  turning 
to  the  impartial,  the  influential  and  expanding 
Chicago  Daily  News. 


CHICAGO  DAILY  NEWS 

Chicago's  INDEPENDENT  Newspaper 


SCOTT  Superior  Performance 
PLUS  Utmost  Flexibility 


^His  Extra'High  Speed  Press  by  Scott  re' 
cently  installed  at  the  Winnipeg  Free 
Press,  in  Canada,  is  a  prime  example  of  the 
efficiency  and  flexibility  of  Scott  equipment. 

The  installation  consists  of  six  straight  line 
units  with  3'color  plate  cylinders  and  2'color 
couples  with  double  ending  arrangement. 
There  are  four  single  reverse  drives. 

It  also  has  one  pair  of  upper  formers, 
equipped  to  run  a  tabloid  section  over  these 


upper  formers.  This  press  was  also  equipped 
with  four  extra  built'in  color  fountains  and 
a  Scott  3  to  2  double  folder. 

In  addition  to  printing  the  Winnipeg  Free 
Press  daily,  this  press  also  produces  a  weekly 
tabloid,  simultaneously  with  the  printing  of 
a  full  4'color  comic  tabloid  section. 

The  world'famous  performance  of  Scott 
newspaper  equipment  originates  at  the  de' 
sign  boards,  and  continues  through  every 
stage  of  manufacture. 


Buy  with  CONFIDENCE  ...  Buy  SCOTT 

WALTER  SCOTT  &  CO.,  INC. 

PLAINFIELD,  NEW  JERSEY 


Nowit’s 

Baltimore/ 

Baltimore  industrial  report,  first  8  months  of  1956 
Expansions  119,  New  industries  26,  Investment  ^88,182,000 


Note  that  last  figure  especially.  It’s  almost  10%  more  than  the 
total  sum  invested  during  all  of  1955!  It’s  the  figure  that  lends  added 
emphasis  to  the  “more”  in  Baltimore. 


And  as  Baltimore  goes,  so  go  the  Sunpapers.  For  each  of  the  past 
39  months,  our  daily  and  Sunday  circulation  figures  have  gone  up- 
and-up.  Our  advertising  leadership  has  kept  pace  with  these  soaring 
circulation  figures.  We  invite  you  to  go  and  ^row  along  with  Baltimore 
and  the  Sunpapers. 


iThe  SUNPAPERS 


National  Raprasantativaa:  Crasmar  &  Woodward,  Inc.,  Now  York,  San 
Francisco  and  Los  Angalas;  Scolaro,  Maakar  &  Scott,  Chicaso  and  Detroit 
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men:  the  “fertile  ingenuity”  of  |j 
its  make-up  (as  one  observer  jj 
put  it)  and  its  determination 
to  dramatize  serious  stories  of  |i 
importance.  |f 

Although  foreign  and  po-  » 
litical  news  is  usually  limited  ^ 
to  a  few  punchy  paragraphs  on  ; 


t>«uf 


1 

The  Great  Suez  Debate 


London  Tab  Takes  Side 
To  Get  Readers  Excited 


By  Bethanii  Probst 


...THE  CHROI 
i  DOMINATE^ 


CENCRAL  AND  AUTOMOTIVE 
ADVERTISERS  USED  THE 
CHRONKIE  EXaUSIVElY 

WITH 

606,596 

LINES  OF  ADVERTISINC 

THI  lltASON... 


THE  HOUSTON  CHRONICLE 

JOHN  T.  JONIS.  J«.,  rratidant 

*.  W.  AUCAATHT,  Ad«trti>m9  Dir.c»or  M.  J.  GIttONS,  Ontrol  M«r. 

THE  BRANHAM  COMPANY — NtliontI  Kt  pr  tsm  1 1 1  i  v  tt 


London 

Since  the  beginning  of  the 
Suez  Crisis,  the  Daily  Mirror 
front  page  has  lain  on  its  side, 
blossomed  out  with  a  Latin 
streamer,  carried  a  full-spread 
six-inch  deep  cartoon,  carried 
nothing  except  nine  words  in¬ 
side  a  black  border  and  devoted 
itself  to  full  page  editorials. 

Its  treatment  of  what  it  calls 
“The  Great  Suez  Debate”  il¬ 
lustrates  two  reasons  why  the 
Mirror,  a  self-styled  “violent” 
tabloid  with  more  than  4%  mil¬ 
lion  circulation,  is  lespected  by 
even  the  most  highbrow  news- 


told  E&P.  “And  the  last.  We 
don’t  like  doing  the  same  thing 
twice.  It’s  no  longer  an  ide» 
then.” 

Predictably,  news  agents  ob¬ 
jected  to  such  unreadable  orig¬ 
inality. 

Mr.  Cudlipp  was  not  im¬ 
pressed. 

“You  know  what  shopkeepers 
are,”  he  said.  “Natural  conser¬ 
vatives.  Like  the  stage  man¬ 
agers  who  were  horrified  when 
the  first  revolving  stage  wa- 
used.” 

(Continued  on  page  97) 


out  all  the  stops  to  make  a 
crisis  like  Suez  as  gripping  and 
exciting  as  the  wedding  of  a 
15-year-old  princess  or  Marilyn 
Monroe’s  arrival  on  British 
shores. 

Who’s  Responsible? 

“When  the  paper  is  turned 
upside  down,  Hugh  Cudlipp  is 
responsible,”  E&P  was  told. 

Mr.  Cudlipp,  a  42-year-old 
Welshman,  is  editorial  director 
of  the  Mirror  and  its  stable- 
mate,  the  5*2  million  circulation 
Sunday  Pictorial.  He  began  his 
newspaper  career  it  the  age  of 
14  on  a  Welsh  weekly,  joined 
the  Mirror  when  he  was  22  and 
became  editor  of  the  Pic  at  24. 

Except  for  Army  duty  and 
two  years  as  managing  editor 
of  Lord  Reaverbrook’s  Sunday 
Expresx,  he’s  been  with  the 
Mirror  group  ever  since. 

The  upside-down  Mirror  not 
only  lay  on  its  side  but  the 
back  page  was  used  as  part 
of  the  front  page.  The  spread 
became  an  anti-war  placard  in 
factories  and  was  the  focus  of 
attention  at  newsstands. 

“It’s  the  first  time  we  ever 
printed  sideways,”  Mr.Cudlipp 


ON  ITS  SIDE — Only  the  logotyp* 
of  the  Mirror  is  in  its  customary 
position  for  this  unusual  display 
on  the  Suez  crisis. 


ivarom  a  arrm  V'”'" GANGS... 

e  !«<■•  e  nN  a  ■  •!)■,  ibut 
Ml  amtai.  sen  ta  M  MW  MM  l«  Im  mwOmk^^^ 

_ sin  tmt  nrtan  iws  m-mS  Suittit  wS  H  S 

A  -  sSmiKUM  pMse  an  iicnes  hwe  ilMS  «c  ntiMi 
mtt  ft  mttti,  wM  nnn.  ml  mnrwi  ■ 

^  Idths  M  M  Me  a.  TSm  KMn  M  w  knt 
.  SIMI.  *  iMfS  M.  art  raaiir  a  etcract  e  taSan 

fe  ea  mai  dt).  IN  tae  aM  Mwisae  ; 
e  <atM  Saaaat  e  Ilaw  •  tat  aai  mmtti  t  MS  N.'-'— * 
:  ktcaat  tiwiaiiiii  e  laa  smalt  la  et  aaS.'  __ 

SHOCKING  — Front  and  bac 
pages  of  the  London  Mirror  an 
used  as  a  single  page  for  stronc 
type  display  on  a  vice  series. 


-  iiSuik  a 
it  mwraiimNF 


RUN-AROUND  — To  make  tht 
news  exciting  from  day  to  day 
the  Mirror  ignores  the  cente 
fold,  at  times,  to  spread  picture; 
Same  treatment  is  given  to  mid 
die  of  paper. 
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No.  68  in  a  series  of  friendly  talks  . . . 


This  Year  Americans  Will  Have 
Two  National  Elections 


i 

i 


That’s  right — two.  The  first,  of  course,  will  be  on  November  6, 
when  the  people  will  vote  for  President.  The  other  will  be  the 
second  annual  Audience  Awards  election,  which  will  begin  on 
Christmas  Day  and  extend  through  January  3. 


In  this  second  election  the  American  people — just  as  they  did 
last  year — will  elect  a  winner  in  each  of  five  categories :  ( 1 )  The  best  picture 
released  during  the  year  beginning  October  1,  1955,  and  ending  September 
30,  1956;  (2)  the  best  performance  by  an  actor  in  that  period;  (3)  the  best 
performance  by  an  actress;  (4)  the  most  promising  new  male  personality 
and  (5)  the  most  promising  new  female  personality. 


More  than  6,500  movie  theatres  participated  in  last  year’s  Audience  Awards 
and  the  total  vote  exceeded  16,000,000.  It  is  expected  that  this  year  at  least 
10,000  theatres  will  participate  and  that  the  total  vote  will  be  more  than  double 
that  of  last  year. 


Last  year  newspapers  all  over  the  country  found  the  Audience  Awards  to  be 
a  promotion  profitable  to  themselves  as  well  as  to  the  participating  theatres. 
We  intend  to  give  more  details  later  in  this  space.  But  in  the  meantime  we 
suggest  that  you  get  in  touch  with  your  local  theatre  and  start  making  plans 
so  that  both  of  you  will  benefit  from  this  great  national  event.  It  has  news 
value,  circulation  value,  advertising  value.  In  fact,  the  Audience  Awards  pro¬ 
motion  is  as  much  yours  as  it  is  ours.  Why  not  use  it? 


The  Council  of  Motion  Picture  Organizations,  Inc. 
1501  Broadway,  New  York  36,  N.  Y. 
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What’s  behind 
New  York  State’s 
2nd  Best*  sales  market? 


On  a  i>er  capita  basis,  Newburgh  is  second  in  Total 
Retail  Sales  among  all  N.  Y.  State  cities  of  25,000  or  more 
population  outside  New  York  City’s  suburbs;  and  is 
FIRST  in  Retail  Grocery  Store  Sales  .  .  .  surpassing  such 
acknowledged  leaders  as  Rochester,  Albany  and  Elmira 
and  beats  Syracuse  by  70% !  It  leads  in  Furniture  and 
Appliance  Store  and  in  Department  Store  Sales  per 
capita  too! 

And  no  wonder!  Such  great  industrials  as  Du  Pont, 
Stroock  Woolens,  Firth  Carpets,  Matico  Tile  (Mastic  Corp. 
of  America),  Texaco  (research  laboratories).  Na¬ 

tional  Biscuit  are  all  pushing  ahead  the  industrial  employ¬ 
ment  and  stable  wage  income  of  this  area.  Every  evening, 
The  News  is  invited  into  better  than  9  out  of  every  10 
homes  in  this  profitable  market  totalling  nearly  $100  mil¬ 
lions  in  sales  and  55,130  City  Zone  population. 

A  lot  is  going  on  in  the  Hudson  Valley  market  besides 
the  State  Thruway.  Watch  it!  Newburgh-Beacon  popu¬ 
lation  since  1940,  has  grown  42%  faster  than  average  for 
the  State.  Newspapers  like  the  Newburgh-Beacon  News, 
afford  the  only  sure  means  of  obtaining  anywhere  near 
deserving  coverage. 

*  Basis:  Sales  Management  Survey  of  Buying  Power 


THE 

NEWBURGH-BEACON 

NEWS  Member:  The  Gannett  Group  of  ^eH>»paiter» 
Represented  by  J.  P.  McKinney  &  Son,  Inc. 

Nets  York  •  Syracuse  •  Chicago  •  San  Francisco 


’  .  >  /  *  *  * 
ru/in  J  i^olumn 

★  ★★★★★ 

Sights  and  smells  of  a  country  printshop  conjure  lingering 
nostalgia  for  all  who  were  schooled  there.  (I  was  a  printer’s 
devil  in  one  at  sage  age  13.)  Hear  and  heed  Hal  Borland,  who 
writes  those  pastoral  nature  essay-editorials  for  the  Sunday 
New  York  Times,  as  he  describes  his  visit  to  such  a  shop  with  ^ 
his  father,  Will,  distinguished  Western  weekly  editor,  in  his  > 
new  and  enthralling  book,  “High,  Wide  and  Lonesome”  (J.  B. 
Lippincott  &  Co.) : 

“As  soon  as  we  opened  the  door  of  the  newspaper  ofiBce  there  was  a 
familiar  smell,  printer’s  ink,  benzine,  lye  water,  paper.  Up  at  the 
front,  near  the  door,  was  a  roll-top  desk  with  its  wire-braced  chair,  the 
desk  piled  with  galley  proofs  and  billheads  and  loose  envelopes  and 
letters  and  penciled  notes  and  out-of-town  newspapers.  Back  of  that 
was  a  long  make-up  stone  with  its  overhead  racks  of  leads  and  slugs; 
on  the  stone  were  iron  chases,  newspaper  page  size,  with  ads  in  them 
and  vacant  columns  for  news.  Along  one  side  was  a  row  of  type  cases. 
On  the  other  side  were  two  joh  presses,  one  a  big  Gordon.  At  the  back 
was  a  flatbed  newspaper  press,  a  two-page  Miehle,  and  a  Fairbanks- 
Morse  gasoline  engine  to  drive  it.  The  walls  were  hung  with  yellowing 
farm  sale  posters  and  old  calendars.  The  back  windows  were  smudged 
and  fly-specked  till  you  couldn’t  see  through  them.” 

Incidentally,  the  Borland  book  about  three  years  of  his  boy- 
hoiod  on  a  pioneer  homestead  on  the  bleak-but-beautiful  Colo¬ 
rado  plains  30  miles  from  a  village  is,  to  me,  one  of  the  best 
written  and  most  inspiring  books  of  1956. 

Lament  of  the  Terminologist 

Beat,  cut,  deadline, 

The  lingo  goes; 

Kill,  layout,  morgue: 

Morbidity  shows. 

In  spite  of  above  words  one  plus  five,  ' 

At  least  we  talk  of  type  that’s  live. 

— Roger  J.  Herz 

— Burglars  ransacked  the  apartment  of  H.  D.  (Doc)  Quigg, 
United  Press  feature  writer,  while  he  was  on  vacation,  stole 
many  things,  including  his  string  of  “short  snorter”  bills, 
worthless  as  currency,  but  autographed  by  men  he  met  in  his 
war  correspondence  career — (ien.  MacArthur  was  one  signer. 
“Give  me  back  my  short  snorters  and  you  can  keep  the  pot¬ 
bellied  suits,”  pled  Doc.  .  .  .  Beaver  Falls  (Pa.)  News-Tribune 
photographer  Pete  Pavlovic  was  assigned  to  shoot  the  presi¬ 
dent  of  a  garden  club  at  a  flower  show  in  a  church.  He  barged 
into  the  church  at  the  designated  hour,  his  hat  dripping  rain, 
his  camera  clasped  under  his  arm.  The  display  of  flowers  was 
lovely  and  after  shaking  a  proffered  hand  at  the  door,  he 
proceeded  down  the  aisle  looking  for  his  subject  Sensing  an 
unusual  silence,  he  quickly  glanced  at  either  side  where  people 
were  sitting  and  then  asked  where  the  president  of  the  club 
was.  A  man  pointed  and  at  last  he  saw  a  casket  in  front  of  the 
flowers.  It  seems  the  flower  show  had  been  postponed  until 
after  the  funeral  for  a  former  club  president  and  was  to  be 
downstairs.  No  one  thought  to  call  the  paper.  The  poor  photo¬ 
grapher  humbly  bared  his  head  and  bowed  out.  I 

— Muriel  Fischer  was  the  third  New  York  World-Telegram  A 
Sun  gal  to  get  married  recently — the  others  were  Trudi  Novina 
and  Dixie  Oliver  .  .  .  When  the  Forest  City  Publishing  Co. 
combined  the  Cleveland  Plain  Dealer  and  Cleveland  News  in  one 
modem  plant,  it  was  discovered  that  Eugene  Plumb,  Plain  Dealer 
obit  editor,  had  a  red  telephone,  now  changed  to  conventional 
black  ...  The  Quincy  (Mass.)  Patriot-Ledger  offers  readers  a 
2-column  boldface  Football  Menu  on  the  front  page,  listing  games 
under  subheads  of  Last  Night,  Today,  Professional  and  Tomorrow 
with  closing  admonition:  “For  Details  See  Sports  Pages.” 

— Which  Boston  paper  do  you  read?  Estimates  of  the  number  of 
patrons  ousted  in  a  theater  fire  were:  Boston  Globe,  30;  Boston  Post, 
60;  Boston  Record,  120.  .  .  .  Sophomore  Frank  Reed  delivers  more  than 
.300  copies  of  the  Bangor  (Me.)  Daily  News  on  the  campus  of  the  Uni¬ 
versity  of  Maine,  Orono,  every  morning  before  breakfast.  .  .  .  San  Fran¬ 
cisco  Examiner  heads  its  column  about  pets:  “Your  Pet  Problema  ' 
Answered  Here.” 
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Nothing  sells  like  newspapers  — 
except  newspapers  with  R.  O.  P. 
colorl  The  Newark  Star-Ledger  was 
first  and  is  still  the  only  newspaper 
to  make  R.  O.  P.  color  available  in 
the  metropolitan  New  York  and  New 
Jersey  market.  Automobiles,  Appli¬ 
ances,  Fashions,  Furniture  and  Foods 
—  products  of  the  nation's  top 
brands  use  the  Newark  Star-Ledger 
R.  O.  P.  color  to  reach  Newark's 
tri-county  market  of  Essex,  Union 
and  Middlesex  Counties  which  has 
almost  half  the  earning  and  spend¬ 
ing  power  of  all  eleven  counties  in 
Northern  New  Jersey. 


Represented  Nationally  by 
Moloney,  Regan  and  Schmitt,  Inc, 


Netuark  i^tar-Xeliger 


Largest  Sunday  and  Largest  Morning  Circulation  in  New  Jersey 
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editorial 

Newspaperboy  Day 

SHAPING  tlu'  lives  of  60(),00()  teen-age  young  men  is  one  of  the 
major  re.spojisihi.ities  of  American  newspaper  publishers  and  their 
circulation  staffs.  There  are  that  many  newspaperboys.  As  distribu¬ 
tors  of  onr  product  their  education  has  become  a  “by  product”  of  the 
newspaper  industrs  the  worth  of  which  is  beyond  measure. 

For  most  of  these  lads  their  newspaper  route  is  their  first  venture 
in  the  w’orld  of  business.  It  is  more  than  a  job  because  most  of  them 
are  literally  “little  merchants.”  They  are  in  business  for  themselves. 
They  must  learn  to  cope  with  problems  of  supply  and  demand,  serv¬ 
ice,  salesmanship,  record  keeping,  handling  money  and,  most  of  all, 
the  art  of  dealing  with  people. 

Circidators  were  quick  to  recognize  that  the  most  successful  men 
in  building  circulation  by  carrier  were  those  men  who  knew  how  to 
work  with  boys.  .Men  with  an  interest  in  boys,  leadership  ability'  and 
the  patience  to  show  the  greenest  freckle-faced  youth  how  good 
service  to  his  fellow  man  can  pay  off  in  earning  power. 

The  shift  from  rural  to  urban  living  has  spotlighted  the  oppor¬ 
tunity  that  a  new'spaper  route  affords  a  tc‘en-age  bo\  .  Citv  homes  do 
not  afford  for  their  sons  the  boyhood  chores  that  w’ere  part  of  grow¬ 
ing  up  down  on  the  farm.  Teaching  boys  to  assume  responsibility  has 
fallen  away  from  the  home  into  the  hands  of  church,  school  and  other 
social  agencies.  The  rapid  growth  of  juvenile  delintjnencv  all  too 
eloquently  testifies  to  the  bitter  fruits  of  an  idle  vonth. 

Repeatedly  conferences  of  educators  and  social  agencies  con¬ 
cerned  with  our  youth  problems  come  to  the  united  opinion  that 
“Busy  Boys  are  Better  Boys.”  Most  agree  that  restrictions  on  emplov- 
ment  of  youth,  originally  designed  to  protect  growing  boys  and  girls, 
have  grown  so  “like  Topsv”  that  in  some  areas  thev  deprive  voung 
{Kjople  of  useful  and  educational  w'ork  op^iortunities  much  to  be  pre¬ 
ferred  over  enforced  idleness. 

A  newspaper  route  is  the  ideal  opportunity  for  a  boy  to  “earn  as 
he  learns.”  It  is  within  his  physical  and  mental  capabilities.  Yet  it 
presents  a  real  challenge  to  dependability,  pnnctualih',  courtesy  and 
responsibility. 

Outside  of  professional  educators,  it  is  probable  that  no  group 
of  business  men  in  the  world  carries  a  greater  responsibility  for  or 
has  a  greater  opportunity  to  mould  the  character  of  the  youth  of  our 
land  than  newspaper  publishers  and  their  circulators.  Annually  thev 
are  teaching  over  half  a  million  young  men  that  in  America  reward 
for  effort  is  commensurate  with  one’s  service  to  others. 

Newspaperboy  Day,  Saturday,  October  6,  honors  the  boy  and 
rededicates  folks  in  our  industry  to  their  responsibilitv'  to  the  youth 
of  their  communities. 

Register  and  Vole 

A  L.MOST  two  out  of  every  five  eligible  voters  failed  to  vote  in  the 
last  Presidential  election  year.  The  63%  voting  record  of  1952 
was  better  than  the  52%  of  the  previous  campaign,  but  it  was  not  a 
spectacular  figure  and  it  begins  to  look  as  if  that  percentage  will  not 
be  equalled  in  1956. 

Registration  of  voters  has  been  completed  in  a  few  places  and 
is  being  c-onducted  in  most  areas  earlv  in  October,  .already,  there  are 
rejiorts  that  registration  is  falling  off  and  if  a  voter  isn’t  registered 
he  can’t  vote. 

Newspapers,  cooperating  with  the  American  Heritage  Founda¬ 
tion  and  the  Advertising  Council,  did  a  hercidean  job  of  stimulating 
voters  four  years  ago  and  getting  more  of  them  to  exercise  their 
(’onstitutional  privilege.  They  should  be  doing  the  same  this  year 
and  this  registration  period  is  when  extra  emphasis  is  necessary. 


I 
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hearts  and  minds  .  .  . 
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Reader’s  Guide 

AD  TONE  —  HOO  buyers  and  sellers 
participate  in  conference  on  ROP  color 
advei-tising.  Page  9. 

•  ♦  * 

POLITICAL  TOURS  —  An  E&P  re¬ 
porter  tells  what  happens  on  Eisen¬ 
hower  and  Stevenson  campaign  junkets. 

PaKe  12. 

*  «  * 

SALES  FORCE  —  Madison  Avenue 
salutes  the  Newspaper  for  vital  role  in 
nation’s  economy.  Pajre  13. 

♦  ♦  ♦ 

NEWSPRINT  PRICE— ANPA  doubts 
manufacturers  are  seriously  considering 
another  raise  soon.  Page  l.i. 

♦  •  ♦ 

BO.STON  FINALE — The  curtain  rings 
down  once  more  on  the  Boston  Post. 

Page  1(). 

*  •  * 

STAMP  FIGHT — Merchants  and  con¬ 
sumers  square  off  in  trading  stamp  de¬ 
bate  at  .Albany.  Page  17. 

*  *  * 

REVEALING  —  New  booklet  analyzes 
newspaper’s  role  in  reader’s  life. 

Page  .il. 

*  *  * 

C.4NON  35 — It  should  be  revoked  or 
rewritten,  say  two  sociologists.  Page  62. 

*  *  • 

LINAGL] — August  linage  shows  gain 
of  3.4%.  Page  66. 

♦  *  • 

•ABC  BOARD — Relatively  “calm”  ses¬ 
sion  indicated  for  annual  meeting  of 
-Audit  Bureau  of  Circulations.  Page  74. 

♦  *  ♦ 

CLUB  PAGE  —  Tucson  daily  .solves 
club  news  and  expanding  news  coverage 
headache.  Page  80. 


B.\LL.\I)E 

To  THK  Eoitoh:  Faculty  advisers  of  high 
school  newspapers  have  their  troubles  to»). 
This  is  my 

BALLADE  FROM  A  HARASSED 
FACULTY  ADVISER 

Journali.sts,  if  you  love  me  some, 

W'ant  iny  tender  and  sweet  embrace; 

Woidd  not  see  me  ruined  and  glum. 

Deep  in  obits  and  black  disgrace; 

Rlease  remember,  with  time  we  race; 

Clocks  and  hours  are  never  stet. 

IX)  your  duty,  and  know  your  place: 

■Meet  the  deadlin*'— and  don’t  forget! 

Even  though  muscle  and  lu-rve  Ix'  mmih, 
.Arches  flattened  to  halting  pace; 

Eyes  a-bleary  and  tongue  all  dumb. 

Mouth  awry  in  a  homeworkerl  face;— 

Flay  the  game  as  you  play  the  ace— 

IX)  not  cry  in  your  ink— it’s  wet; 

Be  a  hero  in  upper  case: 

Meet  th<-  deadline— and  don’t  forget! 

Take  assignments  the  way  they  come, 

Make  each  story  as  trim  as  lace; 

Show  your  t-ditor  you’re  a  chum. 

Not  a  shirker  he  has  to  chase. 

Of  dull  indifference,  never  a  trace 

Should  mar  your  copy  and  make  me  fret; 
And  after  cheeking  for  double-.spaee. 

Meet  tlx-  deadline— and  don’t  forget! 

En\ov  With  B*‘.st  "-'is 

Fourth  estaters,  do  not  deba.se 

Standards  your  worthy  forelx'ars  .set; 

Do  your  duty  without  grimace; 

■Meet  the  deadlint — a. id  don’t  forgid! 

I  think  we’ll  have  ever\  cub  on  the  staff 
inenK)ri/e  it  in  a  partial  fulfillment  of  the 
reipiirc-ments  for  being  a  re{X)rter! 

Jacoh  Soi.ovAY 

Fort  llainilton  High  School 
Brooklyn,  \.  Y. 

F.S.  (While  I’m  writing,  lH)U((uets  to  Roy 
Copjx-rud  for  his  fine  Editorial  Work¬ 
shop.  I  find  his  material  informative, 
interesting,  and  most  useful— in  my 
journalism  class  und  in  the  regular  Eng¬ 
lish  classt's. ) 

DEBASED  GRAMMAR 

To  THK  Editor:  Tlie  letter  of  BBDO’s 
Whipple  (Sept,  29)  itsi-lf  shows,  however, 
tluit  the  “Madison  Av<-nue  Boys”  do  have  to 
answer  for  a  steady  debasement  of  gram¬ 
mar,  e,  g,,  n.se  of  like  as  a  conjunction. 

Chahi.es  D.  BoNSTKI) 

New  York,  \.  Y. 

UNDER  THE  HIDE 

To  THK  Editor:  Just  noted  the  latest 
diatribe  on  the  International  Typographical 
Union  (Sept.  29).  ITU  must  be  farther 
under  E&P’s  hide  than  is  Harry  Truman 
under  the  Republican  Party’s,  el.se  it 
wouldn’t  be  so  anxious  to  make  a  mountain 
out  of  a  molehill. 

joK  Steel 

Xenia,  O. 


FINE  SPREAD 

To  THE  Editor;  Thank  you  much  for  the 
\  ery  fin*'  spread  on  National  N’ewspaperlioy 
Day  (Sept.  22,  page  .50)  ...  CiMiperation 
from  the  news  .serxiees  has  Ix-en  most  con¬ 
siderate. 

Cyrus  H.  Faxoh 

NewspajXTlHiy  Committee 
Chairman,  Utica,  N.  V. 

FULL  COMMENT 

To  THE  Editor:  Philip  N.  Schuvler’s 
story  (Sept.  29),  headlined  “Movies  Join¬ 
ing  Retailers  To  Pr\’  People  from  T\’,” 
winds  up  with  a  quotation  from  mv  Mo¬ 
tion  Picture  Newsletter.  The  ({uotation 
is  characterized  as  “a  contrarx-  point  of 
view”  c-ompared  to  prcxiouslx’  quoted  com¬ 
ments  by  xarious  film  company  exeeutixes 
regarding  the  amount  of  mox  ie  news  in  the 
newspapers. 

It  might  have  been  illuminating  to  nin 
one  additional  sentence  in  your  excerpt  of 
the  Newsletter.  To  make  the  point,  I  hax’e 
italicized  in  the  following  sentences  from 
the  Newsletter  the  phrases  that  were  miss¬ 
ing  from  your  article: 

*.  .  .  Facts  are  facts,  and  one  nnaxoid- 
able  fact  is  that  more  people  watch  tele¬ 
vision  than  go  to  the  movies.  The  film  com¬ 
panies  think  they  are  doing  magnificently, 
under  these  cireumstiinces,  to  get  as  much 
movie  news  into  the  papers  as  thev  do. 
Where  the  companies  and  the  theatre  op¬ 
erators  may  be  missing  the  boat  is  in  con¬ 
tinuing  to  rely  so  hearily  on  the  newspapers 
as  the  local  advertising  or  /rromotional 
medium.” 

The  circumstances  alluded  to  in  the 
Newsletter,  incidentally,  were  that  tele¬ 
vision  advertising  in  newspapers  was  now 
Ix'ginning  to  Ix-at  out  movie  advertising 
on  a  unit  .space  basis. 

The  coverage  of  motion  picture  view- 
|X)ints  in  Editor  &  Publisher  has  been  so 
good  that,  entirely  apart  from  my  own 
stake  in  clarifying  the  above  matter,  I  am 
sure  you  would  want  it  to  meet  your  own 
demonstrably  high  standards  of  reporting. 

Leonard  Spinrad 

New  York,  N.  Y. 

TRIBUTE  TO  REPORTERS 

To  THE  Editor:  In  recent  years  a  grow¬ 
ing  awareness  of  and  a  keener  interest  in 
its  own  health  has  stimulated  the  American 
public  to  di-mand  a  wider  coverage  of  news 
about  health  than  ever  IxTore.  'The  rapid 
development  of  new  phannaceuticals  and 
hiologicals  by  the  drug  industry,  new  siirgi- 
i-al  procedures  and  diagnostic  methrxls  by 
the  medical  profession,  and  the  great  ad¬ 
vances  in  depressing  infant  death  rates  and 
the  extension  of  life  expectancy  have  pre¬ 
sented  a  monumental  task  to  the  nation’s 
press. 

It  is  to  the  credit  of  the  newspapers  and 
press  assrxiations  of  this  country  that  ac- 
curatr^  and  comprehensive  coverage  has  re¬ 
sulted. 

Chet  Shaw 

Health  News  Institute, 

New  York,  N,  Y. 


RECRUITING — Virginia  news  execu¬ 
tives  plan  new  campaign  to  attract  top- 
grade  journalism  hopefuls.  Page  84. 
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Now  is  the  time 
when  these 
good  men  come  to 
the  aid  of  the  voter 


These  good  men  are  reporters  for  The  New  York  Times.  From  now  until 
you  go  to  the  polls  on  November  6th  their  job  is  to  be  your  eyes,  your  ears, 
your  sense  of  “the  feel  of  things”  political. 

Working  in  teams,  they  are  going  to  talk  with  voters  all  over  the  country, 
all  kinds  of  voters  in  all  kinds  of  communities.  They  will  talk  with  farmers, 
bankers,  city  clerks,  country  doctors,  factory  owners,  factory  workers, 
housewives,  merchants,  bartenders,  first  voters,  and  hardened  political 
observers. 

Their  aim  is  to  bring  you  a  firsthand  understanding  of  what  voters  are 
saying  and  doing  and  thinking.  In  addition,  of  course,  they  will  follow  the 
candidates  and  tell  you  what  they  and  their  political  managers  are  saying 
and  doing  and  planning. 

Probably  never  before  has  a  newspaper  attempted  to  cover  a  political 
campaign  with  such  scope  and  in  such  depth.  From  this  you  should  get  a 
pretty  good  idea  of  how  the  country  is  going  politically.  So  good,  we  hope, 
that  on  November  7th  you  will  say  to  yourself,  “It’s  just  as  I  expected . . . 

I  read  it  in  The  New  York  Times.” 

And  that’s  what  you  look  for  in  a  newspaper,  isn’t  it?  Not  only  the  news 
that  has  happened,  but  a  reasonable,  informed  expectation  of  what  might 
happen.  You  get  that  in  The  New  York  Times  as  in  no  other  newspaper. 
That’s  why  these  days  so  many  people  are  widening  their  world,  waking  up 
to  the  times... The  New  York  Times.  It’s  so  much  more  interesting  — 
for  advertisers,  too! 


Slje  JJork 

•All  THF  MFW5  THAT'«;  FIT  TO  PBIMT" 


FRONT  ROW:  Richard  Amper,  Harrison  E.  Salisbury,  Damon  Stetson,  Stanley  Levey, 
Wayne  Phillips,  William  M.  Blair,  Seth  S.  King,  Leonard  Buder,  second  row,  seated; 
Clifton  Daniel,  Harold  Faber,  Lawrence  E.  Davies,  Leo  Egan,  W.  H.  Lawrence, 

William  S.  White,  Gladwin  Hill,  Ray  O’Neill.  THIRD  ROW,  STANDING:  Joseph  .4.  Loftus, 
Tillman  Durdin,  Don  Janson,  Raymond  Daniell,  Jay  Walz,  Carl  Gossett, 

Layhmond  Robinson,  Jr.,  George  Cable  Wright,  Richard  H.  Parke,  Clarence  Dean, 

John  N.  Popham,  Max  Frankel,  John  H.  Fenton,  Meyer  Liebowitz. 
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Over  800  Explore  Impact 
Of  ROP  Newspaper  Color 


Enthusiastic  Interest  Evidenced 
By  Producers  and  Users  of  Color 

By  George  A.  Brandenburg 

Chicago 


more  rapidly.  It  was  suggested 
that  color  seminars  and  a  how- 
to-do-it  film  be  devised  to  bring 
the  color  story  into  local  situa* 
tions  where  newspaper  color  is 
being  introduced  for  the  first 
time. 


More  than  800  newspaper  and  allied  color  technicians, 
along  with  ad  managers  and  agency  media  men,  gatheretl 
here  Sept.  27-28  to  fully  explore  the  impact  and  potential 
of  mn-of-paper  color,  as  unfolded  at  the  first  Newspaper 
ROP  Color  Conference,  staged  by  the  American  Association 
of  Newspajier  Representatives. 

They  came  to  “see”  and  they  .  .  . 

stayed  to  cheer.  Their  answers  t^xecutives  Association 

were  unanimous  on  one  point:  and  the  annual  American  News- 
ROP  color  is  here  to  stay  and  Pf Pf  Publishers  Asswiation  s 
it  is  going  to  grow  as  fast  as  Mechanical  Conference.  The  not- 
newspapers  will  let  it.  In  fact,  \ble  difference,  however,  was 
ROP  is  likely  to  be  discarded  ^be  active  participation  and  in- 
as  a  term  in  favor  of  News-  Merest  on  the  buyers'  side, 
paper  Color,  but  the  initial.*  Agency  production  people,  en- 
could  well  mean  the  “Rebirth  ffravers  and  suppliers  of  ROP 
of  Paper”  as  a  primary  adver-  .  materials  were  as  much 

Using  medium  for  todays  color-  m  evidence  as  were  newspaper- 
ful  presentation  of  products,  men,  representing  all  sizes  of 
services  and  ideas.  ‘^be  newspapers,  from  the  “gi¬ 

ants  of  color”  to  the  19,000 
Voice  Enthusiasm  circulation  California  daily  that 

The  enthusiasm  evidenced  at  produces  color  “on  a  shoe- 
the  conference  by  buyers  and  string.” 


•  How  to  step  up  harmonious 
teamwork  between  everybody 
involved  in  ROP  color  produc¬ 
tion. 

•  How  to  make  halftone  sep¬ 
arations  directly  from  color 
tran.sparencies,  to  save  time  and 
preserve  quality. 

•  How  to  get  whiter  news¬ 
prints  on  which  to  print  news¬ 
paper  color  more  effectively. 

•  How  to  get  greater  stand¬ 
ardization  of  rates  and  data  re¬ 
lating  to  the  availability  of 
color  in  newspapers. 

Urges  Advisory  Group 

J.  H.  Sawyer,  Sawyer-Fer- 
guson-Walker  Co.,  originator 
and  chairman  of  the  ROP  Color 
Conference,  set  the  stage,  stat¬ 
ing: 

“The  purpose  of  the  confer¬ 
ence  is  to  gain  a  greater  under¬ 
standing  of  our  mutual  prob- 


sellers  in  ROP  Newspaper  color 
as  a  medium  should  convince  a 
newspaper  publisher  the  cost 
of  installing  a  color  program 
will  come  back  many  fold  in 
the  months  and  years  ahead. 
ROP  color  is  no  longer  an  ex¬ 
periment,  but  rather  the  answer 
to  today’s  needs  for  a  new  dy¬ 
namic  power  for  readership  and 
sales. 

More  than  400  newspaper 
executives  from  about  200  pa¬ 
pers  were  in  attendance,  with 
an  equal  number  of  agency  pro¬ 
duction  managers  and  those  re¬ 
sponsible  for  creating  good  ROP 
color.  These  men  exchanged 
ideas  and  gained  new  insights 
into  the  problems  and  achieve¬ 
ments  of  newspaper  color,  leav¬ 
ing  no  doubt  that  R.OP  Color  is 
the  “hottest”  topic  in  the  news¬ 
paper  industry  today. 

Sessions  were  a  blending  of 
the  kind  of  information  put 
forth  by  the  Newspaper  Adver- 
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Keynote  Talks  Abound 

Keynote  speeches  were  a  dime 
a  dozen  as  speaker  after 
speaker  —  whether  from  the 
newspaper  buyer’s  side — poured 
out  their  enthusiasm  for  news¬ 
paper  color.  There  was,  of 
course,  considerable  overlapping 
of  ideas,  as  voiced  by  various 
speakers,  but  taken  as  a  whole, 
the  conference  proved  its  worth 
and  stands  as  a  landmark  to 
the  credit  of  AANR  and  its  co¬ 
sponsors  the  Advertising  Agen¬ 
cy  Men’s  Production  Club  and 
the  Art  Directors  Club  of  Chi¬ 
cago. 

A  second  Newspaper  ROP 
Color  Conference  is  planned  for 
September,  1957. 

Among  the  many  subjects 
covered  during  the  two-day  ses¬ 
sion  at  the  Sheraton  Hotel  were 
these: 

•  How  to  secure  technical 
know-how  in  newspaper  plants 

for  October  6.  1956 


lems  so  that  we  can  resolve 
them  .  .  .  Having  had  many 
discussions  with  advertisers  and 
agencies  on  ROP  color,  I  have 
come  to  the  conclusion  that 
whenever  a  newspaper  prints 
an  ad  in  color  the  reproduction 
of  that  advertisement  reflects 
either  favorably  or  unfavorably, 
not  only  on  the  newspaper  print¬ 
ing  the  ad,  but  on  the  news¬ 
paper  industry  as  a  whole.” 

He  suggested  that  a  com¬ 
mittee  be  appointed  consisting 
of  experts  in  all  phases  of  ROP 
color  to  serve  in  an  advisory 
capacity.  Such  a  committee 
would  include  representatives 
from  the  newspaper  industry, 
advertising  agencies  and  adver¬ 
tisers. 

Mr.  Sawyer  also  urged  that 
papers  not  now  printing  at  least 
spot  color  are  overlooking  a 
tremendous  opportunity  to  get 
more  adverti.sing,  both  retail 
and  general.  “I  know  only  too 


well  there  are  many  papers  who 
are  not  financially  able  to  in¬ 
stall  additional  equipment  to 
handle  full  color  now,”  he  said, 
“but  the  additional  cost  of  han¬ 
dling  spot  color  is  so  small  in 
relation  to  the  opportunity  for 
increased  business  that  I  would 
like  to  urge  those  papers  to 
fully  explore  the  possibilities. 

10%  of  Ad  Volume 
Robert  K.  Drew,  Milwaukee 
(Wis.)  Journal  advertising  di¬ 
rector  and  moderator  of  the 
first  day’s  color  session,  high¬ 
lighted  the  Journal’s  efforts,  in 
cooperation  with  22  other  news¬ 
papers,  to  implant  in  adver¬ 
tisers’  minds  that  this  Fall,  full 
color  is  offered  by  265  U.S. 
newspapers  that  have  26309.347 
total  daily  circulation. 

Supplementing  the  Journal’s 
full-page  ad  which  appeared  in 
Chicago,  New  York  and  Milwau¬ 
kee  on  the  opening  day  of  the 
conference,  was  a  brand  new 
color  booklet  published  by  Jour¬ 
nal.  The  32-page  booklet,  eight 
in  color,  contains  completely 
new  data  compiled  in  August 
(Continued  on  page  10) 

E&P  to  Give  Atcardu 
In  Color  Contest 

Chicago 

President  J.  Donald  Scott 
announced  the  American  As¬ 
sociation  of  Newspaper 
Representatives  will  sponsor 
its  first  annual  ROP  Color 
Contest  in  1956-57,  in  which 
E&P  will  provide  the  awards' 

The  contest  will  cover  na¬ 
tional  full  color  and  spot 
color  ads  in  newspapers,  with 
E&P  providing  awards  to 
the  advertising  agency  which 
creates  the  best  ad  and  to 
the  newspaper  with  the  best 
reproduction  in  each  of  three 
circulation  brackets. 

A  total  of  six  winning  ads 
will  be  chosen,  with  dupli¬ 
cate  awards  to  the  agencies 
producing  the  copy  and  to 
the  newspapers  in  three  cir¬ 
culation  categories  doing  the 
best  job  of  reproduction.  The 
contest  opens  Oct.  1,  1956 
and  clo.ses  June  1,  1957. 

Cooperating  with  AANR 
and  E&P  are  the  Advertis¬ 
ing  Agency  Production 
Men’s  Club  and  the  Art  Di¬ 
rectors’  Club  of  Chicago. 
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Color  Confab 

(Continued  from  puge  !)) 


on  all  newspapers  printing  full 
color  —  population,  circulation, 
rates,  color  premium,  etc.  Cop¬ 
ies  were  distributed  at  the  con¬ 
ference  and  5,000  additional 
copies  will  be  mailed  to  agencies 
and  national  advertisers. 

Mr.  Drew  cautioned  n  e  w- 
comers  to  ROP  color  that  their 
papers  may  reach  various  pla¬ 
teau  levels  as  they  pi'ogress  in 
color  printing  during  the  early 
stages.  Looking  ahead,  however, 
he  said  there  are  new  heights 
to  attain  as  newspapers  attract 
more  and  more  of  the  national 
advertising  budget.  “If  such  a 
plateau  is  found  10  or  20  years 
from  now,  I  would  guess  it 
miglit  come  at  a  point  as  high 
as  20%  of  the  national  display 
volume  at  the  time,  and  up¬ 
wards  of  that  percentage  in  the 
half  page  and  over  retail  ads,” 
he  said.  “Nearly  l0%  of  the 
Journal’s  display  volume  is  now 
in  color.” 

Retailers  Drag  Feet 

Mr.  Drew’s  three  major  en¬ 
thusiasms  for  the  future  of 
ROP  color  rest  on  (1)  great 
potential  in  the  national  adver¬ 
tising  field;  (2)  the  profound 
effect  ROP  color  is  having  on 
the  newspapei-  product  itself; 
and  (3)  what  color  has  done  to 
the  newspaper  staff  and  its 
thinking.  On  the  disappointment 
side,  he  listed  “those  staunch 
newspaper  advocates— our  busy 
friends  in  department  stores 
and  other  retail  establishments 
— who  have  been  slow  to  adopt 
ROP  color.” 

He  expressed  the  hope  that 
suppliers  of  equipment  see  and 
understand  the  immediate  need 
for  greatly  improved  equipment 
geared  to  the  color  job  ahead. 

Teamwork  Stressed 

Vernon  R.  Spitaleri,  research 
director  of  the  Knight  News¬ 
papers,  presented  an  over-all 
view  of  ROP  color,  based  on 
work  being  done  at  the  Miami 
(Via.)  Herald  and  other  Knight 
papers.  He,  as  did  many  of  the 
speakers  who  followed,  stressed 
that  teamwork  is  an  arbitrary 
requirement  for  good  color 
work,  not  just  something  de¬ 
sirable. 

In  covering  the  basic  science 
of  color,  Mr.  Spitaleri  strongly 
recommended  a  simple  color 
perception  test  be  given  each 
staff  member  having  anything 
t  to  do  with  color.  He  pointed 
out  that  color  blindness  is  a 
common  ailment  among  many 
people.  He  touched  on  some  of 
the  limitations  of  ROP  color. 


such  as  general  low  printing 
quality  of  newsprint  as  com¬ 
pared  with  most  other  printing 
papers,  but  stressed  that  while 
a  perfect  set  of  process  inks  is 
yet  to  be  produced,  the  present 
ANPA-4A  standardization  has 
resulted  in  virtually  the  highest 
quality  levels  attainable. 

Proper  copy  conception,  he 
•said,  has  permitted  top  quality 
color  in  newspapers.  He  dis¬ 
played  examples  of  four-color 
ads  in  Life  magazine  and  news¬ 
paper  in  which  the  latter  ads 
were  just  as  effective  as  the 
magazine  full  color  ads.  In 
dealing  with  the  whole  range 
of  basic  copy  requirements,  he 


advertisers,  color  can  and 
should  be  u.sed  as  a  new  dimen¬ 
sion  to  stimulate  reader  imagin¬ 
ation,  interest  and  sales  action.” 

Asks  Educational  Effort 

Harry  Eybers,  Washington 
(D.C.)  Post  and  Times-Herald 
production  chiefs  suggested  the 
conference  should  plan  an  edu¬ 
cational  program  with  seminars 
on  newspaper  color  printing  for 
better  reproduction.  A  film 
could  be  prepared,  he  said,  with 
newspapers  ordering  extra 
prints,  so  that  local  people  could 
see  at  firsthand  the  best  proven 
methods  in  the  preparation  of 
color  art,  plates,  mats  and  other 


different  set  of  circumstances — 
should  not  be  used  as  an  ex¬ 
ample  of  the  finished  work. 

“For  many  years  we  have 
suggested  to  advertisers  that 
they  stick  to  standard  process 
colors.  Today,  there  are  more 
requests  for  special  color  inks 
than  ever  before.  Years  ago, 
requests  for  special  colors  were 
more  or  less  confined  to  spot 
colors.  Today,  newspapers  are 
also  asked  to  furnish  special 
process  colors.  Today,  some 
agencies  will  plan  a  newspaper 
color  campaign  for  an  adver- 
ti.ser  with  special  color  inks. 
When  the  job  gets  to  the  news¬ 
paper  plant  production  man¬ 


stressed  that  “simplicity”  is  the 
keynote  to  success  in  newspa¬ 
per  color  printing. 

Favors  3  C  olor  Process 

Mr.  Spitaleri  discussed  the 
much  -  debated  three  vs.  four 
color  process,  stating  this  sub¬ 
ject  has  been  discussed  over  the 
past  six  years  “with  a  steady 
stream  of  conflicting  informa¬ 
tion.”  Even  today,  choice  of 
process  is  perhaps  newspaper 
management’s  most  difficult  de¬ 
cision  when  contemplating  a 
color  program,  he  added.  In  his 
opinion,  the  advantages  weigh 
heavily  in  favor  of  three  colors 
for  both  editorial  and  advertis¬ 
ing  color. 

“Color  is  no  panacea  for  edi¬ 
torial  or  advertising,”  said  Mr. 
Spitaleri.  “U  sing  color  for 
color’s  sake  is  an  expensive  way 
to  cover  an  assignment  that 
could  be  presented  adequately, 
or  in  some  instances,  better  in 
black  and  white.  Color  must  be 
used  properly  to  be  effective. 
Bad  color,  poorly  conceived  and 
executed,  will  be  no  more  effec¬ 
tive  comparatively  than  poor 
black  and  white.  To  editors  and 


material.  Such  an  educational 
program,  he  said,  would  result 
in  greater  satisfaction  and  pro¬ 
fit  for  advertisers. 

“I  believe,”  he  said,  “that  a 
very  small  percentage  of  the 
people  who  are  either  selling 
newspaper  color  advertising, 
creating  color  advertising,  or 
preparing  the  material  for  us 
to  reproduce  color,  know  all 
they  should  about  newspaper 
color.  Color  campaigns  are  rec¬ 
ommended  and  used  at  a  cost 
of  sometimes  near  half  a  mil¬ 
lion  dollars  or  more,  when  the 
users  themselves  do  not  know 
what  kind  of  reproduction  re¬ 
sults  can  be  expected.  It  seems 
to  me  it  would  be  helpful  if 
they  were  familiar  with  the 
production  steps,  and  require¬ 
ments,  the  type  of  material  best 
suited;  how  we  transfer  the 
image  to  the  press  plate  and 
then  to  the  newsprint;  the  inks 
we  use,  the  quality  of  the  news¬ 
print,  and  the  high  speed  at 
which  newspaper  presses  are 
run.  An  advance  engraver’s 
proof  on  glossy  paper — which 
was  made  under  an  entirely 


SEE  HEREI — Vernon  R.  Spitaleri, 
research  director  of  Knight  News¬ 
papers,  calls  attention  to  color 
production  problems  in  a  tech¬ 
nical  seminar. 

agers  are  sometimes  forced  to 
substitute  the  standard  process 
inks  or  refuse  the  ad.  The  re¬ 
sult  is  an  unhappy  customer. 

“During  recent  years  thera 
have  been  many  newspaper 
color  advertisers,  yet  I  know  of 
only  four  or  five  such  companies 
today  who  send  newspapers 
properly  prepared  material  with 
the  proper  register  marks. 

“Because  of  a  lack  of  under¬ 
standing  of  newspaper  material 
requirements  and  reproduction 
problems,  many  big  advertisers 
have  not  properly  taken  advant¬ 
age  of  the  newspaper  full  color 
possibilities.” 

Trial  Press  Run 
Harold  Grumhaus,  Chicago 
T  ribune  production  manager, 
said  the  future  of  ROP  color 
depends  almost  entirely  on  the 
newspaper’s  ability  to  produce  a 
quality  job  at  a  reasonable  cost. 
He  explained  the  Tribune  is 
(Continued  on  page  100) 
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Black  and  White,  Color  All  Over 


PROFESSIONAL  INTEREST  it  •tpratted  by  (Uft  to  ri9ht)  Warran 
Kamp  and  Paf  Walsh  of  J.  Walter  Thompson  Co.;  James  A.  Caray, 
Liberty  En9ravin9  Co.,  and  C.  E.  McHu9h  of  Katchum,  MacLeod  & 
Grova  a9ancy. 


THE  SHOW  IS  ON — J.  H.  Sawyer,  ROP  Color  Conferanca  chairman, 
introduces  Robert  K.  Draw,  Milwaukaa  Journal  advortitin9  director, 
at  moderator  for  the  first  session. 


BORDER  LINE — Three  of  ai9ht  conference  dala9atat  from  the  London 
(Ont.)  Free  Press  talk  over  thin9s  (mostly,  ROP  color)  at  luncheon: 
Left  to  ri9ht — Gerald  Newton,  ni9ht  news  editor;  Robert  C.  Turnbull, 
chief  photo9raphar;  and  James  C.  Burns,  promotion  mana9er. 


SOME  OF  THE  SPEAKERS — J.  Donald  Scott,  left,  president  of  the 
American  Association  of  Newspaper  Representatives,  9raets  Charles 
B.  Lord,  Indianapolis  Star  and  News  ad  director,  and  Joyce  A.  Swan, 
Minneapolis  Star  and  Tribune  9eneral  mana9ar. 


JUST  LIKE  THE  ORIGINALS!— Phil  Breen  of  Nashville  Banner  and 
Tennessean  and  Otto  Silha  of  Minneapolis  Star  and  Tribune  note  the 
excellence  of  some  color  printin9  samples. 


STANDING  READY  to  deliver  equipment  necessary  for  printin9  color, 
Joseph  L.  Auer  (president)  and  W.  C.  Cooper  (vicepresident)  of 
R.  Hoe  &  Co.  are  interested  spectators  at  conference. 


Ike  and  Adlai  Keep 
Reporters  on  the  Run 


By  Philip  !N.  Srhiiyler 

Presidential  candidates  began 
pouring  it  on  this  week  and 
political  correspondents  poured 
it  out  to  the  press. 

Tours  with  the  Republican 
and  Democratic  nominees  ex¬ 
emplified  the  contrasts,  com¬ 
plexities,  amazing  physical 
stamina,  and  professional  skills 
of  the  men  and  women  who 
write  politics. 

President  Dwight  D.  Eisen¬ 
hower,  enfolded  in  official  dig¬ 
nity,  sallied  forth  in  smooth 
and  orderly  manner  to  crack 
down  hard  on  his  Democratic 
opponent.  He  went  by  train  to 
Cleveland,  by  airplane  to  Lex¬ 
ington,  Ky.,  and  back  to  the 
White  House. 

Adlai  E.  Stevenson’s  sortie 
into  New  Jersey,  Pennsylvania 
and  south  to  Elkins,  W.  Va., 
was  a  rugged  one  for  the  press 
— from  plane  to  motorcade  to 
train. 

On  both  trips  the  reporters 
displayed  professional  skill. 
From  trains,  bumping  busses, 
from  noisy,  dark  make-shift 
press  rooms  copy,  accurate, 
clean  and  fair,  was  sped  to 
news  desks.  It  was  amazing  to 
watch  their  acrobatic  ability  to 
balance  typewriters  on  knees 
while  fingers  danced  on  the 
keys  and  readable  copy  rolled 
out. 

Linkins  of  Western  Vnion 

The  President’s  party  arrived 
at  Union  Station,  Washington, 
at  8:32  P.M.  Sunday,  Sept.  30. 
An  hour  before  then,  Carroll  S. 
Linkins,  Western  Union  repre¬ 
sentative,  had  been  meeting  and 
talking  to  the  fifty  newspaper 
men  covering  the  trip.  He  was 
the  human  link  between  them 
and  their  presses. 

“He’s  the  key  man  on  these 
junkets’’,  Garnett  D.  Homer, 
Washington  Star,  described  Mr. 
Linkins.  “Carroll  knows  every 
newspaper  deadline.  He’s  a 
regular  father  to  the  press.  If 
one  of  the  fellows  drinks  too 
much,  he’ll  find  someone  to 
write  and  file  his  overnight.’’ 

Mr.  Linkins  has  been  travel¬ 
ing  with  Presidents  since  1933. 
The  job  he  performs  is  efficient, 
fast  and  thorough.  For  instance 
four  WU  messengers,  deployed 
by  him,  were  at  the  end  of  the 
platform  where  the  Presidential 
Special  stood.  One  by  one,  they 
sped  away  with  plates  and  cap¬ 
tion  slips  handed  them  by  pho¬ 
tographers.  All  along  the  way 


to  Cleveland  Mr.  Linkins  ar¬ 
ranged  wire  drops. 

Helpful  Hagerty 

James  C.  Hagerty  conscienti¬ 
ously  performed  his  job  as  Press 
Secretary  to  the  President. 
Twenty  minutes  before  the 
scheduled  train  departure  he 
was  at  the  station,  greeting 
newspaper  men  as  they  arrived. 
He  was  first  to  spot  the  black 
limousine  bringing  the  Presi¬ 
dent  inside  the  station  and  to 
within  15  feet  of  the  rear  plat¬ 
form  of  the  special. 

“He’s  coming,’’  he  tipped  the 
photographers. 

The  picture  the  photographers 
wanted  was  quickly  posed  on 
the  rear  platform  (1  to  r.  The 
President,  Mamie,  Mrs.  John 
Eisenhower,  the  Major).  The 
picture  syndicates  and  TV  news¬ 
reels  have  a  pool  electrician, 
Cleveland  Ryan,  who  sees  to  it 
that  the  best  possible  lighting 
is  given  when  the  President’s 
picture  is  taken.  The  President 
willingly  agreed  to  repeated  de¬ 
mands  for  “Just  one  more,  Mr. 
President,”  and  “Wave,  Mr. 
President,  we’ll  wave  back  at 
you.” 

After  the  pictures,  Mr.  Hag¬ 
erty  climbed  aboard.  As  soon 
as  the  train  started  he  went 
through  all  12  cars  and  made 
the  announcement  that  the 
President  had  accepted  an  in¬ 
vitation  to  attend  the  opening 
World  Series  game,  Oct.  3. 
Mimeographed  texts  of  the 
President’s  Cleveland  speech, 
for  release  in  PM  papers,  Oct.  1, 
were  distributed. 

Communications  Car 

Always  ready  with  political 
dope,  Mr.  Hagerty  proved  him¬ 
self  as  ever  the  able  propagand¬ 
ist  for  his  Boss.  To  Tom  Win- 
ship,  Boston  Globe,  he 
volunteered  that  the  most  en¬ 
thusiastic  crowd  the  President 
ever  faced  was  in  Harvard 
Square  in  1952.  “They  just 
about  rubbed  the  chrome  off  the 
President’s  automobile”,  Jim 
said. 

Good  story  material  came 
easily  off  Mr.  Hagerty’s  versa¬ 
tile  tongue.  He  picked  up  a 
copy  of  the  Sept.  29  issue  of 
E  &  P  containing  the  poll  that 
showed  59.5%  of  dailies  favor¬ 
ing  Eisenhower,  17.2%  for  Ste¬ 
venson.  Mr.  Hagerty  said  the 
President  would  be  interested 
in  seeing  it. 

The  President  in  his  private 


car  is  in  closer  touch  with  the 
world  than  with  the  newspaper 
men  riding  with  him  on  the 
same  train.  A  telephone  stands 
at  his  bedside.  It  is  connected 
with  a  Communications  Car, 
built  in  1946.  Lt.  Col.  George 
McNally  of  the  Signal  Corps  is 
in  charge  of  this  car.  He  proud¬ 
ly  boasted  there  is  nothing  like 
it  in  the  world,  unless  the  Rus¬ 
sians  have  one  we  don’t  know 
about.  It  would  cost  $250,000 
to  replace. 

“Its  purpose  is  to  keep  the 
President  in  touch  with  the 
world  just  as  if  he  was  in  the 
White  House”,  he  said. 

All  important  messages  are 
coded.  The  car  has  power 
enough  to  keep  a  good  sized 
city  running  a  week. 

Newsmen  Prefer  Train 

Newspapermen  questioned  by 
E&P  preferred  the  train  to  air¬ 
plane  campaigning.  As  the 
special  sped  along  the  B&O 
tracks,  typewriters  were  clack¬ 
ing  in  private  compartments. 
Not  so  comfortable  for  this 
kind  of  work  while  flying. 

Of  the  50  wearing  tags  read¬ 
ing  “Trip  of  the  President”  and 
listed  on  the  mimeograph  as 
press,  33  represented  daily 
newspapers,  press  associations, 
or  news  weeklies.  The  rest  were 


This  Reporter 
Wonders  Why — 

A  neophyte  returning  from 
tours  of  Presidential  candidates 
spawns  these  conclusions: 

1 — Able  “pros”  represent  the 
press,  but  one  wonders  why 
shorthand  is  not  considered  an 
essential  part  of  reportorial 
skills.  After  each  impromptu 
talk  or  interpolation  in  pre¬ 
pared  texts  disputes  arise  on 
exactly  what  was  said.  William 
Blair,  New  York  Times,  prob¬ 
ably  has  an  answer  in  what  he 
calls  his  “Dickie-Bird.”  It  is  a 
pocket  gadget  of  German  make, 
which  wire  records  verbal  re¬ 
marks,  and  can  be  worn  like  a 
wrist  watch.  Costing  $300  now, 
its  name  stems  from  the  canary 
twitterings  emitted  when  the 
wire  is  rewound. 

2  —  Reporters  are  isolated 
from  top-candidates.  Neither 
Gen.  Eisenhower  nor  Gov. 
Stevenson  ever  gets  any  closer 
to  the  writing  press  than  to  the 
crowds  they  address. 

3 — Crowd  estimation  is  not  an 
exact  science,  but  mathematical 
formulas  are  available  and 
should  be  considered  a  part  of 
reporter’s  technique.  The  cus- 


tomary  method  is  to  ask  the 
radio,  TV  men,  and  photog-  handiest  policeman  who  takes 
raphers.  The  newspaper  men  ^  wild  guess,  upon  which  re- 
were  checked  m  by  Dewey  Long  porters  agree  to  stand, 
of  the  t^^hite  House  press  staff 

,  ,  u  1  j  L  fflIninnItnilllltlllllllllllllH 

and  Laura  Bachelder,  who 

made  press  i-eservations. 

Twelve  of  those  aboard  regu¬ 
larly  cover  the  White  House. 

They  were:  Merriman  Smith, 

United  Press;  Robert  Clark, 

International  News  Service; 

Marvin  Arrowsmith,  Associated 
Press;  Francis  Stephenson, 

New  York  Daily  News;  G.  D. 

Horner,  Washington  Star;  Don 
Whitehead,  New  York  Herald 
Tribune;  Laurence  Burd,  Chi¬ 
cago  Tribune;  William  Knight¬ 
on,  Baltimore  Sun;  Russell 
Baker,  New  York  Times;  Jack 
Sutherland,  U.  S.  News  & 

World  Report;  Charles  Roberts, 

Newsweek;  John  Steele,  Time, 
and  Robert  C.  Albright,  Wash¬ 
ington  Post  &  Tim'S  Herald. 

These  photographers  aboard 
have  the  White  House  as  their 
regular  beat:  Charles  Corte, 

UP  Photos;  Robert  Schultz,  AP 
Photos;  and  A1  Muto,  INP. 

Others  were  interested  in  the 
trip  as  political  anaylsts  or  be¬ 
cause  the  President  was  going 
into  or  near  their  home  terri¬ 
tories.  In  the  latter  category 
were  Richard  Maher,  Cleveland 
Press;  Richard  Cull,  Dayton 
Daily  News;  James  Hoswell, 

Detroit  Free  Press;  Martin 
Hayden,  Detroit  News. 

Only  two  women  were  in  the 
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party,  Ingrid  Jewell,  Pittsburgh 
Post-Gazette,  and  Bonnie 
Angelo,  of  Newsday,  Hemp¬ 
stead,  L.  I. 

38,000  Words 

Typewriters  clacked  out  58,- 
000  words  WU  handled  between 
Washington  and  Pittsburgh. 

President  Eisenhower,  ac¬ 
cording  to  Mr.  Hagerty,  retired 
at  10  P.M.  He  was  still  in  bed, 
he  told  Cleveland  newspaper¬ 
men  at  7:30  A.M.  The  schedule 
called  for  him  and  Mrs.  Eisen¬ 
hower  to  leave  the  car  for  the 
Hotel  Cleveland  at  8:30. 

Cleveland  photographers  with 
early  deadlines  to  make  took 
pictures  of  Mr.  Hagerty  with 
Kevin  McCann,  one  of  the 
President’s  speech  writers. 
Noted  on  the  platform  were 
Tom  Veil  and  H.  S.  Samford, 
and  Doris  O’Donnell  Cleveland 
News,  Carl  Cornish  and  John 
Morganthaler,  Associated  Press, 
Harry  Craig  and  Jim  Byrne, 
News. 

Covering  for  the  Cleveland 
Plain  Dealer  were  Jan  Mellow, 
George  Heinz,  George  Barnann, 
Ray  Dorsey  and  Edward  Kier- 
nan. 

A  press  room  was  established 
in  Hotel  Cleveland.  WU  had  10 
(Continued  on  page  96) 
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American  Newspaper  Lauded 
As  Greatest  Sales  Force 


National  Newspaper  Week  Marked 
Sales  Executives  and  AANR 

By  Ray  Erwin 


By 


The  American  newspaper’s  “legendary,  charcoal-grey”  Mad- 
vital  role  in  the  American  econ-  ison  Avenue’s  name  had  been 
omy  was  explained  and  extolled  changed  to  Newspaper  Avenue 


your  youth  to  shoulder  respon¬ 
sibility  and  look  ahead  to  the 
future.  I  think  this  is  particu¬ 
larly  important  in  these  days 
when  we  hear  so  much  about 
juvenile  delinquency. 

Boys  Win  Fame 

der  of  Mr.  Gurley’s  company,  “There  are  many  successful 
was  also  a  pioneer  newspaper  •^*'1  today  who  first  started 
editor,  having  started  in  1835  earning  their  way  by  door-to- 

the  Telegraph  and  Texas  Land  door  selling  of  newspapers,” 

Register,  published  during  continued  Mr.  Gurley.  “In  that 
Texas’  fight  for  independence,  way  they  learned  to  appreciate 
.  both  the  labor  involved  in  mak- 

Winning  Newspaperboy  ^  dollar  as  well  as  the  dol- 

Selected  as  the  outstanding  lar  itself, 
in  a  National  Newspaper  Week  for  Newspaper  Week,  through  newspaperboy  of  the  year  for  “This  scroll  has  a  partial  list 

program  in  New  York  Oct.  2.  proclamation  of  city  officials,  area  was  given  hrank  De-  of  great  Americans  who  were 

A  luncheon  session  of  the  with  Miss  Newspaper  of  1956  Bartola,  a^  carrier  salesman  for  once  newspaperboys.  They  in- 
Sales  Executives  Club  of  New  (Barton  Lewis),  present  at  the  Passaic-Clifton  (N.J.)  Her-  elude  business  and  professional 
York  at  the  Hotel  Roosevelt  luncheon,  officiating.  News.  men,  governors,  cabinet  mem- 

was  put  on  by  the  New  York  Mr.  Metz  concluded:  In  determining  the  require-  bers,  senators,  representatives, 

Chapter  of  the  American  Asso-  “Isn’t  it  true  that  we  take  ments  for  the  award,  the  .\ANR  justices  and  three  Presidents  of 

ciation  of  Newspaper  Repre-  the  newspaper  for  granted —  Selection  Committee  specified  the  United  States  —  Herbert 

sentatives.  like  the  air  we  breathe  or  the  that  the  boy  must  have  sold  in  Hoover,  Harry  S.  Truman  and 

W.  H.  Metz,  Scripps  Howard  water  we  draw  from  the  faucet  ^  competitive  area,  had  a  real  Dwight  D.  Eisenhower.” 

Newspapers,  president  of  the  to  drink?  Yet  it  is  unique.  It  is  record  in  some  competition,  pro-  Mr.  Gurley  then  quoted  these 

New  York  Chapter  of  AANR,  designed  and  constructed,  mar-  tected  his  papers  in  bad  wea-  words  of  President  Eisenhower 

asserted  that  the  newspaper  keted  and  discarded  as  obsolete  ther,  enjoyed  high  regard  in  which  are  included  in  the  scroll: 

business  is  not  only  a  glamor-  — all  within  24  hours.  Tomor-  his  community  for  activity  in  “The  tradition  of  the  news- 

ous  business  but  it  is  also  a  row,  well  have  a  brand  new  one.  civic  affairs,  and  must  be  an  paperboy  is  peculiarly  Ameri- 
Big  Business.  It  is  a  familiar  but  in  some  all-around  lively  boy  with  some  can.  It  reflects  our  American 

_.  _  .  ways  miraculous  product.”  personal  hobbies  or  sports.  appreciation  of  the  values  of 

siness  John  M.  Fox,  president  of  the  Frank,  16,  is  saving  his  earn-  individual  industry,  of  diligence 

“For  instance,”  he  said,  “the  g^ies  Executives  Club  and  of  ings  to  go  to  college  and  in  a  learned  at  an  early  age,  later 
combined  circulation  this  moni-  Minute  Maid  Corporation,  year  built  his  route  from  to  be  applied  throughout  the 

ing  and  this  evening  of  Ameri-  warm  tribute  to  newspa-  scratch  to  131  customers.  He  length  of  a  man’s  career.  We 

cas^  1,760  daily  newspapers  is  pgj.g_  holds  an  FCC  amateur  radio  honor  our  newspaperboys  not 

rapidly  approaching  57  million  “The  whole  damned  industry  license  and  continually  is  in  only  because  they  serve  our 

copies.  And  last  year’s  national  joined  to  make  this  block  touch  with  friends  overseas  and  daily  family  needs,  but  because 

and  retail  advertisiiig  revenue  the  hotel  stands  News-  he  is  an  avid  salt  water  fisher-  they  symbolize  so  many  cher- 

was  more  than  3  billion  dollars,  pgpgj.  Square,”  he  asserted.  man.  ished  American  ideals.  I  remem- 

By  way  of  comparison,  that  3  jy|j.  asked  Willis  H.  Gur-  “To  get  hold  of  sales  one  ber  with  pride  my  own  early 

billion  was  more  than  the  ad-  jgy^  vicepresident  of  the  Borden  must  behave  respectfully,  tell  activities  as  a  newspaperboy.” 

vertising  revenue  of  magazines,  Company  and  president  of  the  the  truth  and  work  hard,”  said  rnrtnnniBta 

ra^dio  and  television— combined.  ^ood  Products  Com-  young  DeBartola,  when  asked  ^  Lavort 

These  facts  and  figures  are  a  p^j^y  whose  earliest  business  what  it  takes  to  make  a  good  I  ticipating  in  an  amusing 
matter  of  record.  ^^3  delivering  the  salesman.  entertainment  part  of  the  pro- 

“But  to  me  ”  continued  Mr.  Syracuse  (N.  Y.)  Herald  in  “You  are  a  credit  to  the  famous  news- 

Mete,  “they  skip  the  most  im-  his  hometown,  Altmar,  N.  Y.,  to  thousands  of  newspaperboys  all  P»P«'-  cartoonists:  Milt  Caniff 

portant  thing:  PEOPLE.  The  ^  ^  ^  over  the  country,”  declared  Mr.  (Steve  Canyon),  who  was  mw- 

same  people  and  families  you  American  newspaperboy  (News-  Gurley  in  presenting  a  hand-  of  ^remonies;  Rube  Gold- 
sales  e.xecutives  want  to  reach  y^  p  y,  Qct.  6.)  In-  some  scroll.  “You  can  feel  berg,  Pulitzer  Prize  winning 

and  we  newspapers  do  reach,  gidgntayy  Gail  Borden,  foun-  happy  that  vou  have  learned  in  editorial  cart<wnist;  Charles 

every  day,  t  .  Shulz  (Peanuts),  Irwin  Hasen 


“That’s  why  we  wanted  to  re¬ 
mind  you  that  the  newspaper 
is  an  essential  part  of  our  na¬ 
tion’s  economy  and  welfare,”  he 
added.  “It  is  also  a  very  basic 
requirement  in  the  daily  diet 
of  everyone’s  life.  As  so  many 
housewives  say — ‘the  newspaper 
simply  helps  me  belong.’  ” 
Newspaper  Avenue 
Mr.  Metz  recalled  that  from 
the  beginning  American  busi¬ 
ness  and  American  newspapers 
have  worked  together  and  have 
prospered  together.  He  r  e- 
marked  that  the  week  also 
marked  the  500th  anniversary 
of  printing  itself.  He  said  News¬ 
paper  Week  was  being  observed 
actively  by  advertisers,  and 
others  throughout  the  U.  S. 
The  speaker  announced  that 


(Dondi),  Mort  Walker  (Beetle 
Bailey),  Bob  Lubbers  (Long 
Sam),  Ernie  Bushmiller  (Nan¬ 
cy).  Serving  as  sponsors  for  the 
lucky  cartoonists  were  glamor- 
ou.s  Titian  -  haired  Cepacabana 
Club  beauties. 

Newspapers  all  over  the  coun¬ 
try  contributed  many  handsome 
door  prizes.  They  included  a 
color  television  set  given  by  the 
Camden  (N.J.)  Courier-Post 
and  Trenton  (N.J.)  Times  and 
a  model  oil  derrick  that  spouted 
greenbacks  when  released,  given 
by  the  Dallas  (Texas)  Times- 
H  erald. 

Guests  present  included  pub- 

MORE  APPROPRIATE  NAME — "Miii  Newspapar"  (Barton  Lewis)  Ushers,  business  managers  or 
joins  with  Newspaper  Rep  Bill  Meti  and  Sales  Exec  Harry  White  in  advertising  directors  of  many 
a  Newspaper  Week  ceremony  of  de-Madisonizing  the  advertising  new.spapers  and  executives  of 
business.  (Continued  on  page  98) 
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Gould-Tracy,  Partners 
In  Crime  for  25  Years 


'  VEAH. 
THIS  IS 
,  TRACV. 


,-gray  hair  time  between  the  Chicago  Trib-  THEN  AND  NOW — At  left  is  the  original  Dick  Tracy  as  he  made 

lasses  has  wne  and  his  newly-launched  New  his  bow  Oct.  4,  1931  in  the  Detroit  (Mich.)  Mirror.  At  right,  the 

A  the  fan-  York  Daily  News  tabloid.  He  famous  profile  as  it  appears  today  in  500  newspapers. 

B  top  news-  finally  “clicked”  with  Capt.  worked  on  the  staff  of  every  town.  Mr.  Patterson  liked  the 
rips  in  the  Patterson  when  he^^  submitted  ^lajor  daily  in  town,  except  one.  strip,  but  changed  its  name, 
cy,”  whose  “Plainclothes  Tracy.”  “That  one  was  the  Evening  At  that  time  the  Tribune 

tting  crime  As  a  boy  in  Pawnee,  Okla.,  Post”  he  recalls.  “I  still  can’t  Company  had  recently  launched 

1931,  when  Chet  Gould  wanted  to  become  figure  out  how  I  missed  it.”  the  Detroit  (Mich.)  Mirror,  a 

ective  first  n  cartoonist.  His  father,  a  it  paper  destined  to  short  life,  but 

printer  on  the  weekly  Pawnee  ureams  up  iracy  it  served  as  the  vehicle  through 

Dick  Tracy,  Courier-Dispatch,  wanted  his  By  1931,  Chester  Gould  had  a  which  Dick  Tracy  first  made 
omic”  strip  son  to  be  a  lawyer.  Chet  wife  and  daughter  to  support  his  appearance  as  a  comic  strip 
lisposed  of,  “compromised”  by  attending  qjj  jjig  giiju  artist’s  salary.  He  that  was  not  a  comic  strip  in 
hold  words  Oklahoma  A  &  M  for  two  years,  was  about  convinced  the  Okla-  the  true  sense.  That  date  was 
eir  creator  studying  commerce  and  market-  homa  flash  was  a  Grade  A  Oct.  4,  1931.  A  week  later,  Dick 
lous.  Chet  then  struck  out  for  Chi-  flop  at  a  time  when  Grade  A  Tracy  began  appearing  in  Capt. 

lity  to  grip  cago  with  $50  in  his  pocket.  flops  were  a  dime  a  dozen  as  Patterson’s  New  York  Daily 
rid  pen-and-  On  the  strength  of  his  limited  the  depression  settled  over  the  News,  but  the  Chicago  Tribune 
s  is  a  phe-  art  training,  he  landed  a  job  country.  editors,  already  blessed  with  an 

rtoon  busi-  with  the  old  Chicago  Journal.  In  those  days,  Chicago  police  abundance  of  good  cartoon  tal- 

appears  in  Then,  losing  that,  he  fast-talked  were  having  their  troubles  com-  ent,  didn’t  put  Tracy  in  their 

newspapers  his  way  into  the  art  department  batting  the  prohibition-era  crime  paper  until  March  22,  1932.  It 

rid,  via  the  of  the  old  Chicago  Herald-  wave.  Chester  Gould  decided  wasn’t  long  before  comic  strip 

'Jew  York  Examiner.  He  later  worked  for  that  if  the  police  couldn’t  catch  readers  were  raving  about  the 

the  Tribune  and  Chicago  Daily  their  full  quota  of  crooks,  he  chisel-chinned  detective  in  the 

cret’  News  art  departments,  doing  would  do  the  job  for  them.  So  two-buck  skimmer  and  black 

„  advertising  illustrations.  Final-  he  drew  six  cartoon  strips  about  sack  suit. 

seciet  o  jy  jjg  landed  on  the  Chicago  a  hook-nosed  detective  he  called  Looking  back  on  Tracv’s 

®  ®  American,  and  for  five  years  “Plainclothes  Tracy.”  He  mailed  ga^ly  exploits,  his  creator  re- 

J  charartT/  ^  the  strips  across  town  to  Capt.  called  the  hey-day  of  gangsters, 

when  he  ^®t)les,”  a  burlesque  on  the  Patterson  at  the  Tribune.  A  fj^gd  juries  and  key  witnesses 

’  "  movies.  After  he  had  been  in  telegram  from  Mr.  Patterson  being  taken  for  a  “ride.” 

.  Chicago  for  10  years,  he  had  brought  him  hot-footing  across  kj^da  nice  to  have  a 


GRAVEYARD  of  Dick  Tracy  ''victims''  over  the  past  25  years  is  visited 
by  their  creator,  Chester  Gould,  and  his  wife  (Edna)  and  daughter 
(Jean). 


POLITICS  IS  SO  QUIET— 

Werner,  Indianapolis  Star 


LOOK  BEHIND  YOU! 

Pieroti,  New  York  Post 


FOOTBASEBALL  SEASON 

Shoemaker,  Chicago  Daily  News 


ANPA  Says  Newsprint 
Price  Hike  Unjustified 


Newspaper  publishers  do  not 
l)elieve  another  newsprint  price 
increase — the  last  one  of  $4  a 
ton  went  into  effect  last  Janu¬ 
ary — is  justified  at  this  time. 

That  was  the  nub  of  a  state¬ 
ment  issued  this  week  by  Wil¬ 
liam  Dwight,  Holyoke  (Mass.) 
Transcript- Telegram,  in  his 
capacity  as  president  of  the 
American  Newspaper  Publish¬ 
ers  Association. 

Mr.  Dwight’s  statement,  is¬ 
sued  after  a  regular  meeting  of 
.ANPA’s  Board  of  Directors  in 
New  York  City,  disclosed  that 
the  group  had  taken  cognizance 
of  reports  that  newsprint  com¬ 
pany  representatives  were  busy 
warning  publishers  that  a  boost 
above  the  present  $131  base 
price  might  be  in  the  offing,  be¬ 
cause  of  increased  mill  ex¬ 
penses,  freight  rate  increases 
and  other  factors. 

The  statement  follows: 

“Newspaper  publishers  of  the 
United  States  and  Canada  do 
not  believe  that  sales  represen¬ 
tatives  of  newsprint  mills  were 
speaking  with  authority  when 
they  were  reported  in  a  trade 
paper  as  “priming”  newspaper 
publishers  for  another  increase 
in  the  price  of  newsprint. 
(E&P,  Sept.  22,  page  10.) 

“Publishers  do  not  believe 
that  another  newsprint  price  in¬ 
crease  is  justified  at  this  time. 
There  seems  to  be  no  apparent 
need  now  for  the  manufacturers 
to  get  more  income  to  maintain 
reasonable  profit  margins. 

“The  failure  of  many  news¬ 
print  manufacturers  to  fulfill 
their  contract  commitments 
during  1955  and  1956  has 
penalized  many  newspapers. 
Many  publishers,  in  order  to 
maintain  normal  standards  of 


service  to  readers  and  adver¬ 
tisers,  have  been  compelled  to 
buy  newsprint  in  the  spot 
market  at  exorbitant  prices. 
This  situation  has  imposed  eco¬ 
nomic  hardship  on  those  news¬ 
papers. 

Matter  for  Discussion 

“The  price  of  newsprint  is 
not  a  subject  to  be  treated 
lightly  in  the  form  of  planted 
rumors.  It  is  a  matter  for  frank 
discussion  between  individual 
newspaper  publishers  and  their 
suppliers,  especially  because  of 
the  unfortunate  consequences 
which  could  come  from  another 
price  increase. 

“Newspaper  publishers  be¬ 
lieve  that  newsprint  manufac¬ 
turers  have  a  responsibility  to 
discuss  with  their  customers 
mutual  economic  problems  and 
the  effect  of  newsprint  prices 
on  newspaper  operations  and 
thereby  the  direct  effect  on  fu¬ 
ture  newsprint  consumption. 
This  is  a  special  obligation  in 
view  of  the  trend  of  contract 
language  which  places  price  en¬ 
tirely  under  the  control  of  the 
manufacturer. 


Daily  and  Weekly 
To  Run  Legal  Ads 

Canton,  Ohio 
Over  the  protests  of  the 
mayor,  the  City  Council  has 
voted  to  publish  the  city’s  legal 
advertising  in  the  weekly  Can¬ 
ton  Economist  as  well  as  in 
the  daily  Canton  Repository. 

Publisher  of  the  weekly, 
Morton  Frank,  argued  that  the 
public  and  the  taxpayers  “are 
entitled  to  know,  in  as  full 
limits  as  possible,  exactly  what 
is  going  on.” 


fSixon  Interviewed 
By  Reporters  on  TV 

Washington 

Vice  President  Richard  M. 
Nixon  was  interviewed  Thurs¬ 
day  night  (Oct.  4)  in  an  eight- 
city  television  conference  hook¬ 
up  with  political  writers  from 
as  many  cities  participating. 

Taking  part  were  Lester  M. 
Hunt,  Indianapolis  Star;  Alden 
Dunkleberger,  Nashville  Ban¬ 
ner;  Alvin  S.  McCoy,  Kansas 
City  Star;  Paul  Warner; 
Philadelphia  Inquirer;  Bob 
Gray,  Houston  Post;  Virgil 
Pinkley,  Los  Angeles  Mirror- 
News;  John  C.  McDonald,  Min¬ 
neapolis  Morning  Tribune;  Ar¬ 
den  Pangborn,  Oregon  Journal. 

The  Republicans  purchased 
30  minutes  of  television  time 
to  stage  what  was  billed  as  an 
un-rehearsed  transcontinental 
program  for  discussion  of  is¬ 
sues  local  to  communities  the 
Vice  President  had  visited 
recently. 


Customs  Fines 
To  Be  Released 

Washington 
“The  paper  curtain  of  govern¬ 
mental  secrecy  has  been  pierced 
again,”  Rep.  John  E.  Moss  com¬ 
mented  this  week  when  the 
Treasury  Department  relaxed 
restrictions  on  information  in¬ 
volving  import  law  violations. 

The  Bureau  of  Customs  an¬ 
nounced  lists  of  fines  and  pen¬ 
alties  of  more  than  $1,000  for 
violations  will  be  made  public 
beginning  this  month.  Names 
and  details  will  be  included. 

The  Bureau  regulation  was 
revised  following  correspond¬ 
ence  between  Congressman 
Moss,  who  heads  the  House  sub¬ 
committee  on  Federal  informa¬ 
tion,  and  the  Treasury  Depart¬ 
ment. 


Press  Union 
To  Continue 
Arbitration 

Philadelphia 

The  International  Printing 
Pressmen  and  Assistants  Union 
of  North  America  has  voted  to 
renew  its  arbitration  agree¬ 
ments  with  the  newspaper  and 
commercial  printing  industries. 

Action  on  renewal  of  the 
agreements,  which  upheld  rec¬ 
ommendations  by  the  union’s 
board  of  directors,  came  in  clos¬ 
ing  sessions  of  the  Pressmen’s 
36th  convention  here  Sept.  24- 
28.  (E&P,  Sept.  29,  page  11.) 

Both  union  leaders  and 
spokesmen  for  employers  dur¬ 
ing  the  convention  said  that  the 
arbitration  policy  has  contrib¬ 
uted  much  to  industrial  peace. 

The  union’s  international  ar¬ 
bitration  agreements  with  the 
American  Newspaper  Publishers 
Association  and  the  Union  Shop 
Employers  Section  of  Printing 
Industry  of  America,  Inc.  ex¬ 
pire  on  Dec.  31,  1957. 

The  Officers’  Report  to  the 
convention  stated: 

“The  effect  of  our  agreements 
with  the  American  Newspaper 
Publishers  Association  has  been 
stimulating  and  heartening  and 
it  is  upon  the  basis  of  its  exist¬ 
ence  that  we  contribute  much 
of  our  success. 

“Your  board  of  directors 
wholeheartedly  recommends  con¬ 
tinuance  of  these  agreements 
and  desires  to  call  to  the  atten¬ 
tion  of  the  delegates  that  under 
its  operation  we  have  had  con¬ 
tinuity  of  employment  for  the 
members  of  our  union  in  the 
newspaper  indu.stry  in  prefer¬ 
ence  to  lockouts  or  strikes.” 

The  arbitration  agreements 
with  the  ANPA  and  PIA  were 
continued  in  1952  for  five  years. 

IPP  &  AU  instituted  arbitra¬ 
tion  contract.^  53  years  ago. 
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Boston  Post  Suspends;  ‘Flossy’  Forces 

^  Newsmen  on  Diet 

Sale  Prospects  Dim 


Miller  Views 


New  Orleans 
Two  Times-Pieayune  news¬ 


Boston 


Court-appointed  trustees  who 
have  been  publishing  the 
Boston  Post  since  Aug.  24  sus¬ 
pended  operation.s  “until  further 
notice”  with  the  edition  of 
Thursday,  Oct.  4. 

Their  announcement  spelled 
doom  for  the  125-year-old  paper 
that  had  made  two  revival  at¬ 
tempts  in  the  last  few  months. 
Hopes  of  selling  the  property 
were  becoming  very  dim. 


Pay  Ends  for  825 

The  Post’s  825  employes  will 
receive  pay  checks  for  this 
week,  their  jobs  formally  ter¬ 
minating  at  the  end  of  the  day 
on  Thur.sday,  according  to  Gen¬ 
eral  Manager  McHenry  Browne. 

Somewhat  ironical  in  the  sit¬ 
uation  was  the  fact  that  the 
Post  had  been  gaining  in  cir¬ 
culation  and  advertising  under 
the  trustee  management.  Last 
Sunday’s  paper  carried  91,000 
lines  of  advertising.  Mr.  Browne 
noted  that  the  comparable  edi¬ 
tion  a  year  ago  carried  76,000 
lines. 

The  trustees  —  Charles  W. 
Bartlett,  Joseph  P.  Healey  and 
Thomas  W.  Lawless — went  into 
a  conference  with  Mr.  Bro\vne 
on  Thursday  to  discuss  their 
next  move.  Most  likely  it  would 
be  a  complete  report  to  the 
Federal  Court  on  their  inability 
to  reorganize  the  Post  to  the 
extent  that  it  would  be  attrac¬ 
tive  to  another  publisher. 


purchasers  of  the  Post.  We  are 
continuing  these  negotiations 
and  have  not  given  up  the 
prospect  of  ultimate  success.  As 
of  this  moment  we  do  not  have 
from  any  of  the  prospective 
purchasers  the  firm  financial 
commitment  necessary  to  justify 
the  further  sustaining  of  op¬ 
erating  losses. 

“Our  obligation  as  officers  of 
the  United  States  District  Court 
to  the  creditors  of  the  Post  al¬ 
low  us  no  alternative.  We  must 
therefore,  suspend  publication 
to  permit  us  to  continue  our  ef¬ 
forts  to  reorganize  this  newspa¬ 
per  without  incurring  further 
losses.  Admittedly  our  task  will 
be  the  more  difficult  because  we 
are  not  publishing. 


‘Difficult  Problems’ 


The  announcement  by  the 
trustees: 

“It  with  profound  regret 
that  we  announce  the  suspen¬ 
sion  of  publication  of  the  Boston 
Post  until  further  notice.  When 
we  were  appointed  trustees  in 
reorganization  on  August  16  we 
conceived  it  to  be  our  duty  to 
get  the  Post  back  into  publica¬ 
tion  as  quickly  as  possible.  To 
this  end  we  resumed  publication 
on  August  24.  We  fully  expected 
to  suffer  operating  losses,  but 
felt  that  the  operation  of  the 
paper  was  necessary  if  the  go¬ 
ing  concern  value  of  the  Post 
was  to  be  preserved  and  the 
jobs  of  its  800  employees  were 
to  be  saved. 

“We  have  operated  the  paper 
for  more  than  five  weeks  and 
in  that  time  have  made  a  thor¬ 
ough  analysis  of  the  difficult 
problems  involved.  During  this 
period  we  have  conferred  at 
length  with  many  prospective 


Circulation  Rose 
“There  are  considerations  that 
are  not  unfavorable.  Despite 
the  fact  that  the  Post  did  not 
publish  from  Aug.  16  to  Aug. 
23,  our  daily  circulation  now  is 
255,000.  Our  Sunday  circula¬ 
tion  is  about  260,000,  an  in¬ 
crease  of  approximately  100,000 
over  what  it  was  on  Aug.  12. 
All  of  this  demonstrates  a  vital¬ 
ity  of  this  newspaper  that  is 
almost  beyond  belief.  We  can 
still  hope  that  a  purchaser  with 
real  vision  and  the  necessary 
capital  will  come  forward  and 
work  out  a  successful  plan  of 
reorganization. 

“We  thank  all  of  our  adver¬ 
tisers  who  have  helped  us  in 
our  fight  for  survival.  We  thank 
our  readers  whose  loyalty  and 
devotion  to  the  Post  is  perhaps 
without  equal  in  the  history  of 
American  journalism.  Above 
all  we  thank  the  Post  employees 
and  their  union  representatives 
who  gave  all  they  had  during 
these  davs  of  trial.” 


men  were  stranded  for  nearly 
48  hours  on  an  island  along  the 
southeast  coast  of  Louisiana  as 
Hurr\can  Flossy  fell  upon  them, 
washing  out  highways  and  tear¬ 
ing  down  communications. 

The  two,  reporter  Frank  Mc- 
Ardle  and  photographer  Pete 
Hughes,  drove  to  Grand  Isle, 
about  110  miles  south  of  New 
Orleans,  to  get  a  story  on  the 
hurricane.  They  left  early  Sun¬ 
day,  and  returned  Tuesday 
afternoon  .  .  .  via  an  amphibious 
plane. 

The  two  reached  the  island 
before  the  hurricane  struck,  and 
found  refuge  in  a  Coast  Guard 
station.  When  the  hurricane  had 
passed,  they  were  unable  to 
communicate  with  the  office, 
and  were  hemmed  in  by  fiooil 
waters  that  had  also  destroyed 
the  local  community. 

Obtaining  food  proved  to  be 
the  greatest  problem.  Mr. 
Hughes  says  he  had  two  ham 
sandwiches,  a  cup  of  coffee,  two 
glasses  of  milk,  and  shared  a 
can  of  corned  beef  during  the 


siege. 


W-H  Co.  Names  Two 

San  Francisco 


Local  Impact 
Of  Suez  Story 


West-Holliday  Co.,  Inc.,  has 
named  Robert  M.  Smith  as  man¬ 
ager  of  its  Seattle  office  and 
Stanley  White  as  Portland  man¬ 
ager.  Mr.  Smith,  formerly  na¬ 
tional  advertising  manager, 
Bremerton  (Wash.)  Sun  and 
on  the  Pasco  (Wash.)  Tri-City 
Herald  staff,  succeeded  Fred 
Siegner,  who  has  entered  the 
agency  business  in  Seattle.  Mr. 
White  formerly  was  retail  ad¬ 
vertising  manager,  Longview 
(Wash.)  Xeu's. 


By  Allen  M.  Wideiii 


Hartford,  Conn. 

Paul  Miller,  executive  vice- 
president  of  the  Gannett  News¬ 
papers,  gave  group  executives 
from  four  states  a  first-hand 
report  on  the  Suez  Canal  crisis 
at  a  banquet  here  Oct.  1. 

Mr.  Miller,  who  flew  to  the 
Suez  Canal  users  conference  in 
London,  Sept.  19,  and  went  on 
from  there  to  (Dairo,  asserted 
that  the  canal  situation  is  an 
example  of  the  futility  of  em¬ 
ploying  1850  diplomacy  in  a 
modem  world. 

The  present-day  traffic 
through  the  Canal,  he  said,  “is 
a  refutation  of  any  idea  the 
Egyptians  couldn’t  run  the 
Canal.” 

“When  you’ve  seen  the  con¬ 
voys — each  ship  a  quarter  to 
half  a  mile  apart — you  wonder 
why  the  West  ever  had  the  idea 
ships  couldn’t  be  kept  moving 
by  the  sons  of  the  Nile. 

“Calling  up  the  British  and 
French  troops  for  possible  ac¬ 
tion  in  the  Suez  was  an  example 
of  1850  diplomacy.  I  think  de¬ 
velopments  prove  we  are  nearer 
than  we  have  been  ever  before 
to  a  realization  that  peaceful 
negotiations  are  the  answer,  not 
threats  of  force.” 

Suez,  he  told  executives  of  23 
Gannett  papers,  and  four  tele¬ 
vision  and  two  radio  stations 
may  seem  far  away  to  Ameri¬ 
cans,  but  news  of  Suez  is  really 
local  news;  it  can  affect  every 
family  in  America. 


Competitor’s  Praise 


GANNETTEERS — At  maating  of  Gannett  Newspaper  Group  executives 
in  Hartford  this  weak;  Left  to  right — Board  Chairman  Frank  E.  Tripp, 
Gov.  A.  A.  RibicofF  of  Connecticut,  Executive  Vicaprasident  Paul 
Miller,  and  David  R.  Daniel,  publisher  of  the  Hartford  Times. 


David  R.  Daniel,  Hartford 
Times  publisher  and  host  to  the 
gathering,  introduced  Mr.  Miller 
and,  earlier.  Col.  John  R.  Reite- 
meyer,  president  and  publisher 
of  the  Hartford  Courant. 

Col.  Reitemeyer  paid  a  com¬ 
pliment  to  a  competitor.  He  said 
that  as  long  as  newspapers  are 
as  alert  as  the  Times,  publishers 
need  never  fear  a  loss  of  in¬ 
fluence  to  newer  means  of  com¬ 
munication. 

He  and  Mr.  Daniel  exchanged 
congratulations  on  their  “friend¬ 
ly,  intense  competition.” 

The  two-day  conference  of 
Gannett  executives  was  geared 
to  discussion  of  individual  and 
group  problems. 

Lynn  N.  Bitner,  group  general 
manager,  presided  at  the  open¬ 
ing  joint  session  Oct.  1. 
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By  Robert  B.  McIntyre 


Advertiser  •  ^Newspaper 


Trading  Stamp  Plans 
Debated  at  Hearing 


Albany,  N.  Y.  that  trading  stamps  were 
If  legislation  can  ban  trad*  “nothing  but  a  racket — a  creep¬ 
ing  stamps,  then  it  can  ban  ing  cancer  of  the  business.” 
advertising,  Frank  P.  Rossi,  William  G.  Hillenbrand,  ex¬ 
executive  vicepresident,  Sperry  ecutive  secretray.  State  Food 
and  Hutchinson  Co.,  warned  Merchants  Association,  de- 
gome  150  merchants  and  con-  scribed  stamps  as  being  “un- 
sumers  here  this  week  at  a  economically  sound.”  He  said 
“fact  finding”  meeting  called  they  “have  no  place  in  food 
at  Governor  Harriman’s  request  merchandising.”  The  spokes- 
by  Dr.  Persia  Campbell,  con-  man  for  5,400  independent  food 
sumer  counsel  to  the  Governor,  store  operators  said  participa- 
Mr.  Rossi  charged  that  op-  tion  in^  stamp  plans  only  raises 
ponents  of  trading  stamps  are  prices  charged  and  lowers 
engaged  in  a  deliberate  plan  the  merchant’s  net  profit, 
to  make  stamps  controversial.  Stomp  plans  were  accused 
“They  are  trying  to  frighten  "gong^g  the  public”  and  of 
the  merchants  from  using  them,  threatening  to  create  “a  de- 
and  they  are  trying  to  deprive  retoi  selling  by 

the  housewife  of  the  benefits  of  f:  fesoalde,  secretary 

^  . .  ,  ,  u  ■  1.  o  f  the  State  Pharmaceutical 

stamps  through  charges  which  tion 

just  won’t  hold  water,”  he  said. 

He  recalled  that  last  vear  Among  the  proponents  of 

He  recalled  that  last  year  William  H. 

merchants  or  merchant  groups  president.  Stop  and  Save 

not  using  stomps  and  particu-  Trading  Stomp  Corp.,  and 

larly  a  large  national  food  jojjn  h.  Reed,  president,  Na- 

chain,”  inspired  most  of  the  tjongi  System. 

anti-stamp  bills.  Most  enthusiastic  backer  of 

‘Ironic  Interest’  stomp  plans  at  the  hearing  was 

<•1*  uo-  William  Golub,  prosident,  Cen- 

It  has  been  of  ironic  m-  .  ,  „  ,  .  »  o  v  x  j 

.  .  .  ...  „  -  .,  tral  Markets,  Inc.,  Schenectady, 

terest  to  us  that  some  of  the  xt  v  i.  -j  x 

.  ,  .  u-  L  x;  N.  Y.,  who  said  stomps  pro- 

tpes  of  enterprise  which  a  few 

short  years  ago  fought  so  „^gg 

vigorously  to  defend  them-  Lawrence  W.  Bell,  publisher, 
selves  against  legislative  at-  Premium  Praetier  magazine, 
tacks  would  now  support  the  g^id  that  stamp  plans  are  only 
use  of  such  an  obviously  im-  controversial  among  merchants 
proper  form  of  attack,”  the  — not  among  housewives.  He 
official  of  the  nation’s  largest  called  the  stomps  “terrific  traf- 
cash-discount  trading  stomp  fic  builders”  and  said  they  will 
firm  said.  last  as  long  as  the  housewife 

Dr.  Campbell  said  she  could  is  interested, 
not  predict  whether  the  talks  »  •  • 

would  lead  to  recommendations  More  than  half  a  century  of 
for  legislation  when  the  law-  success  affirms  the  soundness  of 
makers  meet  here  in  January,  trading  stamps,  but  the  eco- 
The  Governor’s  secretory,  nomic  principles  of  successful 
Jonathan  Bingham,  said,  how-  stamp  use  by  retailers  are  just 
ever,  that  Mr.  Harriman  would  emerging,  a  marketing  profes- 
look  to  the  record  of  the  hear-  told  members  of  the  Ameri- 
ing  in  considering  new  “ad-  can  Marketing  Association  meet- 
ministrative  policy  and  legisla-  Washington,  D.C.,  last 

Speaking  at  the  local  chap- 
Friends,  Foes  Outspoken  tor’s  first  fall  meeting.  Dr,  Al- 
And  when  the  Governor  gets  Haring,  professor  of  mar- 

around  to  looking  at  the  record  University, 

hell  find  that  friends  and  foes  ^ut  have  distinrt  limitations, 
of  the  stomps  were  most  out-  Certainly,”  he  said,  “trading 
spoken.  stamps  are  no  universal  panacea 

Samuel  Rosenwasser,  chair-  for  troublesome  competitive  sit- 


LOS  ANGELES  AANR  OFFICERS— Jamas  E.  Pounds,  Molonay,  Ragan 
&  Schmitt,  Inc.,  nawly-electad  prasidant  (cantar)  is  flankad  by  his 
Vicaprasidant  H.  Jamas  Thackar  (laft)  of  Wastarn  Dailias  and 
Sacratary-Traasurar  Danial  S,  Nialsan  of  Raynolds-Fitigarald,  Inc. 


DETROIT  AANR  OFFICERS — Nawly  alactad  officars  of  tha  Datroit 
Chaptar,  AANR,  (laft  to  right)  ara;  A.  W.  Farrall,  Datroit  Naws, 
traasurar;  W.  E.  Andarman,  Jr.,  Haarst  Advartising  Sarvica,  sacond 
vicaprasidant;  Jamas  B.  Jonas,  Scripps-Howard  Nawspapars,  diractor; 
Josaph  R.  Scolaro,  Scolaro,  Maakar  &  Scott,  diractor;  John  D. 
Burka,  HAS,  diractor;  E.  S.  Stagg,  Kally-Smith  Co.,  sacratary;  Edwin 
Charnay,  Tha  Branham  Co.,  first  vicaprasidant.  Shown  saatad  (laft 
to  right)  ara:  John  H.  Bakar,  Jr.,  Chicago  Daily  Naws,  diractor  and 
outgoing  prasidant;  and  Robart  Erickson,  MR&S,  nawly  alactad  prasi¬ 
dant. 
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Masters  Uses  500,000 
Ad  Lines  on  Weekend 


One  of  the  most  intensive  re¬ 
tail  ad  programs  of  recent 
years  was  initiated  this  week 
by  Masters,  Inc.,  discount  de¬ 
partment  store  chain  (E&P, 
Sept.  15,  page  17),  when  more 
than  500,000  lines  of  newspaper 
advertising  were  run  in  metro¬ 
politan  New  York-New  Jersey 
to  introduce  two  new  stores  in 
the  chain. 

The  half-million  lines  of 
newspaper  space  appeared  over 
the  Oct.  5-7  weekend  to  kick  off 
the  opening  of  Masters-Para- 
mus  (N.  J.)  and  the  Masters 
Shopping  Center  in  Elmsford, 
N.  Y.  Sixteen  special  16-page 
sections  were  run  in  news¬ 
papers  in  Westchester  County 
and  Northern  New  Jersey.  In 
addition,  full-page  ads  and 
special  sections  appeared  in 
other  New  York  City  news¬ 
papers. 

According  to  Steve  Masters, 
president  of  the  eight-store 
rhain,  $500,000  has  been  allo¬ 
cated  to  promote  the  two  store 
openings.  Direct  mail  and  radio- 
TV  spots  rounded  out  the 
media  schedule. 

Pratt  Urges  Stares 
To  Alert  Personnel 

A  big  percentage  of  the  re¬ 
tailer  members  of  the  American 
Institute  of  Men’s  and  Boys’ 
Wear  may  be  depriving  them¬ 
selves — and  the  industry — of  an 
adequate  return  on  their  mem¬ 
bership  investment. 

This  statement  was  made  last 
week  by  Institute  President 
Francis  DeW.  Pratt  when  he 
disclosed  that  an  Institute  sur¬ 
vey  shows  store  managements 
in  many  instances  have  not 
even  apprised  their  sales  per¬ 
sonnel  of  their  membership  in 
the  Institute. 

“This  is  somewhat  akin,’’  Mr. 
Pratt  said,  “to  taking  on  a  new 
line  of  clothing  and  not  telling 
the  salesmen  about  it.  It’s  un¬ 
thinkable.” 

The  president  disclosed  that 
Institute  representatives  re¬ 
cently  completed  surveys  of  89 
men’s  and  boys’  wear  stores  in 
various  sections  of  the  country. 
All  of  these  stores  are  members 
of  the  Institute.  Yet,  in  43  cases 
salesmen  who  were  approached 
by  Institute  representatives 
stated  flatly  either  that  their 
stores  were  not  members  of  the 


Institute,  that  they  had  never 
heard  of  the  Institute,  or  that 
they  knew  about  the  Institute 
but  did  not  know  whether  their 
stores  were  members. 

Maximum  results  in  merchan- 
chandising  the  Institute  cam¬ 
paign  to  their  own  profit  can  be 
obtained  by  retailer  members 
only  to  the  extent  that  they 
first  observe  the  absolute  neces¬ 
sity  of  apprising  all  store  per¬ 
sonnel  involved  in  the  sale  of 
men’s  and  boys’  wear  with  the 
objectives  of  the  campaign  and 
the  plans  of  the  individual  re¬ 
tailer  to  tie  in  with  it,  Mr. 
Pratt  said.  He  urged  retailers 
to  cooperate  imaginatively  and 
fully  with  the  Institute  oro- 
gram  now  that  the  industry’s 
first  concerted  advertising  and 
public  relations  campaign  has 
been  launched. 

To  help  store  managements 
take  full  advantage  of  the  op¬ 
portunity  to  sell  the  customer 
on  the  Dress  Right  idea  through 
the  auspices  of  the  individual 
salesman,  the  Institute  will 
soon  supply  store  managements 
with  a  fact  sheet  on  its  cam¬ 
paign  for  distribution  to  the 
sales  organization  at  staff  meet¬ 
ings.  This  fact  sheet  will  be 
sent  in  quantity  to  each  retailer 
member  within  a  short  time, 
Mr.  Pratt  stated. 

Roanoke  Merchants 
Back  AIMBW'  Test 

Roanoke,  Va. 

A  four-month  advertising 
campaign  embracing  the  18 
Roanoke-Salem  members  of  the 
American  Institute  of  Men’s 
and  Boys’  Wear  has  been 
started  in  Roanoke  newspapers. 
Sigmund  Davidson,  clothier  and 
campaign  chairman,  said  the 
series  of  male  fashion  ads  will 
follow  the  Institute’s  theme, 
“Dress  Right — You  Can’t  Af¬ 
ford  Not  To.” 

To  herald  the  promotion, 
owners  and  sales  personnel  of 
the  18  stores  were  guests  of  the 
Roanoke  Times  and  the  Roa¬ 
noke  World-News  at  a  kickoff 
meeting  in  the  new  newspaper 
auditorium  and  heard  a  talk  by 
Carl  Bleiberg,  of  New  York, 
merchandising  and  promotion 
manager  of  the  AIMBW. 

“Roanoke  is  the  only  city 
where  the  Institute  is  running 
a  test  campaign,”  Mr.  Bleiberg 


said,  as  he  told  of  ^he  $2.2  mil¬ 
lion  national  advertising  cam¬ 
paign  of  the  AIMBW.  (E&P, 
June  2,  page  17).  The  Institute 
is  cooperating  in  the  Roanoke 
effort.  The  city  was  selected 
largely  because  its  percentage 
of  merchants  joining  the  Insti¬ 
tute  is  one  of  the  greatest  in 
the  country. 

Pledged  to  contribute  one- 
twentieth  of  1%  on  all  gross 
sales  to  the  AIMBW  are  14  of 
17  independent  men’s  apparel 
stores,  two  chains  and  two  de¬ 
partment  stores. 

Mr.  Bleiberg  challenged  the 
Roanoke  group  to  bid  for  a 
greater  share  of  the  consumer 
dollar,  saying,  “this  is  an  era 
in  which  men  drive  shiny  big 
cars  in  dirty  T-shirts.”  He  said 
the  Roanoke  group  could  write 
retail  history  by  educating  the 
male  to  become  more  fashion 
conscious.  The  newspapers  will 
publish  the  clothing  ads  on  ad¬ 
jacent  pages. 

Buffalo  Store  Uses 
Record  Housetcare  Ad 
Buffalo,  N.  Y. 

The  importance  of  newspaper 
advertising  in  merchandising 
housewares  was  recently  dem¬ 
onstrated  by  Adam,  Meldrum  & 
Ander.son  Co.  in  saturation  cov¬ 
erage  of  the  Buffalo  area 
market  during  its  annual 
Housewares  Show  of  Shows. 

The  store  used  the  Buffalo 
Courier-Express  and  Buffalo 
Evening  News  to  place  a 
record-breaking  volume  of 
housewares  newspaper  advertis¬ 
ing  for  a  single  promotion. 

The  store  launched  the  event 
in  the  Sunday  Courier-Express 
with  a  special  36-page,  full  size 
section,  using  color,  and  four 
full-page  color  roto  ads.  Two 
additional  full  pages  appeared 
in  the  Monday  Courier-Express. 

There  were  two  full  pages  of 
ads  in  the  Monday  News  and 
two  on  Tuesday.  The  News  car¬ 
ried  a  24-page  tabloid  supple¬ 
ment  on  Wednesday,  followed 
by  another  full  page. 

The  promotion  brought  im¬ 
mediate  and  heavy  response  in 
the  downtown  and  four  sub¬ 
urban  stores  of  Adam,  Meldrum 
&  Anderson,  according  to  a 
firm  spokesman. 

Some  four  months  of  plan¬ 
ning  went  into  the  promotion, 
in  which  newspaper  advertising 
was  the  primary  medium.  More 
than  100  housewares  resource.^ 
worked  closely  with  the  store  in 
helping  set  up  the  event. 

Kenneth  B.  Winfield,  house- 
wares  buyer,  and  Herman  K. 
Faupel,  store  publicity  director, 
planned  the  promotion  at  the 


store  level.  They  began  making 
contacts  with  manufacturers 
last  June. 

Mr.  Faupel  estimated  that 
approximately  $65,000  was 
spent  on  advertising  to  put  over 
the  event.  Robert  B.  Adam, 
store  president,  noted  that  the 
promotion  has  been  growing  in 
size  and  importance  each  year. 

.Minn.,  Ont.  Paper’s 
Ad  Wins  ‘Oscar’ 

The  Minnesota  and  Ontario 
Paper  Company’s  1955  annual 
report  advertisement  which  ap¬ 
peared  in  mill  area  newspapers 
in  March  of  this  year  was 
judged  as  the  best  such  adver¬ 
tisement  of  the  chemical  prod¬ 
ucts  industry. 

The  final  rating  was  made  by 
an  independent  board  of  judges 
in  the  16th  annual  survey  of 
Financial  World,  national  week¬ 
ly  magazine.  The  bronze  “Oscar 
of  Industry”  will  be  presented 
to  the  company  at  the  annual 
awards  banquet  in  the  grand 
ballroom  of  the  Hotel  Statler 
in  New  York,  Oct.  29. 

The  prize  winning  advertise¬ 
ment  appeared  in  the  mill  com¬ 
munity  newspapers  at  Interna¬ 
tional  Falls,  Minn.,  Kenora, 
Ont.,  Fort  Frances,  Ont.,  and 
in  the  newspapers  at  Port 
Arthur  and  Fort  William,  On¬ 
tario.  The  specific  advertise¬ 
ment  selected  to  receive  the 
“O.scar”  appeared  in  the  Fort 
William  and  Port  Arthur  news¬ 
papers.  The  advertisement  fea¬ 
tured  large  photographs,  short 
copy,  localized  to  interest  the 
community  in  which  it  ap¬ 
peared. 


Offers  Full  Color 

The  Battle  Creek  (Mich.) 
Enquirer  and  News  announced 
it  is  now  offering  full  color  to 
advertisers  and  published  its 
first  full-color  ad  featuring 
Duncan  Hines  cake  mixes  on 
Sept.  26.  Offered  to  advertisers 
will  be  the  cu.stomary  bracket 
of  1,000  line,  1,500  line  and 
page  size  units  in  one,  two  or 
three  colors  and  black. 


Elected  AFA  Gov. 

Frank  P.  McGowan,  execu¬ 
tive  director  of  the  Southwest 
edition.  Wall  Street  Journal  and 
immediate  past  president  of  the 
Dallas  Advertising  League  has 
been  elected  governor,  10th  Dis¬ 
trict  of  the  Advertising  Feder¬ 
ation  of  America  at  a  meeting 
of  the  10th  District  held  in 
Houston. 
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AD  AGENCIES 

FC&B  Opens 
Detroit  Office 
To  Serve  Ford 

Foote,  Cone  &  Belding  adver¬ 
tising  agency  formally  opened 
its  new  Detroit  office  last  week 
as  part  of  its  nationwide  pro¬ 
gram  of  advertising  for  the 
Special  Products  Division  of  the 
Ford  Motor  Company. 

Ford’s  Special  Products  Divi¬ 
sion  is  designing  and  engineer¬ 
ing  a  completely  new  automo¬ 
bile.  FC  &  B  was  appointed 
last  January  to  handle  national 
and  dealer  advertising. 

The  new  office  is  under  the 
direction  of  Charles  S.  Winston 
Jr.  vicepresident  of  the  agency 
and  office  manager,  and  Clyde 
Rapp,  also  a  vicepresident,  as¬ 
sociate  manager  and  account 
supervisor. 

The  Detroit  staff  will  work 
closely  with  a  Chicago  creative 
task  force  headed  by  Fairfax 
-M.  Cone,  president  of  the 
agency  and  management  rep¬ 
resentative  on  the  Ford  account, 
and  Fred  Ludekens,  associate 
creative  head  of  the  agency. 

Mr.  Cone  divested  himself  of 
administrative  duties  recently 


to  devote  the  major  portion  of 
his  time  to  creative  activity  on 
behalf  of  Ford  and  other  Foote, 
Cone  &  Belding  clients. 

In  addition.  Cone  announced 
that  a  staff  of  11  field  offices 
will  be  set  up  by  Foote,  Cone  & 
Belding  to  enable  the  agency 
to  work  closely  with  various 
dealer  groups  in  their  local  ad¬ 
vertising  programs. 

D'Arcy  to  Handle 
Monarch  Food  Account 

S.  M.  Kennedy,  president. 
Consolidated  Foods  Corp.  Chi¬ 
cago,  announced  this  week  the 
appointment  of  the  Chicago  Of¬ 
fice  of  the  D’Arcy  Advertising 
Company  to  handle  the  national 
and  regional  advertising  for  its 
Monarch  Finer  Foods  Division 
in  all  media. 

Said  Mr.  Kennedy,  “We  are 
going  to  put  strong  support  be¬ 
hind  our  Monarch  brand,  and 
plan  to  embark  upon  an  in¬ 
tensive  program  on  a  market- 
by-market  basis.  Major  media 
will  be  employed  and  localized 
promotions  will  be  augpnented 
by  national  and  regional  adver¬ 
tising.” 

Appointments  .  .  . 

*  Thomas  J.  Lipton,  Inc., 
has  appointed  Doherty,  Clif¬ 
ford,  Steers  &  Shenfield,  Inc., 
to  handle  advertising  for  a 


major  new  product  in  the 
gp-ocery  field. 

•  Pennsylvania’s  Department 
of  Commerce  has  placed  two 
accounts  totaling  $350,000  with 
Kastor,  Farrell,  Chesley  and 
Clifford,  Inc.,  New  York,  for 
tourists  and  industrial  develop¬ 
ment  advertising.  The  state 
has  $100,000  to  spend  for  tour¬ 
ist  trade  promotion  and  $200,- 
000  for  industrial  development 
between  now  and  May  31,  1957. 

•  Procter  &  Gamble  this 
week  announced  appointment  of 
Leo  Burnett  Co.  as  agency  for 
Camay  Soap,  effective  Jan.  1. 
P&G  has  also  appointed  Benton 
&  Bowles  for  a  new  product. 

•  General  Foods  Corp.  has 
appointed  Foote,  Cone  &  Beld¬ 
ing  to  work  with  the  Jello  Divi¬ 
sion  on  two  new  products. 

Charts  City  Changes 

“A  Quarter  Century  o  f 
Change  In  Cincinnati  Business 
Centers”  is  the  title  of  an  ex¬ 
tensive  report  published  this 
week  as  a  public  service  by  the 
Cincinnati  Enquirer.  The  work 
of  research  experts  William 
Applebaum  and  Bernard  L. 
Schapker,  the  report  sum¬ 
marizes  the  growth  of  new  busi¬ 
ness  centers  and  the  changes 
that  have  taken  place  in  estab¬ 
lished  areas  outside  the  down¬ 
town  sections  since  1931. 


ADA  Reports  On 
June  Dairy  Ads 

Chicago 

American  Dairy  Associa¬ 
tion  has  completed  its  annual 
spot-check  on  the  volume  of 
newspaper  advertising  lin¬ 
age  created  locally  during 
June  Dairy  Month. 

The  ADA’s  report  is  not 
necessarily  complete  as  far 
as  covering  all  newspapers 
which  promote  added  linage 
during  June  Dairy  Month 
promotions,  in  which  ADA 
provides  newspapers  with 
suggested  editorial  and  ad¬ 
vertising  materials. 

A  50-paper  check,  covering 
large  and  small  dailies, 
show  that  all  of  the  papers 
reported  healthy  linage  in¬ 
creases  in  dairy  advertising 
this  past  June  as  compared 
with  the  same  month  a  year 
ago.  In  many  cases,  the  pa¬ 
pers  not  only  doubled,  but 
tripled  their  dairy  linage 
over  June,  1955. 

“Right  across  the  board,” 
says  ADA,  “practically  with¬ 
out  exception  the  linage 
score  shows  June  1966  dairy 
advertising  linage  far  ahead 
of  last  June.” 


it’s  a  habit  with  us  breaking  (shattering) 

A  Million  lines 
of  color  a  year! 

There  was  a  time  just  a  few  years  back  when  only  two 
U.  S.  newspapers  had  broken  the  magic  Million  in  lines 
of  r-o-p  color:  One  was  The  Times-Picayune,  always 
among  America’s  first  newspapers  in  r-o-p  color  (and 

NEW  CKCLEANS  STATES 

Represented  by  JANN  &  KELLEY,  Inc. 


in  many  other  ways). 

CIRCULATION 

DAILY  . 288.312 

SUNDAY . 281,973 
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Always  among  the  leaders  in  the  field  ol 
ROP  color,  the  St.  Paul  Dispatch-Pioneer  Press 
IS  ready  to  start  adorning  its  pages  with  more 
and  more  perfectly  printed  colors! 

Keeping  right  in  stride  with  the  ever-expand¬ 
ing  use  of  color,  the  Dispatch-Pioneer  Press  has 
)ust  added  a  new  Goss  Headliner  press,  with 
a  double  half  deck,  two  single  half  decks  and 
a  color  hump,  to  its  other  two  ROP  color 
presses. 

This  brand  new  Headliner  is  ready  to  roll 
...  to  serve  you  better  .  and  it’s  just  one 
more  shining  example  of  how  the  Dispatch- 


Pioneer  Press  IS  keeping  in  step  with  the  prog¬ 
ress  of  its  thriving  home  town. 

And  here’s  something  else  worth  remember¬ 
ing.  Whether  your  advertising  message  in  the 
Dispatch-Pioneer  Press  is  adorned  with  color 
or  runs  in  black-and-white,  it  will  go  into  almost 
every  home  in  the  St.  Paul  market. 

And  living  in  those  homes  are  446,.‘MX) 
|)eople  who  s|)end  more  than  56.3  million  dollar- 
a  year! 

May  we  tell  you  the  whole  colorful  story 
of  the  big,  rich  St.  Paul  market?  Just  write 
Dept.  A. 


ST.  m  PAUL 


m  DISPATCH 

*  RIDDtK  NtWSfAPeH 

PIONEER  PRESf 
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REPRESENTATIVES 

RIDDER-JOHNS,  INC. 

NEW  YORK  -  CHICAGO  -  DETROIT 
SAN  FRANCISCO  -  LOS  ANGELES 
ST.  PAUL  -  MINNEAPOLIS 


Ready  to  roll  •  •  .  to  serve  you  better! 

THIS  TWIN'S  NEW.  IMPROVED 

IIHiB  FACILITIES! 


PU  KOL.NDUP 


Plant-City  Ads  Gain 
Acceptance  for  Labs 


Full-jiage  ads  inviting  towns¬ 
people  to  visit  the  new  labora¬ 
tories  of  Parke,  Davis  &  Co., 
Ltd.,  in  Brockville,  Ont.,  were 
run  in  the  Brockville  Recorder 
&  Times  as  part  of  an  overall 
public  relations  program  that 
caused  “one  of  the  worst  traf¬ 
fic  jams  in  Brockville  history.” 

The  firm’s  advertising  and 
public  relations  agency.  Young 
&  Rubicam,  Inc.,  helped  stage 
the  plant-city  program  by 
handling  all  advertising  and 
press  relations.  A  press  kit  con¬ 
taining  pictures  of  the  new 
labs,  background  on  the  firm, 
and  news  releases  covering  the 
dedication  ceremonies  was  sent 
to  Canadian  newspapers  and 
professional  magazines. 

Full-page  ads  ran  in  the  Re¬ 
corder  &  Times  on  the  day  pre¬ 
ceding  and  the  day  of  the  open 
house.  Brockville’s  radio  sta¬ 
tion  (CFJR)  aired  spot  com¬ 
mercials  seven  times  daily  on 


the  same  days  that  the  news¬ 
paper  ads  ran. 

The  ads  and  radio  spots,  plus 
newspaper  and  TV  coverage, 
resulted  in  attracting  some 
."),00()  of  the  community’s  15,000 
persons  to  the  new  $2,000,000 
Parke,  Davis  facilities. 

Response  to  the  invitations 
was  so  great  that  “one  of  the 
worst  tiaffic  jams  in  Brock¬ 
ville’s  history  had  been  created.” 

“They  certainly  accepted  us 
as  a  new  industry,”  George  C. 
Shannon,  head  of  the  new  labs, 
said. 


Mirrufiliii  Copy 

Alliance,  Ohio 
Microfilm  copies  of  the  Alli¬ 
ance  Review  from  1872  to  1954 
have  been  presented  to  the 
library  of  Mount  Union  College 
in  Alliance  by  Mrs.  Alice 
Hoiles,  president  of  the  news¬ 
paper. 


Ad  Galley 

Extiaordinary  exploitation  is 
being  given  to  Walter  Win- 
chell’s  radio  and  TV  activities 
this  Fall.  Before  the  year  ends 
at  least  $1,000,000,  mostly  in 
newspaper  space,  should  be  in¬ 
vested  by  the  sponsors  and  sta¬ 
tions  involved.  During  the  first 
four  weeks  of  his  news  broad¬ 
casts  over  550  stations  of  the 
Mutual  Broadcasting  Systems, 
the  Seaboard  Drug  Company, 
through  Grant  .Advertising 
Agency,  has  spent  $200,000  in 
tune-in  copy.  Cooperative  ad¬ 
vertising  with  drug  stores  and 
drug  chains  promoting  both 
Winchell  and  Mericin,  an  arth¬ 
ritic  medicine,  is  adding  to  this 
total,  according  to  Harry  Tren- 
ner.  Mutual’s  vicepresident  in 
charge  of  sales. 

On  Friday,  Oct.  5,  the  Win¬ 
chell  Variety  Show  was 
launched  over  the  NBC-TV  net¬ 
work. 

A  spokesman  said  the  NBC 
tune-in  coverage  would  be 
“thorough.”  The  premiere  was 
promoted  with  600-line  copy  in 
20  cities.  Also  on  the  schedule 
is  cooperative  newspaper  adver¬ 
tising  space  with  130  stations 
sharing  the  cost.  A1  Rylander  is 
head  of  NBC-TV  exploitation. 

What  is  wanted  is  a  high 
rating  for  the  show.  Newspaper 
advertising,  in  consequence,  will 
be  particularly  heavy  in  the  14 
cities  coveied  by  Trendex.  NBC 
is  gunning  for  CBS’s  Ed  Sulli¬ 
van. 

The  TV-Variety  Show  is 
sponsored  jointly  by  P.  Loril- 
lard  Company  for  Old  Gold, 
handled  by  Lennen  &  Newell, 
Inc.,  and  Toni,  North  Adver¬ 
tising  Agency,  Chicago.  Talent 
budget  for  the  program,  includ¬ 
ing  WW’s  share,  is  $52,000  a 
week.  Air  time  is  $60,000 
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weekly.  Both  Toni  and  Old  Gold 
are  doing  additional  special  ad¬ 
vertising  on  the  program. 

Publicity  effort  on  the  TV 
show  has  and  will  continue  to 
be  tremendous.  Winchell  plug.-; 
his  radio  and  TV  shows  alter¬ 
nately  with  an  italic  line  at  the 
bottom  of  his  column  in  the 
New  York  Mirror. 

A1  Busse,  in  charge  of  NBC 
publicity,  has  already  been  with  [ 
Mr.  Winchell  to  some  of  the 
Trendex  Cities.  Others  to  be 
visited  before  the  year  ends 
include  Buffalo,  Cincinnati, 
Louisville,  Miami,  and  Cleve¬ 
land.  In  these  cities  every  pos¬ 
sible  angle  is  followed  to  get 
personal  publicity  for  Mr.  Win¬ 
chell  and  the  show.  The  NBC 
station  runs  him  through  every 
possible  program  as  guest.  A 
press  conference  is  held.  Where 
possible,  Mr.  Winchell  bring,« 
in  the  Damon  Runyon  Fund, 
presenting  checks  for  research 
fellowships. 

• 

Safely  Coiinoil  Thanks 
Three  Wire  Services 

Chicago 

The  National  Safety  Council 
has  commended  the  three  major 
wire  services — Associated  Press, 
International  News  Service  and 
United  Press — for  their  impor¬ 
tant  contributions  to  highway- 
safety  through  the  compilation 
of  traffic  deaths  over  the  holi¬ 
day  periods. 

G,  C.  Stewart,  executive  vice- 
president  of  the  Safety  Council, 
has  written  to  the  managers  of 
the  three  wire  .services,  stating 
in  part: 

“We  feel  the  increasing  em¬ 
phasis  your  service  is  placing 
on  the  roundup  story,  and  the 
diligence  and  accuracy  with 
which  your  correspondents 
around  the  country  carry  out 
the  assignment,  constitute  a 
much  more  than  routine  news 
coverage  and  make  the  story  a 
real  public  service.” 

Breakfast  Briefs 

We  are  leally  depressed  to 
learn  that  a  shortage  of  nets 
has  impeded  the  hunting  of  • 
butterflies  down  in  Westchester 
County,  New  York.  The  unem¬ 
ployed  lepidopterists  might 
profitably  spend  their  time 
chasing  bats  in  the  belfries 
until  the  situation  is  remedied. 

«  *  « 

lAist  week’s  election  results 
in  Maine  continue  to  rock  polit¬ 
ical  circles.  Republicans  espe¬ 
cially  are  shocked  by  that 
state’s  experiment  with  a  new¬ 
fangled  two-party  system. 

From  the  Cleveland  Plain  Deicer 
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Vitally  Essential  in  Today’s 
Tightening  Competition” 


.  .  .  nays  J.  J.  HARTIGAN 
Senior  Vice  President, 
Cn  hi pbell-Kwald  Com im  iiy 
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“In  my  30-plus  years  of  media  work,”  says 
Mr.  Hartigan,  “I  have  found  that  the  alert 
newspaper  representative  is  very  useful,  in¬ 
formative  and  helpful  in  selecting  and  serv¬ 
icing  newspaper  schedules. 

“For  an  advertising  agency  the  size  of 
ours  which  will  use  annually  more  than  6,000 
daily  and  weekly  newspapers,  it  is  necessary 
to  keep  abreast  of  changing  situations  both 
with  respect  to  the  newspapers  themselves 
and  to  the  marketing  conditions  in  the 


trading  areas  they  serve.  The  quick  seiwice 
newspaper  representatives  render  is  essen¬ 
tial  in  today’s  tightening  competition. 

“In  our  scheme  of  things,  newspaper  rep¬ 
resentatives  are  filling  a  very  important  role. 
We  find  it  of  big  advantage  to  use  them  at 
every  opportunity  whether  it  be  for  market 
research  and  analysis,  newspaper  analysis, 
or  any  other  pertinent  information  to  make 
advertising  campaigns  successful  for  our 
clients.” 


Every  day,  a  selling  force  of  more  than  900 
newspaper  representatives,  covering  the  U.  S, 
and  Canada  from  38  key  cities,  is  building 
advertising  linage  for  newspapers. 
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— AMERICAN  ASSOCIATION  OF  NEWSPAPER  REPRESENTATIVES- 

Representing  the  Newspapers  of  the  United  States  and  Canada 

The  Allen-Klapp  Co.  •  Bogner  &  Martin  •  Booth  Newspapers  •  Bottinelli-Kimhall,  Inc.  •  The  Branham 
Co.  •  The  John  Budd  Co.  •  Burke,  Kuipers  &  Mahoney,  Inc.  •  Chicago  Tribune  •  Cresmer  &  Woodward, 
Inc.  •  John  W.  Cullen  Co.  •  Detroit  News  •  Felker-Mahony,  Inc.  •  Fitzpatrick  Associates  •  Gallagher- 
DeLisser,  Inc.  •  Gilman,  Nicoll  &  Ruthman  •  Hearst  Advertising  Service  •  John  F.  Herrick  •  Robert 
Hitchings  &  Co.  •  Jann  &  Kelley,  Inc.  •  Johnson,  Kent,  Gavin  &  Binding,  Inc.  •  The  Katz  Agency,  Inc.  • 
Kelly-Smith  Co.  •  George  A.  McDevitt  Co.,  Inc.  •  J.  P.  McKinney  &  Son  •  Moloney,  Regan  &  Schmitt, 
Inc.  •  Ralph  R.  Mulligan  •  O’Mara  &  Ormsbee,  Inc.  •  Reynolds-Fitzgerald,  Inc.  •  Ridder-Johns,  Inc.  • 
St.  Louis  Post-Dispatch  •  Sawyer- Ferguson- Walker  Co.  •  Scheerer  &  Co.  •  Scolaro,  Meeker  &  Scott  •  Scripps- 
Howard  Newspapers  •  Story,  Brooks  &  Finley,  Inc.  •  Texas  Daily  Press  League,  Inc.  •  Texas  Harte- 
Hanks  Newspapers  •  Ward-Griffith  Co.,  Inc.  •  West-Holliday  Co.,  Inc. 
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Cotton  Industry  Hit 
For  Low  Ad  Budget 

Richmond,  Va. 

The  cotton  industry  is  not 
keeping  up  with  its  competition 
in  advertising,  according  to  a 
member  of  the  National  Cotton 
Council. 

Ed  Lipscomb  of  Memphis, 
Tenn.,  spoke  at  the  31st  annual 
meeting  of  the  National  Combed 
Yam  Spinners  Association,  held 
last  week  at  Virginia  Beach, 
and  said  the  c»tton  industry’s 
budget  for  sales  promotion  has 
not  only  failed  to  grow  in  the 
last  six  years  but  actually  has 
declined  by  30%. 

“This  has  come  at  a  time 
when  the  total  of  all  U.S.  ad¬ 
vertising  and  promotion  is  mov¬ 
ing  to  heights  well  above  any¬ 
thing  in  previous  history.” 


He  said  if  just  63/100  of  1% 
of  the  value  of  raw  cotton  alone 
was  spent  on  advertising,  the 
expenditure  would  amount  to 
about  $19,000,000  a  year. 

After  outlining  the  advertis¬ 
ing  expenditures  of  the  nation’s 
top  eight  advertisers,  Mr.  Lips¬ 
comb  said  the  cotton  industry 
could  do  very  well  at  less  cost 
because : 

1)  No  product  or  commodity 
has  greater  editorial  or  pub¬ 
licity  acceptance;  2)  It  can 
multiply  its  funds  by  generating 
direct  promotion  of  cotton 
products  by  allied  firms  and 
groups  to  an  extent  which 
would  be  impossible  for  any 
brand  in  most  industries;  and 
3)  It  can  attract  funds  directly 
from  groups  for  cooperative 
campaigns  promoting  various 
cotton  products. 


'■‘■Opportunity,  UnLtd.” 
Launched  by  Admen 

Los  Angeles 

“Opportunity  Unlimited,”  a 
program  for  advertising  leader¬ 
ship  in  a  move  to  carry  the 
message  of  America’s  freedom 
to  other  nations,  has  been 
launched  by  the  Advertising 
Association  of  the  West. 

The  plan  calls  for  the  use 
of  advertising  talents  in  getting 
this  nation’s  message  overseas 
by  using  the  same  talents  and 
energies  that  have  worked  at 
home.  Congressman  E.  M.  Hie- 
stand  explained  at  a  kickoff 
luncheon  here.  Robert  M.  Sam¬ 
ple  has  been  named  AAW  chair¬ 
man  of  the  movement. 


^Dead  liest  PitfaW 
Of  PR  Man  Told 

The  “deadliest  pitfall”  for 
the  aspiring  public  relations 
man  is  a  failure  to  study  and 
comprehend  the  environment 
of  the  business  world. 

This  theory  is  expressed 
by  Robert  E.  Curtin  Jr.  in 
the  September  issue  of  the 
Public  Relations  Journal. 

A  “sure  method  of  fail¬ 
ure,”  writes  Mr.  Curtin,  an 
executive  assistant  in  the 
public  relations  department, 

E.  I.  duPont  de  Nemours  & 
Company,  is  “failure  to  .  .  . 
understand  in  a  mature  and 
sophisticated  way  the  busi¬ 
ness  of  the  client  or  the  em¬ 
ployer.” 

Many  industrial  PR  tyros 
“talk  earnestly  about  the 
need  for  functioning  at  the 
policy-making  level  .  .  .  but 
seem  unwilling  to  learn  how 
to  think  the  thoughts  and 
talk  the  language  of  man¬ 
agement,”  the  author  con¬ 
tends. 

Mr.  Curtin  suggests  a 
“knowledgeability  test”  for 
these  practitioners. 

Cooper’s  ‘Jockey’ 

Dealer  Linage  Leads 
A  periodic  report  on  retail 
dealer  advertising  in  newspa¬ 
pers  has  indicated  that  dealer 
ads  for  Cooper’s  “Jockey”  brand 
underwear  led  those  of  five 
other  underwear  brands,  an¬ 
nounced  W.  R.  Vos,  advertising 
manager  of  Cooper’s  Inc.,  Ken¬ 
osha,  Wis. 

The  summary  analysis  was 
reported  by  the  Advertising 
Checking  Bureau,  Inc.,  which 
read  every  daily  and  Sunday 
newspaper  published  in  the  U.S. 
during  June,  1956.  The  Bu¬ 
reau  tabulated  dealer  ads  of 
28  lines  and  over  for  the  pur¬ 
pose  of  comparing  the  six 
brands  and  found  that  Cooper’s 
held  the  lead  for  the  third  suc¬ 
cessive  year. 

The  results:  Cooper’s  —  506 
dealer  ads;  the  other  com¬ 
panies’  ads  totaled  380,  239, 
99,  67  and  four  lines  for  the 
month  of  June.  Thus,  Cooper’s 
I  dealer  linage  amounted  to 
31.4%,  or  almost  one-third  of 
the  total  ad  linage  for  all  six 
brands. 

Mr.  Vos  noted  that  this  rep¬ 
resents  only  money  spent  by 
■AST  RUTHBRsoito.  N.  j.  jACKsoNviuus,  «.A  merchandlsers  to  increase  their 

own  sales  of  “Jockey”  brand 
underwear,  since  Cooper’s  does 
not  maintain  a  cooperative  ad 
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Four  -  compartment 
for  color  flexibility 
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©NE/:^  Service 


Now  you  can  print  in  color,  full  black  or  com¬ 
binations  of  black  and  color  without  depending 
on  out-moded  newspaper  ink  fountains,  ductor 
rollers,  fountain  rollers  and  other  correspond¬ 
ing  mechanisms.  The  Hoe  four-compartment 
ink  pump  —  an  integral  element  of  Hoe’s  exclu¬ 
sive  inking  system  for  color  printing,  makes  this 
|x)ssible.  The  Hoe  inking  system  consists  of  an 
ink  pump  supplying  ink  in  accurately  controlla¬ 
ble  quantities  to  an  ink  rail  which  places  the  ink 
on  the  ink  drum. 

All  ink  system  controls  and  color  pump  Tdling 
|x>ints  are  at  convenient  working  heights  at 
press  r(K)m  level.  Adjustments  are  simple  and 


910  Cast  138th  Straat,  Naw  Yerfc  54.  N.  Y. 

BtANCHESi  BOSTON  •  CHICAGO  •  SAN  fSANOSCO 


easily  made  by  hand.  Operation  is  simple,  too. 
Hoe’s  exclusive  pump  system  is  cleaner  and 
more  accurate. 

The  great  working  flexibility  of  this  pump 
system  —  its  efficient  operation  —  is  typical  of 
the  advanced  engineering  Hoe  places  at  your 
disposal.  It  will  pay  you  toget  in  touch  with  Hoe. 


\i>  CAMPAIGNS 


Coopery’s  Schedules 
Valentine  Sections 


Six  newspaper  roto  sections 
have  been  selected  by  Cooper’s, 
Inc.,  for  dealer  listing  ads  in 
connection  with  the  company’s 
Valentine’s  Day  promotion  next 
year. 

This  marks  the  first  time 
that  the  men’s  underwear  manu¬ 
facturer  has  scheduled  ads  of 
this  type,  according  to  W.  R. 
Vos,  advertising  manager. 

The  ads  (via  Henri,  Hurst  & 
McDonald,  Inc.)  for  Cooper’s 
line  of  “Jockey”  brand  under¬ 
wear,  will  be  one-half  page,  two- 
color.  They  are  scheduled  to  ap¬ 
pear  in  Sunday  roto  sections 
of:  the  Pittsburgh  (Pa.)  Press, 
St.  Louis  (Mo.)  Globe;  Seattle 
(Wash.)  Times;  Minneapolis 
(Minn.)  Tribune;  Buffalo 
(N.Y.)  Courier-Express,  and 
the  Cincinnati  (Ohio)  Enquirer. 

According  to  Mr.  Vos,  the 
move  is  in  line  with  Cooper’s 
policy  of  increasing  promo¬ 
tional  expenditures  for  Jockey. 
He  noted  that  the  fall,  19.')r) 
campaign  is  the  largest  in  com¬ 


pany  history.  It  includes  full- 
page,  black  and  white  ads  in 
five  national  magazines. 

Seagram  Plans  Special 
Two-Color  Ad  Oct.  17 

A  two-color  newspaper  ad¬ 
vertisement  (via  Warwick  & 
Legler,  Inc.)  calling  attention 
to  the  popularity  that  Sea¬ 
gram’s  7  Crown  Whiskey  en¬ 
joys  throughout  America  will 
be  published  on  Oct.  17  by  Sea- 
gram-Distillers  Company. 

The  red  and  black  large-space 
advertisement,  which  will  ap¬ 
pear  in  124  newspapers  from 
coast  to  coa.st,  will  also  be  pub¬ 
lished  in  standard  black  and 
white  in  an  additional  48  news¬ 
papers,  not  accepting  color, 
reaching  a  combined  total  of 
129  markets. 

Commenting  on  the  ad, 
George  E.  Mosley,  Seagram’s 
vicepresiilent  in  charge  of  ad¬ 
vertising  and  sales  promotion, 
said:  “The  dramatic  use  of  the 
dateline  in  this  single  ad  pro- 


ROSCOE  DRUMMOND 


A  veteran  editor  recently  wrote  to 
Drummond;  "I  think  your  column  of 
yesterday  was  the  finest  that  has 
come  out  of  Washington  in  my 
30  years  of  reoding  them." 

How  does  Drummond  rate  at  your  paper? 
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TOP  FEATURES  MAKE  TOP  NEWSPAPERS 


vides  an  exciting  change  of  pace 
to  heighten  the  impact  of  the 
comprehensive  fall  newspaper 
campaign  for  Seagrram’s  7 
Crown.  The  vivid  color  and  un¬ 
usual  illustration  make  this  ad¬ 
vertisement  particularly  effec¬ 
tive  in  attracting  consumer  at¬ 
tention.” 

Maine  Clam  Line 
Jumps  to  Oregon 

Portland,  Ore. 

Snow’s  Minced  Clams,  Clam 
Chowder,  Clam  Juice,  Clam 
Cakes  and  Com  Chowder,  pack¬ 
aged  by  the  F.  H.  Snow  Co., 
Pine  Point,  Me.,  is  a  new  line 
introduced  in  Oregon  and  south¬ 
ern  Washington  through  Sealy 
Brokerage  Co. 

Snow’s  advertising  agency, 
Daniel  F.  Sullivan,  Boston, 
Ma.ss.  has  scheduled  a  series  of 
1000-line  color  ads  to  start  in 
October  in  metropolitan  news¬ 
papers  and  slightly  smaller 
black  and  white  ads  for  more 
than  12  intermediate  size  dailies 
in  the  area.  The  campaign  is 
to  run  for  several  months. 

Sealy  Brokerage  is  providing 
merchandise  prizes  for  recipe 
contests  which  newspaper  food 
editors  are  invited  to  carry  and 
representatives  of  the  broker¬ 
age  hou.se  are  calling  on  food 
editors  throughout  the  area  to 
gain  editorial  backing. 

Forrf,  Chewy  Plan 
Record  *57  Budgets 

F^ord  and  Chevrolet,  which 
have  already  been  running 
teaser  ads  on  their  respective 
’57  models,  will  back  their  full- 
scale  advertising  attacks  with 
record  ad  budgets. 

Ford  (via  J.  Walter  Thomp¬ 
son  Co.)  said  that  in  just  the 
first  three  months  it  will  put 
$18,000,000  (86%  more  than  last 
year)  into  6,000  newspapers, 
six  magazines,  600  radio  sta¬ 
tions  and  on  all  available  TV 
stiitions. 


BEFORE 
you  are  accused  of 

LIBEL 


by  comment,  picture,  mis¬ 
take  in  fact  or  in  identity; 
violation  of  privacy  or  copy¬ 
right;  piracy  of  material  or 
format  — 

Fortify  against  embarassing  joss  by 
having  our  unique  and  effective 
INSURANCE 
The  cost  is  amazingly  low  and  the 
service  will  please  you. _ 


WRIT!  FOR  DETAIIJ  and  RATIS 

EMPLOYERS  REINSURANCE 
CORPORATION 

INSURANCE  exchange 
KANSAS  CITY.  MISSOURI, 
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Chevrolet  declined  to  pin-  V 
point  its  budget  other  than  to  4 
say  it  will  be  “more”  than  in  "* 
1955-56  and  that  it  will  em- 
brace  7,000  newspapers  (via  I 
Campbell-Ewald)  starting  Oct.  || 
19,  network  radio-TV,  maga-  | 
zines,  direct  mail  and  outdoor.  | 

Kodak  1.,000-Liners  I 

To  Back  All  Dealers  I 
A  1,000-line  Christmas  ad  1 
that  will  run  twice  in  160  j 
leading  dailies  from  coast-to-  I 
coast  will  be  used  by  East¬ 
man  Kodak  Company  to  back 
its  dealers  in  their  Christmas 
selling  campaigns  this  year. 

Featured  in  the  ad  will  be 
the  appeal  of  Kodak  camera 
outfits  as  holiday  gifts.  Pub¬ 
lication  dates  for  the  Christmas 
ads  are  December  4  and  11 
for  evening  papers,  and  Decem¬ 
ber  5  and  12  for  A.M.’s. 

To  co-ordinate  with  the  na¬ 
tional  campaign,  Kodak  dealers 
have  been  urged  to  order  new 
tie-in  newspaper  ads  prepared 
especially  for  this  holiday  sea¬ 
son.  These  one,  and  two-column 
ads  are  available  at  newspaper 
offices. 

Popular,  moderately  -  priced 
flash,  miniature,  and  movie  gift 
outfits  are  featured  in  the  news¬ 
paper  ads. 

• 

Potato  Chips  Getting 
Wash.,  Ore.  Promotion 

Seattle,  Wash. 
The  first  October  Potato 
Chip  Month,  patterned  after 
June  Dairy  Month,  :8  being  pro¬ 
moted  by  manufacturers  of  po¬ 
tato  chips  in  Washington  and 
Oregon  who  have  organized 
under  the  name  Pacific  North¬ 
west  Potato  Chip  Industry. 

The  Seattle  office  of  Ruth- 
rauf  &  Ryan,  has  been  named 
to  produce  an  advertising 
schedule  of  newspapers  and 
radio-'TV. 

In  addition  to  advei-tising, 
the  manufacturers  are  provid¬ 
ing  newspaper  food  editors  in 
the  area  with  publicity,  pictures 
and  recipes. 

• 

Fashion  Show 

St.  Louis,  Mo. 
The  Globe- Democrat’s  Fall 
Fashion  Show  drew  20,500  to 
the  Convention  Hall  of  Kiel 
Auditorium  Sept.  18 — 9,500  at¬ 
tended  the  matinee  and  ll,00ii 
viewed  the  evening  perform¬ 
ance.  Seven  of  St.  Louis’  lead¬ 
ing  stores  participated  in  the 
event.  The  show  was  designed 
and  managed  by  Frances  Smi¬ 
ley,  Globe-Democrat  women’s 
page  editor. 
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Totd  SpokoM  Marktt 

Effective  Income:  51300.456,000 

Retail  Sales:  51313,678.000 

Families:  336,300  (Population:  1,064,600) 

Tb«  Spokesman-Review  amJSpohaH*  Daily 
Chronicle  roach  S  out  of  10  families. 


Retail  TrMRaf  Zom* 

Effeaive  Income:  51.108,219.000 

Retail  Sales;  5  773391.000 

Families:  193,600  (Population:  628,100) 

The  Spehttmam-Review  and  Spokane  Dotty 
Chronide  reach  8  out  of  10  families. 


MatrepolitM  SpokoM 

Effective  Income:  5484,789,000 

Retail  Sales:  5336.760.000 

Families;  85,000  (Population;  261,000) 

The  Spokesman-Review  astd Spokane  Daily 
Chronicle  reach  10  out  of  10  families. 


lololt  or«  cmwMiqtivo 

howM^oMs.  mcomo.  mIm.  Soiot  Mor>o9«m«nt,  1956 
Ciroilotion:  AtC  Audit  Ruport.  Morch  3I«  1956 
*24  compItH  counlit*  iKown.  lolMt  doto.  with  paetpiton  of 
ctfcvloti^,  uoovoiloblo  for  ports  of  countipt  dpfmpd  bp  AtC 


If  you’re  measuring  markets 
by  metropolitan  areas, 
better  go  cautiously  CXJj 
when  you  come  to  Spokane. 

Measuring  this  big  market 
in  terms  of  metropolitan  data 
is  like  fitting  diapers 
on  the  Aga  Khan.  It 
just  can’t  be  done. 

Why?  Because 
the  isolated  Spokane  region 
is  one  of  the  West’s  largest 
natural  marketing  areas 
--an  integrated 
trade  entity 

the  size  of  New  England 
.  .  .  but  in  the  very  heart  of  the 
Pacific  Northwest 

Walled  in  on  all  sides 
by  giant  mountain  ranges... 
and  separated  from  surrounding 
markets  by  great 
distances  ...  it  conforms 
ideally  to  the  logic 
of  geography  and 

distribution  patterns. 

More  than  a  metropolitan  area, 
this  vast  market  is  composed  of 
hundreds  of  prosperous 
cities  and  towns  and 
rich  farm  communities. 
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Population  is  over  a  million  .  .  .  income 
is  close  to  two  billion  (4%  above  the 

U.  S.  per  capita  average)  . . .  and  sales 

are  well  over  a  billion  (8%  above  the  U.  S. 
per  capita  average!) 

Measured  by  any  market  index  you  choose, 

it’s  four  times  as  big  as  it’s  metropolitan 
area.  And  you  sell  it  all,  when 
you  sell  Spokane! 


For  not  only  do  Spokane’s  two  big  daily  newspapers 
—  The  Spokesman-Review  and  Spokane  Daily  Chronicle - 
furnish  complete  coverage  of  metropolitan 
Spokane,  they  blanket  the  entire  Spokane 
Market,  too. 


Throughout  one  of  the  largest  areas  served  by 
any  daily  newspaper  in  the  country,  these  two 
big  newspapers  enter  one  out  of 
every  two  households! 


The  Spokesman-Review 
Spokane  Daily  Chronicle 


th*  lnlamJ  Em^re 
lik* 

tht  SMHthiMt 


To  cover  the  vast  Spokane  Market, 
delivery  trucks  of  The  Spokesman- 
Review  and  Spokane  Daily  Chronicle 
travel  a  distance  equal  to  three  times 
around  the  world  every  week. 


More  than  2-tOO  carrier-salesmen  in 
hundreds  of  cities  and  towns  through¬ 
out  the  Spokane  Market  prosride  9  out 
of  10  subscribers  with  home  delivery 
service. 
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Sunday  Spotrman-Rniru  (arriei  Metro  Sunday  Conua  and  Thu  Iffaf  magazine. 
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Trading  Stamps 

(Continued  from  page  17) 


ing  stamps  has  been  conducted 
at  Indiana  University  under  Dr. 
Haring’s  supervision.  Further 
study  is  being  given  now  to 
what  effect,  if  any,  trading 
stamps  may  have  on  prices. 

Studies  to  date  indicate,  ac¬ 
cording  to  Dr.  Haring,  that  “dis¬ 
regarding  the  value  of  pre¬ 
miums  secured  through  redemp¬ 
tions,  increased  sales  volume 
may  permit  absorption  of  stamp 
cost  without  affecting  consumer 
prices.  Numerous  situations  of 
this  sort  have  been  found.  In 
othei'  cases,  stamps  appear  to 
have  increased  costs  as  a  per¬ 
centage  of  sales,  even  up  to 
the  total  cost  of  stamps.  Where 
properly  used,”  he  said,  within 


limitations  which  he  suggested, 
“little  change  in  consumer 
prices  has  been  apparent.” 

Dr.  Haring  said  that  recent 
investigation  by  his  University 
was  beginning  to  point  out  cer¬ 
tain  conditions  conducive  to  the 
successful  use  of  trading 
stamps.  “A  good  stamp  program 
may  be  helpful,”  he  said,  “when 
the  store  situation  is  such  that: 
(1)  the  store  is  capable  of  han¬ 
dling  extra  volume  with  little 
or  no  additional  expense,  (2) 
merchandise  is  mostly  small 
unit  items  which  are  frequently 
purchased,  (3)  store  prices, 
brands  services  and  facilities  are 
similar  to  those  of  competitors, 

(4)  the  volume  of  business  per¬ 
centage  of  market  potential  is 
not  too  great,  thus  permitting 
relatively  easy  expansion,  and 

(5)  margins  are  such  that  the 
increase  in  volume  needed  to 
break  even  and/or  increase  pro¬ 


fits  is  reasonable.  A  store  situ¬ 
ation  with  all  of  these  condi¬ 
tions  present  would  be  ideal  for 
stamps,  but  many  retailers  have 
been  able  to  profit  from  stamps 
when  only  a  few  of  these  con¬ 
ditions  exist.” 

“As  long  as  consumers  want 
and  like  stamps,”  Dr.  Haring 
concluded,  “the  use  of  stamps 
will  be  an  important  patronage 
motive,  a  significant  factor  in 
selecting  a  specific  store  and 
remaining  a  customer  of  that 
store.” 

80%  of  Housewives 
Save  Trading  Stamps 
In  a  recent  survey  on  trading 
stamps  and  premium  credit 
plans,  80%  of  the  housewives 
interviewed  said  they  saved 
either  stamps  or  credits,  Gra- 
hame  Enthoven  this  week  told 
the  55th  Annual  Convention  of 


the  New  York  State  Food  Mer¬ 
chants  Association  at  Kiamesha 
Lake,  N.  Y.  Mr.  Enthoven  is 
supervisor  of  marketing  staff 
presentations  at  Batten,  Barton, 
Durstine  &  Osborn,  Inc.,  the 
advertising  agency  that  con¬ 
ducted  the  survey. 

He  pointed  out  that  75%  of 
the  housewives  obtained  pre¬ 
mium  credits  at  food  stores; 
75%  received  them  at  service 
stations;  25%  got  credits  from 
variety  stores  or  five  and  dime 
stores;  17%  from  hardware 
stores;  13%  from  dry  cleaners 
or  laundries;  9%  from  drug 
stores;  and  2%  from  car 
dealers. 

The  survey  reveals  that 
among  the  housewives  who  save 
premium  credits  over  half  save 
more  than  one  type.  “But  the 
trading  stamp  is  the  most  popu¬ 
lar  accounting  for  75%  of  the 
total  plans  mentioned  with  cou¬ 
pons  or  premium  certificates  ac¬ 
counting  for  21%  and  cash 
register  tapes  and  sales  slips 
for  3%,”  Mr.  Enthoven  said. 

“Fewer  than  3  out  of  10 
housewives  shop  at  a  store  onln 
if  the  store  has  a  premium 
saving  plan,”  Mr.  Enthoven  re¬ 
ported.  He  said  the  highest  per¬ 
centage  was  in  dry  cleaning 
and  laundry  establishments  with 
38%  shopping  there  only  if  a 
plan  were  offered. 

In  an  effort  to  find  out  if 
trading  stamps  could  switch  pa¬ 
tronage,  the  survey  asked 
housewives:  “Have  you  ever 
stopped  trading  at  one  type  of 
store  or  merchant  to  take  ad¬ 
vantage  of  a  premium  or  credit 
plan  at  another  store  or  mer¬ 
chant  of  the  same  type?”  Mr. 
Enthoven  said  that  24%  of 
those  who  save  stamps  said 
they  have  switched  patronage 
while  76%  said  they  have  not 
switched. 

*  *  « 

Trading  stamps  brighten  the 
lives  of  shoppers  and  increase 
sales  for  merchants  but  some¬ 
body  must  pay  for  the  expense 
reports  Albert  Q.  Maisel  in  the 
October  Reader’s  Digest  in  an 
article  titled  “Trading  Stamps 
— Bonus  or  Bunkum?” 

“The  overwhelming  weight  of 
the  evidence,”  writes  Maisel, 
“seems  to  indicate  that  stamp 
savers  usually  pay  for  their 
premiums  —  and  then  some  — 
through  higher  retail  prices.” 

“To  compensate  for  the  extra 
cost  of  the  stamps  the  average 
supermarket  must  increase  its 
sales  volume  about  15%  to 
20% ,”  says  the  article.  “An  in¬ 
dividual  store  may  get  such  an 
increase  until  its  competitors 
fight  back  with  stamp  deals  of 
their  own.” 


Kill  "Backfile  Giants” 
with  this  Mighty  Mite 


Cut  space  requirements  94% 
Preserve  old  copies-permanently 


University  Microfilms  high  quality  backfile  service  is 
competitively  priced  and  proven  in  use  by  many  leading 
newspapers.  You  may  choose  either  one  or  two  page-per- 
frame  formats  to  suit  your  particular  backfile  needs. 

Write  for  detailed  booklet,  "Preserving  Your  Newspa¬ 
per  for  Posterity.” 


UNIVERSITY  MICROFILMS 

ANN  ARBOR,  MICHIGAN 
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years  The  Dick... 


In  an  era  when  illicit  stills 
cooked  alky,  beer  trucks  rumbled, 
hoods’  machine  guns  spat  lead, 
and  gangsters  were  buried  with 
carloads  of  flowers... crime  was 
a  national  headache  and  disgrace. 
But  the  nemesis  of  crime  was 
right  around  the  corner  — Dick 
Tracy  was  born  Oct.  12,  1931! 

From  the  start,  Dick  Tracy  was 
a  one-man  gang  against  crime... 
by  his  actions  did  much  to  arouse 
public  opinion  and  strengthen 
the  forces  of  law  and  order. 

Tracy  in  a  quarter  century  has 
slugged  it  out  with  hoodlums, 
shot  fast  and  often.. .wrote  finis  to 
Flattop,  Pruneface,  Itchy,  Stooge 
Viller,  Mumbles... demonstrated 
time  and  again  that  there's 
nothing  as  dumb  as  a  smart  crook. 
And  his  skillful  and  scientific 
crime  detections... his  wristwatch 
radio,  laboratory  analyses, 
advanced  techniques,  won  his 
creator  honorary  memberships 


and  accolades  of  a  flock  of  police 
departments  across  the  land. 

Today  Dick  Tracy’s  lantern  jaw 
and  snap  brim  are  too  strong  a 
reader  drawing  attraction  to  stay 
hidden  — are  the  page  1  Sunday 
comic  and  wrap-around  for  some 
of  the  most  important  newspapers 
in  America.  Appearing  in  109 
newspapers  in  the  US  and 
Canada,  with  circulation  of  more 
than  24,000,000... with  an 
enthusiastic  personal  following  of 
more  than  60,000,000... and 
fervent  fans  in  43  foreign 
countries,  Dick  Tracy  is  more 
than  a  comic  character  — he’s  an 
international  institution! 

Going  stronger  than  ever,  Tracy 
soon  will  l)e  on  the  trail  of  a  new 
crook  — with  the  prophetic 
graveyard  name  of  Ivy! 

A  valuable  property  for  any 
paper,  Dick  Tracy  still  has  some 
territories  available.  For  proofs 
and  prices,  phone,  wire,  or  write 
Mollie  Slott,  Manager... 


Chicago  Tribune-New  York  News 

^  1  •  _  T  News  Building,  New  York 

oyilCllC3.t0^  Tribune  Tower,  Chicago 
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Already  among  the  first  five  newspapers  of 
the  nation  in  the  volume  of  R.O.P.  color  ad¬ 
vertising,  the  St.  Louis  Post- Dispatch  has  in¬ 
stalled  new  color  equipment  to  improve  its 
color  printing  and  increase  its  capacity  for 
R.O.P,  and  Rotogravure  color, 

.Vf«r«  Color  lor  R.O.P, 

Six  new  extra  color  couples  have  been  in¬ 
stalled  in  the  Post-Dispatch  press  room, 
increasing  the  capacity  for  R.O.P.  full 
color  and  spot  color.  Full  color,  previously, 
limited  to  papers  of  64  pages  or  less,  can 
now  be  handled  in  papers  up  to  80  pages 
in  size.  Color  will  soon  be  available  on 
both  the  inside  and  covers  of  sections. 


More  f'olor  tor  Rotogravure 

New  full  color  printing  equipment  has  also 
been  installed  in  the  Post-Dispatch  Roto¬ 
gravure  Plant,  increasing  the  color  capacity 
Full  color  or  spot  color  is  available  now  on 
every  page*  of  the  Sunday  “PICTURES” 
Rotogravure  Section,  as  well  as  special 
rotogravure  advertising  supplements. 

all  pagfi  are  atailahic  for  odvertiiing. 


ST. LOUIS  POST-DISPATCH 

tirsi  in  Adi  erttsmj?  for  more  than  55  consecutitr  years 
:<  8  i  etc  - :  OFFICES: 


CHICAGO 

Mr.  Kobert  C.  Rowden, 
Manager 

St.  Louis  Post-Dispatch 
1829  Tribune  Tower 
Chicago  II,  Illinois 

• 

THE  SOUTH 

The  John  Budd  Company 
Healey  Building 
Atlanta  3,  Georgia 
The  John  Budd  Company 
B03  Mercantile  Bank  Bldg. 
Dallas  I,  Taias 
The  John  Budd  Company 
1138  National  Bank  of 
Commerce  Bldg. 

New  Orleans  12.  Louisiana 
• 

FLORIDA 

Mr.  L«n  Adl«r 
The  Leonard  Company 
311  Lincoln  Koad 
Miami  Beach,  Horida 


NEW  YORK 

Mr.  Joseph  V.  Ambrose 

Manager 

St.  Louis  Post-Dispatch 
S2I  Fifth  Ave.,  Suita  2401 
New  York  17.  N.Y. 

• 

WEST  COAST 

West-Holliday  Co.,  Inc. 
520  W.  Seventh  St. 

Los  Angelos  14,  California 

West-Holllday  Co.,  Inc. 

42S  Market  St. 

San  Francisco  S,  California 

West-Holllday  Co.,  Inc. 

520  S.W.  Slith  Avenue 
Portland  4,  Oregon 

West-Holtiday  Co.,  Inc. 

403  Stewart  St. 

Seattle  I,  Washington 

West-Holllday  Co.,  Inc. 
1312  Cherokee 
Denver  4,  Colorado 
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Carr  Sells  Tie-in  Ads 
For  Natl  Home  Week 

By  Daniel  L.  Lionel 

CAM,  New  York  Herald  Tribune 


j  National  Home  Week  has  for 
I  many  years  served  as  a  catalyst 
for  want  ad  linage  and  for  the 
I  sale  of  additional  homes.  Using 
a  large  dose  of  imagination, 
Bill  Carr,  CAM,  Philadelphia 
(Pa.)  Bulletin,  for  his  Sept. 
16  National  Home  Week  Edi¬ 
tion,  tied  in  a  bale  of  coopera¬ 
tive  linage  from  advertisers 
who  saw  an  opportunity  to  put 
their  best  foot  forward  by  plac¬ 
ing  their  product  before  the 
“ready  to  buy”  classified  page 
audience  directly  on  the  well 
promoted  real  estate  pages. 

As  a  result,  CAM  Carr  scored 
thousands  of  additional  lines  of 
advertising,  one  advertiser 
General  Electric  Appliance, 
taking  a  full  page  color  ad. 
The  Philadelphia  Gas  Works 
j  bought  the  perimeter  of  another 
I  large  space  ad  with  individual 
builders  buying  blocks  of  space 
!  within.  This  ad  featured  Caloric 
J  Gas  ranges.  Pennsylvania  Bell 
j  Telephone  used  about  150  x  2 
i  columns  to  tell  readers  of  the 
I  advantages  of  built-in  telephone 
I  outlets  and  carried  the  name 
I  of  a  particular  builder  with  a 
!  sketch  of  his  house,  which  had 
I  this  feature. 

j  *  ♦  ♦ 

j  .Section  Restyled 

I  A  completely  restyled  classi- 
i  fied  section  is  being  sported  by 
the  Houston  (Tex.)  Post.  The 
change,  which  was  announced 
to  its  readers  in  a  front  page 
story,  gives  the  section  a  “new 
look”  with  a  new  type  face 
and  a  new  format.  As  the  story 
relates,  “The  new  style  is  pat¬ 
terned  after  that  of  other 
major  newspapers  which  have 
found  it  to  be  more  effective 
for  advertisers  and  more  con¬ 
venient  for  readers. 

“Simplicity  of  arrangement  is 
I  the  keynote  of  the  new  -section, 
i  The  complete  new  Classified  In¬ 
dex  is  carried  on  the  first  classi¬ 
fied  page,  along  with  other  in- 
I  formation  of  interest  to  readers 
'  and  advertisers  alike. 

“A  lighter  type  face  will 
make  each  classified  page  easier 
to  read.  New  classifications 
will  help  readers  to  find  what¬ 
ever  they  seek.” 

Post  CAM  E.  R.  Kendrick 
said: 

“We  have  carefully  designed 


it  to  assist  both  readers  and  ad-  i 
vertisers,  placing  emphasis  on 
factors  which  create  maximum 
reader  interest  on  each  page.” 

One  of  the  new  features  is 
the  zoning  of  “Houses  for  Sale” 
ads.  These  ads  are  now  divided 
into  the  four  major  geographi¬ 
cal  areas  of  the  city,  making  it 
possible  for  the  reader  to  de¬ 
termine  the  location  of  any 
house  listed  for  sale. 

Other  features  of  the '  new 
section  include  a  rearrangement 
of  the  order  of  classifications, 
the  placing  of  larger  ads  at  the 
bottom  of  the  pages  with  small¬ 
er  ads  at  the  top,  and  the  eli¬ 
mination  of  heavy  black  borders. 

*  *  * 

Views  on  Indexing 

There  are  two  schools  of 
thought  concerning  the  use  of 
so  elaborate  an  index  as  that 
featured  by  the  Post.  Some 
CAMs  are  quick  to  point  out  ^ 
that  by  breaking  down  every 
subclassification  with  an  index 
number  key  the  reader  can,  it 
is  true,  find  what  he  is  seeking 
more  readily,  but  they  ask,  “If 
this  really  an  advantage?” 

If  one  considers  the  classified 
section  as  a  department  store 
with  myriad  offerings,  is  it  wise 
to  aid  the  reader  in  skipping 
over  countless  items  for  which 
he  might  be  in  the  market  by  ' 
directing  him  to  the  single 
category  he  may  have  in  mind? 
One  of  the  basic  sales  devices 
used  by  department  store 
merchandising  experts  is  the 
strategic  placing  of  merchan¬ 
dise  along  the  “traffic”  lanes  of 
the  store. 

“Traffic  building”  items  are 
used  to  sell  countless  non-adver- 
tised  objects.  And  so  the  CAMs 
who  don’t  go  along  with  de¬ 
tailed  indices  in  classified  point 
out  that  routing  the  reader  too 
quickly  to  the  cla.ssification  he 
can  find  quite  conveniently  any¬ 
how  i-educes  his  chances  of 
seeing  other  good  offers  along 
the  way.  Also,  the  reader  who 
picks  his  way  through  the 
countless  offers  in  classified, 
while  seeking  a  particular  clas¬ 
sification,  tends  to  familiarize 
himself  with  the  other  classifi¬ 
cations  against  the  day  he  will 
want  to  advertise  or  seek  one 
of  them  himself. 
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The  modern  way  gets  you  there  faster 


Dms  jrovr 

represtatativa? 


Story,  Brooks  &  Finley  offers  all  this; 


.N  A  2-oxpower  prairie  schooner  it  took  months 
to  cross  the  country.  Today’s  sleek  buses 
zoom  from  coast  to  coast  in  less  than  four  days. 


Modern  representation  gets  you 
where  you’re  going  faster,  too.  SBF  research, 
promotion  and  sales  staffs  keep  up  to  the  minute 
on  how  to  deliver  advertisers 
to  your  wide  open  spaces. 


If  your  national  sales  force  app>ears 
to  be  dozing  at  the  reins,  take  a  look  at 
the  SBF  check  list.  It  pays  off  for 
the  newspapers  we  represent. 


Newspaper  Representatives 
230  Park  Avenue,  New  York  17,  N.Y. 

PHILADELPHIA  •  CHICAGO  •  BOSTON  •  CLEVELAND  •  ATLANTA  •  LOS  ANGELES  •  SAN  FRANCISCO  •  DETROIT 


NEW  YORK 


COMPLETE  SALES  COVERAGE.  Coait-to-coast, 
Canada  to  S.  America.  Ten  itrotegic  offices. 

□ 

MANPOWER.  A  well-balanced,  enthusiastic  staff 
of  self  starters! 

□ 

COMPLETE  RESEARCH  DEPARTMENT.  Continuously 
developing  sound  facts  for  new  presentations,  sales 
plans  and  methods. 

□ 

FULL  TIME  PROMOTION.  Market  data  books, 
timely  brochures  and  letters,  prepared  by  our  own 
art  and  printing  departments. 

□ 

SPECIAL  ROTO  «  COLOR  DEPARTMENTS  for 
Sunday  magazines,  comics  and  R.O.P.  color. 

□ 

INDIVIDUAUZED  SELLING.  Every  paper,  every 
market  sold  on  its  special  merits. 

□ 

NEWSPAPERS  EXCLUSIVELY.  No  radio,  no  TV,  no 
divided  responsibility. 

n 

DIVERSIFIED  MARKETS.  Let  us  show  you  how  this 
pays  off  for  you  in  new  business! 

□ 
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Partners  in  growth 


DENVER 

Rocky  Mountain  News 


MARCH  ABC 


DENVER  ROCKY  MOUNTAIN  NEWS 


1942  1943  1944  1945  1946  1947  1948  1949  1950  1951  1952  1953  1954  1955  1956 


Colorado’s  first  newspaper — the  Rocky  Mountain  News  (founded  1859)  — 
and  PARADE— the  famous  Sunday  magazine— this  month  celebrate  14Vi  years 
of  a  perfect  “marriage.”  The  charts  above  show  how  wonderfully  productive 
these  years  have  been  for  both  of  us.  The  Rocky  Mountain  News,  for 
example,  had  a  circulation  rise  of  over  238%  from  1942  to  March  1956. 

And  figures  for  the  past  six  months  indicate  they  are  continuing  this  same 
pattern  of  growth.  Naturally  parade  is  proud  of  its  association  with 
Denver’s  nvunber  one  newspaper  .  .  .  the  newspaper  that  gives  Denver  area 
families  the  best  in  news,  features,  service  and  entertainment  .  .  .  the  newspaper 
that  is  setting  high  journalistic  standards  for  the  whole  nation  to  follow. 


Rrprf$enUd  H€dionnU}f  by  Seripp^^Howard  \€U  Mp<:p<r9 
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PARADE 


4  7,037,637 


1952  1953  1954  1955  1956 


PARADE,  like  the  Rocky  Mountain  News,  has  been  putting  on  quite  a  show 
of  its  own  these  past  few  years— as  you  can  see  from  this  chart.  Since  1941 
more  and  more  newspapers  across  the  nation  have  included  parade  as  part 
of  their  big  “Sunday  package”  .  .  .  and  today  it  is  carried  by  55  fine 
newspapers  in  55  key  cities — 47  of  which  are  reached  by  no  other  syndicated 
Sunday  magazine  section.  The  reasons  behind  this  growing  popularity  are 
simple:  parade’s  editorial  policy  is  to  report  real  people,  real  situations  in 
the  real  world  of  today.  That’s  what  gives  it  the  pace  and  punch  of  a 
big-time  newspaper.  To  more  than  15,000,000  Americans  in  all  parts  of  the 
country  it  is  truly,  “the  most  colorfvd  part  of  the  Sunday  paper.” 
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2,000,000 


1,500,000 


1. 000.000  1,760,040 
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Make  a  Great  Market-Covered  by 
ONE  Great  Newspaper 


Brochure  Cites  Market 
Aid  to  Advertisers 


Ohio's  most  concentrated  area  of  great  Industrial 
names.  The  biggest  one-newspaper  city  in  the  United 
States.  98%  coverage  of  the  Akron  Metropolitan 
Area,  85.8%  coverage  of  the  Akron  Retail  Trading 
Area. 


TOTAL 

BEACON  JOURNAL 
CIRCULATION 
156,638  DAILY 
162,994  Sunday 


CHRYSLER  $85  MILLION 
Stamping  Plant 

GENERAL  MOTORS 
Euclid  Division 

QUAKER  OATS 

AMERICAN  HARD 

/rubber 

'MOHAWK 

/ 

GOODYEAR 


AKRON 

METROPOUTAN 

AREA 

^(Summit  County) 


•TRUCKING  CAPr  At" 
OF  THE  WORLD  X, 

'ENTERPRISE  MFG.  CO.  ,,^ 

'BE.  GOODRICH^ 

■ALSCO -  - 

•McNEIL  MACH.  &  INO. 


general 


'GOODYEAR 
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test  their  validity.  This  we  did  zine  Publishers  Association 
by  arranging  with  Foote,  Cone  and  will  resign  from  PI  in 
and  Belding  for  our  committee  December.  He  succeeds  Arch 
to  handle  the  marketing  co-  Crawford  at  MPA. 
operation  for  a  Frigidaire  cam-  Under  foundation  ownership 
paign  about  to  run  in  181  magazine  will  continue  to 

newspapers.  One  hundred  and  carry  on  activities,  according 
sixty-one  of  these  newspaper-^  to  Richard  W.  Lawrence  Jr., 
came  through  and  the  campaign  president.  He  said  the  founda- 
was  a  terrific  success.  One  of  tion  being  formed  would  be  a 
the  case  histories  in  The  Big  monument  to  the  memory  of 
Plus  depicts  this  Frigidaire  John  Irving  Romer,  editor  of 
success  story.  There  are  others  pj  from  1908  to  1933  and  to 
just  as  dramatic.”  the  Richard  W.  Lawrence  who 

Hints  to  Advertisers  carried  on  after  Mr.  Romer’s 

The  brochure  consists  of  28,  death. 

14  X  17-inch  pages  lithographed  „  ^  j 

in  three  and  four  colors  and  Appointed 

spiral  bound.  It  will  be  dis-  •  Record  Publishing  Co., 
tributed  to  national  advertisers  Silver  Springs,  Md.,  has  ap- 
and  advertising  agencies.  Its  pointed  City  &  Suburban 
purpose,  according  to  Mr.  New-  Weeklies,  Inc.,  as  national  ad- 
myer,  is  not  only  to  portray  vertising  representatives, 
the  local  marketing  assistance  •  Weekly  Newspaper  Repre- 
available  to  national  advertisers  sentatives,  Inc.,  has  been  named 
from  newspapers  but  to  indi-  to  represent  14  additional 
cate  the  steps  advertisers  weeklies. 
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f.irt- Illation  %(]o\era<ji' 

AKRON  BEACON  JOURNAL  daily  135,131  90  % 

AKRON  BEACON  JOURNAL  Sunday  121,970  92.9% 

Cleveland  Plain  Dealer  daily  13,760  lO^c 

Cleveland  Plain  Dealer  Sunday  8,342  67c 

Cleveland  Press  daily  1,366  17 

Cleveland  News  daily  548  less  than  17 


AKRON  beacon  JOERNAE 


Complft>-  yetctpapfr 


STORY,  BROOKS  t  FINLEY,  Representatives 
JOHN  S.  KNIGHT,  Publisher 


One  iff  a  series  of  office  advertisements  now  running  in  The  Kansas  City  Star 
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In  a  Dusty  Drawer, 
a  Box  of  Sweet  Caps 

(TEENAGERS  WOVT  REMEMBER) 

H  ENRY  VAN  BRUNT  once  asked  The  Star’s 
cashier  to  find  out  how  long  he’d  been  a  member 
of  The  Star’s  staff.  The  cashier  promised  to  dig 
into  the  pay-roll  record  and  find  out,  and  eventually 
she  came  up  with  the  information.  The  year  Henry 
was  hired  (following  a  personal  interview  with  Wil¬ 
liam  Rockhill  Nelson,  who  frowned  when  Henry 
said  he’d  been  editor  of  his  school  paper  and  rum¬ 
bled:  “Nothing  could  be  worse”)  was  1912.  Henry 
can’t  recall  whether  it  was  April  1  or  May  1,  and 
he  says  it  doesn’t  seem  important. 

Henry  thinks  Colonel  Nelson,  The  Star’s 
founder,  wouldn’t  have  given  him  the  job  if  he 
hadn’t  admired  Henry’s  father,  zn  eminent  archi¬ 
tect  and  a  man  so  intellectual,  in  the  colonel’s  opin¬ 
ion.  that  the  great  editor  may  have  hoped  some 
of  his  mental  powers  might  have  rubbed  off  on 
Henry 

The  colonel  gave  Henry  an  assignment  to  write 
a  column  called  "The  Commodore,”  evidently  be¬ 
cause  Henry’s  father,  who  had  Civil  war  naval  ex¬ 
perience.  was  called  Commodore  by  close  friends. 
The  column  purported  to  give  sage  advice  to  young 
men  on  dress  and  deportment.  Being  little  past 
voting  age  himself,  Henry  found  it  an  onerous 
chore. 

ENRY  had  left  a  New  England  boarding  school 
and  Harvard  college  without  leanings  in  any  direc¬ 
tion.  The  family,  consisting  of  four  brothers  (one 
Henry’s  twin)  and  two  sisters,  had  moved  to  Kan¬ 
sas  City  from  Cambridge,  Mass.,  Henry’s  birthplace, 
in  the  I880’s.  The  Van  Brunts  gradually  identified 
themselves  with  the  Mid-Western  scene  and  a  Gay 
Nineties  mode  of  living,  although,  Henry  suspects, 
always  with  a  stout  New  England  “anchor  to  wind¬ 
ward.”  Henry  put  down  his  roots  in  Kansas  City  at 
once  and  has  never  returned.  He  supposed  he’d 
long  ago  lost  the  last  vestige  of  “Boston  accent,” 
but  he  admits  to  occasional  nostalgia  for  the  fra¬ 
grance  of  pines  and  mussel  shoals  at  low  tide  (and 
chiggerless  turf). 

In  an  experimental  way,  Henry  had  tried  whole¬ 
sale  hardware  and  insurance.  With  no  particular 
sense  of  dedication,  he  found  a  desk  in  The  Star’s 
editorial  room,  which  he  still  uses.  His  predecessor 
at  the  desk  was  a  man  called  Inky  Campbell.  Not 
long  ago  Henry  forced  open  a  balky  drawer  and  in 


Star  Photograph  by  Dai'e  Cauthrn. 


the  back  compartment  found  a  monogrammed  to¬ 
bacco  pouch  and  pipe — both  in  advanced  stage  of 
decay — and  an  empty  cigarette  box  labeled  “Sweet 
Caporal.” 

In  his  newspaper  career,  Henry  has  remained 
essentially  a  feature  writer  and  editor  of  copy.  His 
experiences  as  a  reporter  have  been  mainly  “on 
loan”  from  the  city  desk.  Translating  articles  from 
the  French  for  The  Star  is  a  sort  of  hobby. 

In  recent  years  Henry’s  writing  has  dealt 
mainly  with  subjects  which  called  for  research  in 
local  and  regional  history — events,  manners  and 
customs.  “When  I  started  this  branch  of  writing 
a  decade  or  so  ago,”  Henry  reminisces,  “I  had  ac¬ 
cess  to  a  fairly  large  number  of  Kansas  Citians  who 
‘remembered  when.’  Now  most  of  them  have  gone, 
and  recently  I  realized  that  I  myself  am  now  con¬ 
sidered  the  old-timer  and  authority  on  things  past. 

Not  long  ago  George  Fuller  Green  showed 
Henry  a  city  plat  of  an  area  where  Henry  once 
played  cowboy  and  Indian.  On  the  plat  was  a  diag¬ 
onal  line  running  northeastward  from  the  present 
Westport  high  school.  The  line,  which  cut  through 
trees  and  tangled  shrubs,  was  labeled  “Indepenc!- 
ence-Westport  Turnpike.”  It  was  a  diversion  of  the 
Santa  Fe  trail.  Van  Brunt  boulevard  was  named  for 
Henry’s  family.  He  is  the  only  member  of  The 
Star’s  staff  whose  family  has  been  so  honored. 

Henry  (named  for  his  father  but  around  the 
office  rarely  called  anything  but  Harry)  lives  at 
Rockhill  road  and  Cherry,  where  he  gardens  dili¬ 
gently,  with  good  results.  His  quiet  essay  style  and 
steady  contribution  to  knowledge  of  Kansas  City 
history  and  folklore  are  reasons  why — 


YOUK  BI<;  KEADIiX;  BAK<;\I.N  BY  FAB  IS  YOUR  KANSAS  CITY  STAR 
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Better  color  and  maximum  range  of  ROP  flexibility — 
with  Goss  presses.  Goss’  influence  in  Color  press  develop¬ 
ment  has  been  recognized  for  more  than  half  a  century — 
and  this  leadership  is  increased  by  the  steady  improve¬ 
ment  of  features  long  recognized  as  Goss  “Firsts.” 

Goss  offers  a  complete  line  of  presses  and  stereotype 
equipment  for  newspapers  of  all  sizes.  Each  press — 
HEADLINER,  UNIVERSAL,  UNITUBE  and  DEK-A-TUBE  is  engi¬ 
neered  to  serve  the  needs  of  individual  newspapers. 

The  HEADLINER — World’s  No.  1  Newspaper  Press — 
offers  the  largest  variety  of  color  printing  arrangements 
— Tension  Plate  Lockup  perfected  by  Goss  since  1945, 
and  acclaimed  as  one  of  the  greatest  improvements  in  the 
printing  press  in  50  years — Finger  Tip  Colortrol  allows 
for  the  pre-setting  of  color  with  positive  control — Con¬ 
tinuous  Ink  Feed  for  better  ink  distribution  assuring 
quality  reproduction  at  all  speeds. 

The  two  plate  wide  semi-cylindrical  universal  and  the 
UNITUBE  press  likewise  offer  full  color  flexibility.  Color 
cylinders  may  be  mounted  over  any  unit. 

The  DEK-A-TUBE  also  offers  advantages  in  fine  color 
printing  with  low  cost  operation  and  modest  initial  in¬ 
vestment. 

Whatever  your  press  needs  there's  a  Goss  press  designed 
for  your  production  in  this  “Glowing  Age  of  Color.” 


THE  GOSS  PRINTING  PRESS  CO. 

5601  W.  31st  Street  •  Chicago  50,  Illinois 


Study  of  Press 
In  Campaign 

Press  coverage  of  the  1956 
Presidential  campaign  in  seven 
major  cities  will  be  studied  in 
a  survey  by  the  journalism  de¬ 
partment  at  New  York  Univer¬ 
sity. 

Dr.  John  Tebbel,  professor 
and  chairman  of  the  depart¬ 
ment,  is  directing  the  study.  A 
grant  of  $5,000  horn  the  Sh  in¬ 
ner  Foundation  of  Washington, 
D.  C.,  will  finance  the  project. 

The  survey  will  be  concerned 
with  the  news  columns  of  25 
newspapers.  It  will  be  divided 
into  two  parts,  one  covering  the 
New  York  City  papers  and  the 
other  dealing  with  the  dailies 
of  six  other  cities.  Editorials 
and  the  writings  of  columnists 
will  not  be  included. 

“We  will  attempt,”  Dr.  Teb¬ 
bel  has  explained,  “to  supply 
I  facts  to  answer  this  question: 

'  Is  the  writing  and  display  of 
news  bias3d  in  one  way  or 
another  toward  a  particular 
candidate  or  party,  and  if  so,  to 
what  degree?” 

The  study  will  cover  the  peri¬ 
od  from  the  day  following  the 
close  of  the  Republican  con¬ 
vention  to  Election  Day. 

Newspapers  are  included  in 
these  cities:  New  York,  Chi¬ 
cago,  Providence,  Memphis, 
Kansas  City,  Houston,  Los  An¬ 
geles. 

Press  Women  Holtl 
Hoosier  W'^rilerania 

French  Lick,  Ind. 

The  initial  all-state  Hoosier 
Writerama  of  the  Woman's 
Press  Club  of  Indiana  was  held 
Sept.  15  and  16  at  the  French 
Lick-Sheraton  Hotel. 

Mrs.  Dorothy  Buerger  of  the 
Atideraon  Herald,  president  of 
the  Woman’s  Press  Club  and 
chairman  for  the  Writerama, 
extended  a  welcome  to  the  con¬ 
ference,  which  included  a  Satur¬ 
day  noon  luncheon,  afternoon 
panel  discussion  and  dinner  in 
the  evening,  with  a  brunch  and 
style  show  concluding  activit'es 
Sunday  morning.  Mrs.  Hortense 
Myers,  International  News 
Service,  Indianapolis,  served  as 
co-chairman. 

The  Saturday  afternoon  panel 
was  composed  of  three  women 
writers  who  gave  brief  glimpses 
into  their  particular  fields:  Jane 
Moore  Howe,  Indianapolis  Star 
columnist;  Mrs.  Gertrude  Wind¬ 
ers,  a  member  of  the  Press 
Club,  and  Miss  Cornelia  Lien, 
WISH-TV,  Indianapolis. 
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Restores  Pressroom 
At  City  Hall 

Reading,  Pa. 

A  new  pressroom  is  available 
at  city  hall,  Reading  newsmen 
were  informed  by  Councilman 
Harold  E.  Guildin,  director  of 
the  Department  of  Parks  and 
Public  Property.  Furniture  was 
moved  into  an  office  next  to 
the  police  desk  sergeant’s  quar¬ 
ters  in  the  police  bureau  for  t'’e 
use  of  newsmen. 

The  councilman  said  he  had 
conferred  with  Mayor  Dan  e!  F. 
McDevitt  before  assigning  the 
room  to  the  press.  Two  months 
ago,  the  mayor  asked  press  rep¬ 
resentatives  to  vacate  the  room, 
next  to  his  own  office. 

• 

*Chain  Reaction* 

On  Jackson  Dailies 

Jackson,  Miss. 

The  resignation  of  the  sports 
edior  of  the  State  Time^i  started 
something  of  a  ch.iin  react'on. 

Jack  Hairston,  sports  editor, 
resigned  to  join  the  sports  staff 
of  the  .VcM’  Orleans  (La  )  Item. 
Named  to  replace  him  was  Jim¬ 
mie  McDowell,  sports  editor  of 
the  Jacknon  (Miss.)  Da  ly 
News. 

To  replace  Mr.  McDowell,  Hal 
Forman,  city  editor  of  the 

Daily  News,  was  appointed 

sports  editor.  Jack  Fairly,  tele¬ 
graph  editor,  was  made  city 

editor. 

The  new  Daily  News  tele¬ 

graph  editor  has  not  yet  been 
disclosed. 

• 

Science  Sclmlarsliip 

Socorro,  N. M. 

Regents  of  the  New  Mexico 
Institute  of  Mining  and  Tech¬ 
nology  have  gone  on  record  as 
expressing  thanks  to  the  late  T. 
M.  Pepperday,  publisher  of  the 
Albuquerque  Journal  from  1926 
until  his  death  in  May  of  this 
year,  for  a  $5000  scholarship 
fund  which  he  set  up  shortly 
before  his  death.  The  gift  is 
to  be  known  as  “The  Albuquer¬ 
que  Journal  Fund  for  Aid  to 
Technical  Students.” 

• 

Nearer  to  Supply 

Dallas,  Tex. 

The  general  economic  situ¬ 
ation  has  brought  an  end  to  a 
.32-year  business  relationship 
between  the  Dallas  .Morning 
News  and  Powell  River  Paper 
Co.  Since  1924  the  News  had 
bought  213,000  tons  of  news¬ 
print  from  the  British  Colum¬ 
bia  mills.  Now  it  finds  the  mills 
in  Texas,  Tennessee  and  Ala¬ 
bama  provide  more  economical 
shipments. 
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Gore  Hits  Evjue 
For  Poll  Defeat 

Madison,  Wis. 

A  newspaper  publisher  who 
was  beaten  by  another  pub¬ 
lisher  in  the  primary  election 
here  Sept.  11  for  the  Demo¬ 
cratic  nomination  for  congress 
blamed  a  third  for  his  defeat. 

Leroy  Gore,  Sauk  City,  loser 
in  the  race,  asserted  that  Wil¬ 
liam  T.  Evjue,  editor  and  pub¬ 
lisher  of  the  Madison  Capital 
Tirrus,  “looks  no  better  than 
the  reactionary  kingmakers  of 
the  Republican  party.”  The 
Capital  Times  suppo'.ted  Nor¬ 
man  Clapp,  Lancaster  newspa¬ 
per  publisher,  who  won  the 
nomination  by  only  611  votes. 

Mr.  Gore,  who  formeilv  pub¬ 
lished  the  Sauk  Pro  r  e-Star, 
gained  notoidety  several  years 
ago  when  he  organized  the  “Joe 
Must  Go”  petition  drive  to  re¬ 
call  Sen.  Joseph  McCarthy. 

Mr.  Clapp  publishes  the 
weekly  Grant  County  Independ¬ 
ent.  He  is  a  brother  of  Gordon 
Clapp,  formerly  chairman  of 
the  Tennessee  Valley  Authori¬ 
ty. 

Mr.  Gore’s  critical  statement 
was  carried  on  the  front  page 
of  the  Capital  Times. 


Teen-Ajse  Sunday 
Supplement  Starts 

Colorado  Springs 

The  F ree  Pr-'ss  on  Sep*’.  16 
issued  Vol.  1,  No.  1  of  “Speak 
Up!”,  a  new  Sunday  supple¬ 
ment  devoted  to  teen-agers. 

With  the  exception  of  two 
or  three  syndicated  columns 
and  cartoon,  every  line  of  copy, 
every  photograph,  and  each 
piece  of  art  work  is  done  by 
teen-agers  of  the  Pikes  Peak 
region.  The  only  part  the 
newspaper  plays  is  in  final  edi¬ 
ting  and  printing. 

As  an  added  incentive,  teen¬ 
age  contributors  are  paid  10c 
per  column  inch  for  their  ma¬ 
terial. 

“Throughout  our  launching 
of  this  supplement,  we  con¬ 
tinually  emphasized  that  this 
is  theirs,  not  ours.”  said  Jack 
Mohler,  editor  and  publisher. 
“So  far.  the  respon.se  has  been 
terrific,  much  more  even  than 
we  had  hoped  for. 


Siiiiduy  I’p  to  25<* 

ItROVIDENCE,  U.I. 
Providence  Jouinal  Company 
has  increased  the  price  of  the 
Providence  ,'<undn>i  Journal 
from  20  to  25  cent.-. 


IN  BUFFALO 

R0P^>^ 

MEANS  the  COURIER-EXPRESS 

There’s  proven  selling  power  in  color.  And  in  Buffalo, 
the  Courier-Express  is  the  only  English-language  news¬ 
paper  which  can  add  that  power  to  your  newspaper 
advertising.  Full  ROP  color  is  available  every  day,  includ¬ 
ing  Sundays,  to  help  give  your  sales  message  the  greatest 
possible  impact  in  the  great  8-county,  Western  New  York 
Market. 

Use  the  daily  Courier-Express  to  get  more  advertising  for 
your  dollar  concentrated  on  those  with  more  dollars  to 
spend. 

Use  the  Sunday  Courier-Express  for  maximum  coverage 
of  Western  New  York’s  474,700  families.  It’s  the  state’s 
largest  newspaper  outside  of  Manhattan. 

ROP  COLOR  available  daily  and  Sunday 

Member:  Metre  ieedmy  Cemitt  mmd  Seedmy  Me§miiue  Metwerks 

BUFFALO  COURIER-EXPRESS 

Raprasontotivet:  Scolaro,  Meeker  &  Scott 
Pacific  Coast:  Doyle  &  Hawley 
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. ..but  be  ready  for  big  things  to  happen 


Eleven  million  seven  hundred  eighty-three 
thousand  is  a  lot  of  families. 

Yet  every  Sunday  morning  the  editors  of 
THIS  WEEK  Magazine  are  prepared  to 
take  your  advertising  into  that  many 
living  rooms  and  there  deliver  this  enor¬ 
mous  and  responsive  audience. 

In  the  audience  will  be  the  actual  buyers  of 
more  new  1957  cars  than  either  Ford  or 
Chevrolet  will  manufacture  all  next  year. 

In  the  audience  will  be  more  actual  cus¬ 
tomers  for  groceries  than  mighty  A  &  P, 
Safeway,  and  Kroger  combined  can  serve — 
nearly  a  third  more,  in  fact. 

Time  was  when  a  million  circulation 
would  pick  out  the  "best”  buyers.  Time 
was  when  the  5-  or  6-million  magazine 
could  talk  about  adequate  "coverage.” 
Time  uas. 


Today  the  U.  S.  economy  is  so  big,  so  im¬ 
portant  that  a  thin  haze  of  advertising 
coverage  is  not  penetration  enough.  Not 
nearly  enough. 

THIS  WEEK  Magazine  from  its  original 
conception  has  been  a  publishing  idea  de¬ 
signed  for  the  big  job.  Drawing  power 
and  prestige  from  the  nation’s  great  news¬ 
papers,  holding  its  readers  with  an  editorial 
approach  as  basic  as  human  nature,  mul¬ 
tiplying  itself  by  color  gravure  automa¬ 
tion  into  a  near-dozen-million  copies  per 
week — such  is  THIS  WEEK'S  "size.” 

THIS  WEEK,  if  we  may  borrow  a  phrase, 
is  the  large  economy  size  —  reaching 
enough  people  in  enough  places  to  stanil 
alone.  And  THIS  WEEK’S  advertisers,  hav¬ 
ing  felt  its  mighty  pull,  can  testify  to  the 
big  things  that  happen  when  they  go  to 
market  with  it! 


Your  advertising  will  be  read  by  more  people  in 
This  Week  Magazine  than  in  any  other  publication. 
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and  prepare  to  be  astonished 


population  increase  ami  as  their  own 
coverage  spreads. 

There  is  great  significance  to  this  picture 
of  certain  growth.  These  are  days  of  soar¬ 
ing  circulation  costs,  of  wavering  public 
interest— a  time  of  transition  in  reading 
habits.  Magazines,  like  men,  need  vitality, 
need  to  be  "going  places,”  need  to  have 
a  bigger  future. 

If  you'll  look  .seriously  at  the  magazine 
field  you  will  be  surprised.  Indeed,  you 
will  be  astonished  at  how  big  and  bright  the 
future  looks  for  THIS  WEEK  Magazine. 


On  Sunday,  October  7,  THIS  WEEK 
Magazine  began  to  cover  the  "Rocky 
Mountain  Empire.”  On  that  day  we  be¬ 
came  a  part  of  the  powerful  Denver  Post. 
That  day  we  reached  350,000  families  whom 
we  could  not  count  the  Sunday  before. 

Such  grouth  by  expansion  in  other  impor¬ 
tant  market  areas  can  be  THIS  WEEK’S 
sure  path  to  its  12th  and  13th  million. 

Then  add  growth  by  normal  increase.  For 
each  year  THIS  WEEK  grows  without  strain 
or  pain:  Its  present  member  newspapers 
steadily  take  on  new  circulation  to  match 


11,783,542  weekly  circulation  in;  thf  BAiTtMo«E  si  noay  si  n  the  wemincham  news 

BOSTON  SUNDAY  HERALD  •  THE  CHARLOTTE  OBSERVER  •  rHICAC,0  DAILY  NEWS  •  THE  CINCINNATI  ENQUIRER 
CLEVELAND  PLAIN  DEALER  •  THE  DALLAS  MORNING  NEWS  •  THE  DENVER  POST  •  DES  MOINES  SUNDAY  REGISTER 
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IUK>KS  IN  I{EVIE\I 


War  Controls  Restrict 
British  Press  in  1956 


lly  I’rof.  Koscoe  Ellard 


THK  BRITISH  PRESS  UNDER  ECO¬ 
NOMIC  CONTROLS.  By  Dr.  J.  Ed- 
ward  Gerald.  Minnuaixilia :  University 
of  Minnesota  Press.  2M5  pp.  ^4.50. 


Understandable  enough  in 
war-time,  governmental  con¬ 
trols  for  the  British  press, 
continued  into  1956,  stir  anxiety 
— for  evcri)  nation.  In  this 
scholarly  book,  Dr.  Gerald, 
factually  and  with  balance,  ex¬ 
amines  the  10  years  of  Eng¬ 
land’s  press  controls.  He  ex¬ 
amines  them  with  intellectual 
detachment  and  a  wealth  of 
new  material. 

Dr.  Gerald  isolates  the  prev¬ 
alent  germ  of  a  fallacy  about 
free  speech.  He  stains  it  clearly 
for  microscopic  scrutiny.  And 
the  fallacy  is  widespread. 

In  Korea  recently,  publishers 
yearning  for  free  expression  in 
their  completely  subsidized 
press,  kept  quizzing  me  about 
Peter  Zenger.  They  seemed  con¬ 
vinced  that  if  some  Korean 
Zenger  could  find  a  Korean  An¬ 


drew  Hamilton,  their  right  to 
inform  and  criticize  would 
spring  full-born.  But  it  didn’t 
happen  that  way  in  America. 
Nor  in  England. 

Our  Zenger  trial  in  17.35  won 
hi.storic  victory.  But  it  was  a 
battle,  not  the  war.  Zenger’s 
imprisonment,  his  brilliant  and 
wealthy  contributors,  and  An¬ 
drew  Hamilton’s  masterful 
pleading  established  truth  as 
legal  justification  for  factual 
contumely,  and  criticism  of 
public  acts. 

Dr.  Gerald  is  calmly  dis¬ 
turbed  at  continuing  economic 
controls  in  England,  because  as 
the  Irish  orator,  John  P.  Cur¬ 
ran,  put  it,  “Eternal  vigilance 
is  the  price  of  liberty.”  Eng¬ 
land,  where  freedom  has  been 
one  of  the  ornaments  of  civili¬ 
zation,  suffered  under  licensed 
newspapers — at  least  under 
economically  controlled  papers 
— until  1861. 

That  was  a  long  time  after 
John  Milton  in  his  “Areopagi- 


, _ ,  AUTOMATIC 

WEB  CONTROLS 


4 

Completely  automatic,  mechanical,  controls 
for  high  speed,  wide  web  presses. 


TENSION  CONTROL  -  Carriage  Type  -  Accurately  maintains 

a  constant  predetermined  tension  on  the  web  at  all  press  speeds. 


WEB  SIDE  REGISTER  -  Holds  web  accurately  in  side  register 

at  all  press  speeds.  Corrects  instantly  without  hunting. 


HUCKCO. 


37  WALL  ST., 

New  York  5,  N.Y. 


tica”  argued  not  only  for  un¬ 
licensed  printing  but  for  a 
public  policy  favoring  unlimited 
uiscussion  as  the  surest  way  to 
arrive  at  truth. 

And  in  America,  editors  were 
thrown  into  jail  for  printing 
tne  factual  truth  of  unscrupu¬ 
lous  government  long  after  the 
Zenger  trial.  Eight  years  ago, 
Dr.  Gerald  himself  pointed  to 
six  uneasy  threats  to  our  press 
freedom  as  late  as  the  16  years 
between  1931  and  1947.  That 
was  in  Dr.  Gerald’s  distin¬ 
guished  study,  “The  Press  and 
the  Constitution,”  University  of 
Minnesota  Press,  1948. 

We  had  no  free  press  in 
America  until  our  journalism 
developed  a  significant  number 
of  highly  competent  editors  who 
won  wide  reader-confidence — 
and  until  years  of  that  com¬ 
petence  made  the  wide  public 
aware  that  a  free,  responsible 
press  was  a  social  force  liberty 
could  not  get  along  without.  In 
both  of  Dr.  Gerald’s  books,  fac¬ 
tually  examining  the  threats  in 
both  the  United  States  and  in 
England,  there  becomes  cur¬ 
rently  clear  the  wisdom  of 
Curran’s  18th  century  warning 
from  Ireland  that: 

“It  is  the  common  fate  of  the 
indolent  to  see  their  rights  be¬ 
come  a  prey  to  the  active.” 

Twenty-two  centuries  earlier 
Demosthenes,  thundering 
against  Philip  of  Macedon, 
warned : 


“There  is  one  safeguard  that 
is  an  advantage  and  security  to 
all,  especially  to  democracies  as 
against  despots.  What  is  it? 
Distrust?” 

It  is  easy  in  wartime — and 
later  in  the  still  distorted  re¬ 
turn  to  a  normal  flow  of  goods 
and  money — to  convince  patrio¬ 
tic  people  that  newspapers  are 
like  any  other  industry  in  the 
nation’s  need  of  belt-tightening 
and  shortened  rations.  But  Dr. 
Gerald  points  out  that  the  only 
social  tools  thus  far  developed. 


THE  SERVICE  THAT  HELPS  IN  THE 
USE  OF  newspaper  ADVERTISING 

ACB's  service  has  re¬ 
duced  almost  to  the 
vanishing  point,  the 
withholding  of  pay¬ 
ment  by  advertiser  or 
agency  for  newspaper 
space  because  of  lack 
of  receipt  of  checking 
copies. 


Service  Offices 


lafiT- 
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•  CdlSMS  •  KSPIB 

•  UR  nURCOCI 


ADVERTISIN 
iCHECKIHG  BUREAU,  IN 
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through  law,  to  regulate  Mon- 
competitive  business  cannot  be 
used  in  dealing  with  the  press. 

In  hampering  a  democratic 
nation’s  press,  restricting  the 
number  of  its  pages  beyond  the 
point  of  its  commercial  revenue, 

IS  produced  a  vacuum  or  hiatus 
in  the  development  of  the  press 
as  a  social  institution.  The 
effect  of  governmental  economic 
regulation  on  the  British  press 
is  of  major  importance  under  * 
any  circumstances  —  not  only 
for  England  but  for  every 
country. 

In  1941,  the  Times  of  London, 
under  governmental  newsprint 
restrictions,  had  to  reduce  its 
circulation  by  21,000  copies  a 
day  to  use  the  paper  in  main¬ 
taining  its  scant  eight-page 
issues.  Finally,  British  news¬ 
papers  went  to  four-page  issues 
— and  then  to  two-page  issues. 
No  one  seriously  claimed  that 
either  the  newspaper  industry 
or  the  public’s  respect  for  it 
could  survive  at  that  level. 

Dr.  Gerald  arrestingly  ob¬ 
serves  that  even  though  the 
controls  beginning  in  1939 
marked  the  first  time  since  1861 
that  the  British  government 
really  curtailed  the  economics 
of  the  press,  the  situation 
might  have  proved  unimportant, 
had  the  controls  been  dropped  . 
reasonably  soon  after  the  war. 

There  are  insidiously  credible 
arguments  for  postwar  controls. 
First  the  sophistry  that  a 
country  with  strong  traditions 
of  freedom  need  not  fear  con¬ 
trols  that  were  subject  to  the 
democratic  system  of  checks 
and  balances.  Why  should  not 
the  press  make  the  best  of 
things? 

Again,  why  should  the  Brit-  , 
ish  government  be  blamed  for 
an  economic  crisis  not  of  its 
making?  Would  not  the  press 
have  been  as  badly  off,  though 
entirely  free  of  official  controls? 
And  there  are  other  pro-argu¬ 
ments  that  Dr.  Gerald  lists. 

Then  Dr.  Gerald  rebuts  in 
various  completely  logical 
ways: 

“If  the  British  government 
thinks  the  people  should  want 
houses  before  newspapers,  but 
in  reality  they  purchase  news¬ 
papers  instead,  the  government, 
however  unwise  the  British 
people’s  choice  might  seem, 
should  moderate  its  incredulity 
and  rework  its  definitions  of 
what  the  people  really  want.” 

The  objection  to  controls.  Dr. 
Gerald  explains,  is  partly  be¬ 
cause  controls  must  be  adminis¬ 
tered  by  a  government-spon¬ 
sored  committee.  Such  a 
committee  does  not  accept  the 
(Continued  on  page  44)  | 
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POLITICAL  HEADLINERS 
LABOR  DAY 


C^HE  big  news  about  color  is  NEA's 
NEWS-IN-COLOR  ...  an  exclusive  edi¬ 
torial  color  service  provided  NEA  Full 
Service  clients  at  no  extra  cost.  Dedicated 
to  progress  in  pictorial  journalism  NEA's 
NEWS-IN-COLOR  brings  the  impact  and 
dramatic  interest  of  color  to  important 
news  and  unusual  events. 

Nearly  200  newspapers  are  using  NEWS- 
IN-COLOR  features,  contributing  to  this 
new  field  of  editorial  enterprise. 

Matted  color  features  distributed  by  NEA 
this  year  include  subjects  shown  below. 
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POLITICAL  CONVENTIONS 
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Books 

{Continued  from  jtage  42) 

obligation  to  inform  the  public 
about  its  reasons  for  action.  If 
it  is  axiomatic  that  in  a  demo¬ 
cratic  society  accustomed  to 
reach  majority  decisions  after 
discunsion  and  debate,  it  is 
axiomatic  that  inaction  in  com¬ 
mittee  meetings  can  result  in  a 
veto  by  the  majority. 

Columnist's  Wife 
Peers  Into  History 

THE  ENEMY  AT  HIS  BACK.  By  Kliubeth 
Churchill  brown.  WuhiLington.  D.  C. ;  a  Free 
fc^riterprLst*  piihlicatiun  distributed  by  The 
Kookmailer;  234  pp.  $4. 

The  wife  of  Columnist  Con¬ 
stantine  Brown  (Bell  Syndi¬ 
cate)  tells  a  documented  story 
of  diplomatic  failures  and  as¬ 
serted  sellouts  at  Yalta  and 
afterward,  and  concludes:  “The 
only  enemy  the  American  sol¬ 
dier  needs  to  fear  is  the  enemy 
at  his  back.” 

Liz  Churchill  was  an  active 
reporter  and  columnist  in  New 
York  City  and  Washington  un¬ 
til  hei-  marriage  in  1949  to 
Constantine  Brown,  and  “hou.se- 
wifely  retirement.”  In  1942  she 


went  to  Washington  as  repre¬ 
sentative  of  “Town  and  Coun¬ 
try,”  and  later  wrote  a  society 
column  for  the  Washin^on 
Poet. 

“This  book,”  the  author 
states  in  her  introduction,  “is 
the  lesult  of  a  woman’s  cur¬ 
iosity.  It  is  not  the  work  of  a 
student  of  history  nor  even  the 
work  of  a  student.  Neither  is 
it  written  for  students  but 
rather  for  ordinary  people  like 
myself  who  would  like  to  know 
‘who  killed  Cock  Robin?’  ” 

The  curiosity  of  which  she 
wrote  brought  her  to  the  Li¬ 
brary  of  Congress  to  research 
the  writings  of  her  favorite 
columnist  in  the  decade  begin¬ 
ning  with  194.').  A  Constantine 
Brown  column  running  one 
week  before  the  Yalta  Confer¬ 
ence  predicted  that  Russia’s 
price  for  intervention  in  the 
war  against  .lapan  would  be 
restoration  of  her  power  in  the 
East  to  the  position  it  held  be¬ 
fore  the  Russo-Japane.se  War  of 
1904. 

Mrs.  Brown’s  book  takes  the 
story  from  that  stage  in  an  il¬ 
luminating,  and  sometimes 
chilling,  nairative. 

The  author  sup|)orts  her 
thesis  on  official  documents 
where  available,  and  elsewhere 
upon  her  husband’s  writings 
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and  his  conversations  with  per¬ 
sons  high  in  the  government. 

Generally,  the  book  follows 
the  Constantine  Brown  “line” 
of  affectionate  regard  for  and 
belief  in  the  Republican  Party, 
and  condemnation  of  the 
Roosevelt-Truman-Acheson  per¬ 
formances  in  the  period  begin¬ 
ning  with  the  latter  days  of 
World  War  2.— J.J.B. 

Books  Received 

FUNCTIONAL  NEWSPAPER  DESIGN. 
By  Edmund  C.  Arnold,  Editor,  Lino¬ 
type  News.  New  York:  Harper  Brother. 
351  pp.  $7.60. 

A  book  for  working  newspaper  men 
—  a  reference  book  and  a  source  of 
stimulating  ideas.  Good  typography, 
says  the  author,  is  the  newspaper’s  dis¬ 
play  window,  its  best  advertising  sales¬ 
man. 

THE  WORLD  AT  HOME:  Selections 
From  the  Writings  of  Anne  O'Hare 
McCormick,  edited  by  Marion  Turner 
Sheehan,  with  an  Introduction  by  James 
B.  Reston.  New  York ;  Alfred  A. 
Knopf.  353  pp.  $4.50. 

Mrs.  McCormick's  articles,  i>oured 
out  for  the  New  York  Times  for  a 
quarter  of  a  century  under  pressure, 
shine  out  from  this  volume  as  alive 
and  pertinent  as  the  day  they  were 
written.  Many  of  Mrs.  McCormick’s 
columns  were  from  Abroad.  Equally 
iliscerning  are  these  writings  on  the 
American  scene. 

.STA-nSTICAL  ABSTRACT  OF  THE 
UNITED  STATES,  1966.  Issued  by  the 
U.  S.  Department  of  Commerce.  For 
sale  by  Supt.  of  Documents,  U.  S. 
Government  Printing  Office,  Washing¬ 
ton  26.  D.  C.  ($8.76). 


Sl)\  Iluiucts 

The  Deadline  Club,  New 
York  City  professional  chapter 
of  Sigma  I)elta  Chi,  initiated 
into  membership  Sept.  26: 
Kingsbury  Smith,  vicepresident 
and  general  manager  of  In¬ 
ternational  News  Service;  Jo¬ 
seph  Michalski,  assistant  busi¬ 
ness  and  financial  editor.  New 
York  Herald  Tribune;  William 
B.  Arthur,  managing  editor  of 
Look  magazine;  John  R. 
Fischetti,  editorial  cartoonist. 
Newspaper  Enterprise  Asso¬ 
ciation,  and  Ben  Weberman, 
financial  reporter.  New  York 
Journal  of  Commerce. 


6  Newsmen 
Honored  By 
Heart  Group 

The  American  Heart  Associa¬ 
tion  named  six  winners  repre¬ 
senting  newspapers,  magazines, 
radio  and  television  to  receive 
its  annual  Howard  W.  Blakeslee 
Awards  for  outstanding  report¬ 
ing  in  the  field  of  heart  disease. 
Each  award  carries  an  honora¬ 
rium  of  $500. 

The  winners  are: 

Frank  Carey,  science  re¬ 
porter,  Associated  Press,  Wash¬ 
ington,  for  his  year-around 
news  coverage  of  developments 
in  cardiovascular  research, 
treatment  and  prevention. 

Nate  Haseltine,  science 
writer,  Washington  (D.  C.) 

Post  &  Times  Herald,  for  six- 
story  series  entitled  “Within 
a  Child’s  Heart.” 

Robert  P.  Goldman,  science 
editor  and  assistant  managing 
editor.  Parade  magazine,  for  a 
series  on  new  developments  in 
research  and  treatment  of  rheu¬ 
matic  and  congenital  heart  dis¬ 
ease  and  hypertension. 

Other  awards  will  go  to  the 
Science  Department,  Life  Maga¬ 
zine;  Howard  Whitman,  medical 
commentator  on  the  NBOTV 
“Home  Show”;  George  Voutsas, 
producer-director,  and  Earl 
Hamner,  writer,  for  the  NBC 
radio  program,  “Courage  to 
Live.” 

• 

Matrix  Price  Increased 

Two  major  producers  of 
printing  equipment  announced 
Sept.  26  a  7-1/10%  price 
increase  for  matrices  up  to  14 
points  in  size.  Both  the  Mer- 
genthaler  Linotype  Company 
and  Intertype  Corporation  have 
raised  their  prices  to  30  cents 
a  matrix  from  the  28  cents 
charged  during  the  past  year. 


Sell  with  COLOR  in  the 

Eltoona  SRirror 

ALTOONA  PENNSYLVANIA’S  ONLY  EVENING  NEWSPAPER 

RICHARD  E.  BEEIER,  Ady.  Mgr. 


By  ROBERT  RETBRSOM 

I  HAD  A  MCE  TALK  WITH  BERNAKU  BARUCH,  86, 
yesterday.  The  kindly  financier  and  “elder  statesman” 
was  cuinfurtably  seated  in  his  box  at  the  racetrack.  When 
I  told  him  about  my  column  on  retirement  he  laughed, 
“Now  there’s  a  subject  that  really  interests  me.” 


This  week/y,  500  word  Feolure  hoi 
already  oHrocfed  more  Ihon  o  millton  reoders! 
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“VVe  get  visual  interest  with  such  oft-beat  pictures  as  the  ‘Who  is  this 
man’  shot  ( used  to  illustrate  an  ad  for  Dobbs  hats )  ...  or  with  a  go<Kl 
product-in-action  picture  like  the  one  on  chain-saws.  Either  way,  the 
key  to  the  high  readership  of  these  ads  is  the  fact  that  we  show  local 
personalities  in  our  pictures,  thanks  to  our  Scan-A-Graver. 

“The  ‘Mystery  Man’  series  for  Dobbs  became  an  immediate  hit  with 
our  readers  as  well  as  with  the  advertisers.  The  chain-saw  ad  demon¬ 
strates  an  approach  we  use  time  and  time  again.  Our  photographer 
goes  out,  shoots  the  product  in  action  right  on  the  scene,  using  local 
people  for  models,  and  we  have  our  ad  wrapped  up.  Familiar  faces 
and  familiar  places  in  and  about  town  lend  these  pictures  greater 
authority  than  ordinary  mat  illustrations.  Consistent  use  of  the.se  two 
approaches  sells  more  advertising  for  us  . . .  and  brings  more  sales  to  our 
advertisers.  And  of  course  the  Scan-A-Graver  puts  our  use  of  local 
photos  on  a  sound  cost  basis.” 


*  If  you're  looking  for  more  linage  for  your  paper 
and  more  results  for  your  advertisers,  write  for 
the  current  issue  of  "Photo-Advertising"  —  a  useful 
file  of  newspaper  advertising  ideas  and  success 
stories.  Address  Fairchild  Graphic  Equipment,  Inc., 
88-06  Van  Wyck  Expressway,  Jamaica,  Long  Island, 
New  York,  Dept.  I0O-3OA2. 
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CHAIN  SAW 


WHO 

is  this  man 


Ads  built  around  local  pictures  sell  on  sight” 


YOUR  GUIDE 
TO  GOOD  COLOR 


Advertising  agencies,  newspaper  advertising  and  editorial  departments 
and  newspaper  representatives  are  assured  ot  constant  uniformity  of  color 
reproduction  from  newspapers  using  these  ANPA'AAAA  approved 
colors.  These  standard  pnxess  colors  as  illustrated  are  suitable  for  both 
^'Color  and  4'color  process  printing  and  bring  out  color  values  with  maxi' 
mum  clarity.  In  this  Color  BcK)k  you  have  readily  available  in  your  own 
pressrtK)m  a  selection  of  inks  of  the  color  of  a  rainbow.  These  colors  give 
advertisers  the  assurance  of  uniform  color  reprcxluction  in  newspapers 
throughout  the  land.  Let  these  ANPA'AAAA  colors  be  your  guide  from 
original  art  copy  to  the  pages  of  your  newspaper. 


SINCLAIR  &  CARROLL  Co..  Inc 


( .■\!\PA-A.\AA  Colors  moan  uniform  R.O.P.  Color  to  Adi'ortisors ) 
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Portland  Oregon  Journal  Sends 

400  Civic  Leaders  "TO  SCHOOL” 


Portland  lies  in  an  important  area  on  the 
North  Pacific  Coast.  It  is  rich  in  resources 
and  industry.  It  is  a  hub  of  transportation, 
a  crossroad  of  commerce  and  a  consuming 
market  of  over  a  half  million  people. 

“And  it  must  stay  ahead,”  said  the 
Oregon  Journal  as  it  took  the  responsibility 
and  leadership  in  arranging  for  a  “National 
Resources  Conference”.  The  Portland  Cham> 
ber  of  Commerce  joined  enthusiastically  as 
a  co-sponsor. 

For.  two  weeks  a  cross-section  of  com¬ 
munity  leaders — 400  strong  from  industry, 
agriculture,  business,  professions,  religion, 
education,  labor  and  key  Armed  Forces 
reserve  officers  —  went  “to  school”.  Port¬ 
land’s  meet  was  one  of  but  two  held  on  the 


Pacific  Coast  and  of  1 6  in  the  entire  country. 
Today,  an  important  metropolitan  area  and 
its  key  citizens  are  better  prepared  and 
ready  to  meet  any  future  emergency  with 
effective  manpower  and  economic  mobili¬ 
zation  due  to  Journal  leadership. 

Again,  a  vast  community  sees  its  only 
home-owned  newspaper.  The  Journal,  as 
the  newspaper  of  action... a  leader  in  far¬ 
sighted  planning,  preparedness  and  results. 
And  this  is  as  true  of  Journal  advertising  as 
it  is  on  the  “news  side”.  Prepare  your  cam¬ 
paigns  with  the  same  farsightedness.  The 
most  effective  advertising  schedules  include 
The  Journal.  Call  your  nearest  office  of 
O’Mara  &  Ormsbee  today  for  facts  and 
details,  « 


You  can't  sell  Portland  without .. . 

Tlie  Oregon  Journal 


EVENING  AND  SUNDAY 
Home-Owned,  Controlled,  Edited 

Nationally  ropfosonlad  by  O'MAKA  A  ORMSBEE,  INC.,  Offices  in  New  York,  Chicago,  Detroit,  San  Francisco  and  Los  Angeles 
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Rival  Paper 
Started  Amid 
Tax  Crusade 

Albion,  Neb. 

Jack  Lough,  editor  and  pub¬ 
lisher  of  the  Albion  News,  a 
weekly  published  since  1879, 
has  stirred  up  a  political  storm 
here.  And  one  immediate  result 
of  it  is  a  new  competing  news¬ 
paper. 

Mr.  Lough  gathered  signa¬ 
tures  on  a  petition  which  calls 
for  a  grand  jury  investigation 
into  the  policies  of  Boone 
County  Sheriff  Bernard  L.  II- 
lian  and  the  County  Board  of 
Commissioners.  The  editor  said 
he  will  file  the  petition  before 
the  next  District  Court  term 
which  begins  Oct.  22. 

Another  weekly  newspaper, 
the  Boone  County  Press,  began 
circulation  Sept.  20.  The  new 
weekly  is  published  by  Gail 
Shay  and  Mrs.  Mary  Jeanne 
.Miller,  co-publishers  of  the 
Cedar  Valley  Promoter  at 
Cedar  Rapids,  14  miles  south¬ 
west  of  Albion. 

Mr.  Lough,  a  director  of  the 
Nebraska  Press  Association, 
has  taken  issue  m  his  news- 


Brush- 


Moore 


newspapers 


dominate 


7  locally- 


influenced 


Ohio 


markets! 


Tt)«  Canton  Repository.  The  Marlon  Star. 
Tlie  Salem  Newa,  The  Steubenrllte  Herald' 
Star.  The  Portsmouth  Timet.  The  Ironton 
Tribune.  The  £att  Liverpool  Rerlew. 


paper  with  the  personal  tax  col¬ 
lection  policies  of  the  sheriff 
and  the  attitude  of  the  three- 
member  county  board. 

In  his  editorial  campaign, 
which  began  more  than  two 
years  ago,  he  has  said  that 
Sheriff  Illian  has  failed  to  col¬ 
lect  certain  personal  taxes  or 
to  levy  against  the  property  in¬ 
volved. 

Sheriff  Illian  called  his  re¬ 
cord  as  a  tax  collector  “good” 
and  said  the  delinquent  collec¬ 
tions  have  resulted  from  “the 
hard  times  around  here.” 

The  sheriff,  who  is  serving 
his  fourth  term,  called  Mr. 
Lough’s  petition  “a  grudge.” 
“He’d  better  be  ready  to  prove 
some  of  the  things  he’s  been 
saying,”  the  sheriff  declared. 

Countered  Mr.  Lough :  “We’ve 
begged  them  in  our  editorials 
to  sue  us  for  libel.” 

Mr.  Shay  said  the  Boone 
County  Press  will  be  “absolutely 
quiet”  on  the  county  contro¬ 
versy  and  “we’ll  put  out  as 
good  a  paper  as  we  can  for  the 
public.”  He  said  “hundreds”  of 
subscribers  in  the  rural  areas 
and  some  Albion  businessmen 
had  a.sked  him  and  his  co-pub¬ 
lisher  to  start  operations  in  Al¬ 
bion.  Most  of  the  requests,  he 
said,  have  come  in  the  past  six 
to  eight  weeks. 

The  Albion  News  has  a  circu¬ 
lation  of  about  3,000.  The  Cedar 
Valley  Promoter,  Mr.  Shay’s 
other  weekly,  is  about  625. 


Huntington  Papers 
Buy  More  Land 

Hu.ntington,  W.  Va. 

The  Huntington  Publishing 
Company,  publishers  of  the  Ad¬ 
vertiser,  the  Herald-Dispatch 
and  the  Herald-Advertiser,  has 
acquired  an  additional  80  front 
feet  on  Tenth  Street  immediate¬ 
ly  adjoining  its  present  real 
estate  holdings. 

The  property  has  been  ac¬ 
quired  in  connection  with  the 
company’s  previously  announced 
plans  for  early  expansion  of  its 
present  plant  and  production 
facilities. 

Earlier,  the  company  pur¬ 
chased  40  front  feet  on  Tenth 
adjoining  the  present  plant  of 
the  newspapers. 

Walker  Long,  general  man¬ 
ager  and  secretary  of  the  com¬ 
pany,  said  plans  for  the  plant 
addition  will  be  ready  within  a 
month.  The  expansion,  includ¬ 
ing  purchase  of  additional  press 
units  with  color  facilities,  will 
involve  expenditure  of  approxi¬ 
mately  $750,000. 

• 

Tabloid  Goes  to  5c 

Washington 

The  single  copy  price  of  the 
Washington  Daily  News, 
Scripps-Howard  tabloid,  was 
raised  from  4c  to  5c  on  Oct.  1. 
The  home  delivery  rate  remains 
at  25c  weekly.  Newsstand  deal¬ 
ers  get  a  half-penny  increase. 


Editor  Is  Ejected 
From  City  Council 

Hamilton,  Mo. 

Marion  Ridings,  editor  of  the 
Advoeate-Hamiltonian,  was  re¬ 
moved  from  a  city  council  meet¬ 
ing  a  second  time  in  a  continu¬ 
ing  feud  with  Mayor  V.  H. 
Spanswick. 

Mr.  Ridings  attended  a  spe¬ 
cial  meeting  of  the  council  and 
the  mayor  invoked  a  special 
ordinance  passed  Aug.  30.  The 
ordinance  empowers  the  mayor 
to  exclude  persons  from  council 
meetings.  Mr.  Ridings  said  he 
represented  the  press  and  re¬ 
fused  to  leave,  whereupon  a 
policeman  took  him  by  the  coat 
sleeve  and  escorted  him  to  the 
door.  He  was  ejected  from  a 
council  meeting  in  a  similar 
manner  Sept.  4. 

The  editor  has  filed  a  man¬ 
damus  suit  asking  that  city  of¬ 
ficials  be  forced  to  publish  a 
full  and  detailed  financial  state¬ 
ment. 


Secki^  Building  Purchase 

Cincinnati 

Pengo  Realty  Corp.,  New 
York,  sued  in  Common  Pleas 
Court  for  an  order  to  force 
sale  of  the  Cincinnati  Enquirer 
Building  to  it.  Petition  said 
Southern  Industries  and  Invest¬ 
ment  Co.,  Vernon  Manor  Hotel, 
owner  of  the  building,  made 
memorandum  agreement,  Aug. 
1,  1956,  calling  for  sale  of  the 
property  for  $2,775,830.24  and 
providing  that  William  J.  Wil¬ 
liams,  James  R.  Williams, 
Walter  E.  Schott,  Jr.  and 
Charles  J.  Schott,  owners  of 
the  1,012  shares  of  stock  in  the 
company  would  individually  and 
jointly  sell  all  their  stock  to 
Pengo.  The  Williams  brothers, 
each  owning  263  shares,  the 
suit  stated,  signed  the  agree¬ 
ment,  but  Schott  brothers,  after 
agreeing  to  the  terms  refused 
to  sign.  (The  Enquirer  is  pub¬ 
lished  in  rented  quarters  in 
this  structure,  has  a  lease  until 
1957  and  is  not  connected  with 
the  present  owners). 

• 

Deadlock  on  Guild 

Waterbury,  Conn. 

Members  of  Waterbury  Local 
of  the  American  Newspapei- 
Guild  employed  by  the  Water- 
bur  y  Republican  -  American 
Newspapers,  deadlocked  Sept. 
28  in  a  decertification  election 
conducted  by  the  National 
Labor  Relations  Board.  The 
vote  was  26-26.  Three  chal¬ 
lenged  ballots  were  impounded. 
Another  ballot  was  voided. 


Two  Of  Everything 

A  newspaper  screams  in  its  advertising:  "It  Takes 
Two  to  Cover  Chicogo." 

Well,  it  takes  two  dailies  to  cover  Central  Flor-  \ 

We've  both  of  them,  i 
one  morning,  one  evening. 

We  also  print  TWO  ' 
Sunday  magazines,  the  ' 
up-and-coming  Roto  Fam-  j 
ily  Weekly  and  Our  Very 
Own  Florida  Magazine.  | 
We  also  print  TWO  j 
Comic  Sections  .  .  .  But 
more  than  Twa  State  Edi¬ 
tions  .  .  .  We  Tailor-make 
10  Different  Editions 
Daily  to  Serve  10  Differ¬ 
ent  Areas  of  Cen,  Fla. 
with  custom-made  Pic¬ 
tures  &  Stories. 

All  of  that  is  why  the  Orlando  papers  have  put 
up  a  ROAD  BLOCK  against  Miami,  Tampa,  Jack¬ 
sonville  papers  which  we  lead  four  to  one  .  .  .  That 
is  combine  their  total  circulation  in  our  area  and 
we  beat  them  all  FOUR  TO  ONE. 

ORLANDO  [FLORIDA];  SENTINEL-STAR 

Martin  Andersen.  Editor  &  Sole  Owner  &  Ad  Writer 

Notional  Representatives  Burke,  Kuipers  &  Mahoney  i 
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J.  M.  HUBER  CORPORATION  •  INK  DIVISION 

Hillside  and  Bayonne,  N.  J.  *  SI.  Louis,  Mo. 

Chicago  (McCook)  and  East  St.  Louis,  Illinois 

Borger  and  Baytown,  Texas  *  Boston,  Moss.  *  Huber,  Go. 
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Here’s  how  Curtis  simplified 


Any  good  newspaper  becomes  a  better  newspaper  when 
it  adds  ROP  Color  to  its  news,  sports  and  editorial  fea¬ 
tures.  There’s  an  immediate  “sparking  up”  of  reader- 
interest  that  helps  increase  circulation,  readership  and 
profits!  Everywhere  people  are  color-conditioned  by 
magazines,  movies,  TV — and  the  many  other  media 
that  use  color  to  attract  reader  attention.  Today  — 
newspapers  must  add  color  to  compete... and  your  best 
approach  to  color  is  Curtis  ROP  Color!  Here’s  why... 


#  Time  is  the  essence  of  news  value!  With  Curtis 
ROP  Color  you  move  from  picture  to  press  run  in 
minutes,  while  the  news  is  still  hot! 


#  Curtis  ROP  Color  is  economical !  It  gives  you  tre¬ 
mendous  savings  in  production  costs  compared  to 
ordinary  color  methods. 


to  insure  striking  quality 
to  save  time  and  money 
to  stimulate  circulation  I 


%  And  most  important,  you  get  quality  reproduction! 
High  fidelity  color  and  tone  reproduction  assures 
maximum  eye-appeal  on  newsstands  and  in  the  home. 


You  get  color  pictures  from  black  and  white  film ! 
Using  ordinary  black  and  white  panchromatic 
film  — the  Curtis  One-Shot  Color  Camera  gives  you  three 
balanced  color  separation  negatives  ]  f 
ith  a  single  exposure ! 


directly  from  the  subject 
Precision  engineered  for  high  speed  newspaper 
spot  news,  sports  or  editorial  photography— the  Curtis 
direct  color  Camera  will  save  you  time  and  mon#y, 
hours  of  effort!  It’s  compact  and  light 
to  carry- easy  to  handle— simple 
to  use.  Available  in  two  models— the 
Curtis  4x5  Color-Scout  or  the 
2Vi  X  3'/i  Press  Special. 


TIm  Curtis  ROP  Color  System  is  simple  and  easy  to  use— 
and  It  is  explained  clearly  and  concisely  In  a  FREE  ROP 
color  booklet  which  will  be  sent  to  you  without  oblifation 
of  any  kind.  Mail  the  coupon  today  for  your  copy. 


CURTIS  LABORATORIES,  Inc. 

2718  Griffith  Park  Boulevard,  Los  Angeles  27,  California 


Please  send  free  booklet  "ROP  Color  Simplified.” 

Please  send  information  on  Curtis  one-shot  Color 
Camera. 


Produces  the  finest  possible 
color  separation  negatives 
from  color  transparencies... 
from  35mm  to  2V4'’  x  SVa". 
Complete  with  filters  and 
fully  corrected  tenses.  It  is 
not  required  when  Curtis 
one-shot  Color  Camera  is 
used. 


An  optical  device  using 
filters  and  mirrors  to 
produce  a  single  full- 
color  image  from  three 
black  and  white  sepa¬ 
ration  prints  or  proofs. 
Shows  clearly  the  need 
for  and  extent  of  any 
color  correction  required. 


Newspaper. 


Study  Shows  Paper’s 
Role  in  Reader’s  Life 

An  analysis  of  the  role  the  is  practical  and  for  immediate 
newspaper  plays  in  the  daily  use. 


lives  of  its  readers — some  of  it 
familiar,  some  of  it  revealingly 
new — is  presented  in  a  newly- 
published  report  by  the  Bureau 
of  Advertising,  ANPA. 

The  32-page  booklet,  titled 
“People  Speak  Their  Inner 
Minds  About  Newspapers,”  is 
ba.sed  on  a  motivation  research 
study  conducted  for  the  Bureau 
by  Social  Research,  Inc.  It  is 
believed  to  be  the  first  such 
study  to  be  made  by  a  whole 
medium  about  a  whole  medium. 

Conclusions 

Among  the  major  conclusions, 
drawn  from  interviews  with 
persons  in  all  social  classes,  are 
these: 

1.  People  identify  themselves 
with  the  community  through 
newspapers.  Within  the  news¬ 
paper’s  pages  are  contained  the 
daily,  d.vnamic  events  refiecting 
the  status  and  trends  of  the 
community. 

2.  The  newspaper  helps  main- 
t  a  i  n,  reinforces,  and  reflects 
the  rhythms  of  everyday  life 
within  the  community. 

3.  The  newspaper  helps  a 
person  guard  against  feeling 
isolated,  .  .  .  against  being  shut 
out  from  the  world  and  from 
the  local  community. 

4.  The  newspaper  represents 
authority  in  an  acceptable  form. 

o.  The  authority  of  the  news¬ 
paper  is  reinforced  by  a  belief 
that,  to  a  much  greater  extent 
than  media  which  use  the  per¬ 
ishable  spoken  word,  the  news¬ 
paper  is  somehow  accountable 
for  what  it  prints. 

6.  Teen-agers  take  the  news- 
paper  seriously.  Newspapers 
provide  one  of  the  avenues  of 
preparation  for  adulthood. 

7.  The  stereotyped  notion 
that  advertising  (in  all  media) 
is  persuasive  in  a  high-pressure 
way  ...  is  not  attributed  to 
newspaper  advertising.  The 
dominant  image  (created  by 
newspaper  advertising)  is  one 
of  satisfaction. 

8.  One  of  the  reasons  news¬ 
paper  advertising  functions  so 
successfully  in  relating  con¬ 
sumer  to  product  is  that  it 
provides  a  daily  record  of  eco¬ 
nomic  activity  and  fiuctuations. 

3.  Newspaper  advertising  is 
familiar,  .  .  .  has  a  strong  con¬ 
notation  of  immediacy.  .  .  .  The 
image  that  is  firmly  entrenched 
is  that  newspaper  advertising 

editor  a:  publisher 


Response  .4nalysis 

Departing  from  the  custom¬ 
ary  highly  technical  presenta¬ 
tion  of  such  research  findings, 
the  Bureau’s  quick  -  reading 
booklet  emphasizes  the  actual 
statements  of  persons  inter¬ 
viewed,  each  statement  illus¬ 
trated  by  a  bright  cartoon.  Fol¬ 
lowing  the  statement  is  the  re¬ 
search  organization’s  detailed 
analysis  of  the  responses  it  typ¬ 
ifies. 

Identification  of  the  news¬ 
paper  with  the  community  is 
evidenced,  for  example,  in  this 
statement  by  a  person  who  had 
moved  from  another  community: 

“As  a  newspaper  it  looked 
strange  to  me  the  first  time  I 
read  it.  But  now  that  I  know 
it,  it  is  a  good  newspaper;  prob¬ 
ably  now  that  I  know  it,  that 
makes  it  good.  Of  course,  now 
my  old  hometown  paper  looks 
funny  to  me.” 

Dependence  on  the  newspaper  j 
as  a  shopping  guide  is  indi- 
ated  by  a  housewife’s  state¬ 
ment  :  1 

“I  go  over  the  ads  every  day.  i 
It’s  part  of  reading  the  paper.  I 
I  like  to  keep  well  up  on  prices,  ' 
and  I’m  always  on  the  lookout  | 
for  clothes  buys,  what  with  i 
three  children.” 

Teen-agers,  according  to  the 
analysis,  depend  on  the  news¬ 
paper  for  “reassurance  that 
their  activities  and  interests 
are  in  line  with  acceptable 
standards”  as  well  as  a  means 
of  preparation  for  adulthood. 
One  teen-ager  told  the  inter¬ 
viewer: 

“Without  newspapers  there 
would  be  no  current  events  for 
school  and  that  certainly  would 
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retard  students.  And  if  people  of  the  full  text,  the  Bureau 
quit  reading  newspapers,  they  said,  are  available  on  request 
would  forget  how  to  spell  and  from  any  of  its  five  offices,  in 
go  backwards  instead  of  for-  New  York,  Chicago,  San  Fran- 
ward.”  cisco,  Detroit  and  Los  Angeles. 

Another  adolescent  said:  “I  It  was  announced  also  that  a 
think  everyone  should  read  a  filmstrip  version  of  the  booklet 
newspaper.  This  goes  for  the  material  will  be  made  available 
comics  as  well.  'The  comics  to  the  Bureau’s  member  news- 
teach  a  great  deal  about  how  to  papers  for  local  use. 
get  along  with  each  other  and 

we  can  all  profit  by  others’  Youths  Get  Pledge 
mistakes  while  we  laugh  at  it.”  Qf  Greater  Space 

604  Interviews  Yakima,  Wash. 

A  total  of  604  persons  in  Thirty-four  high  school  cor- 
three  cities  were  interviewed  in  respondents  and  their  journal- 
the  course  of  the  survey.  The  ism  advi.sers  heard  Publisher 
cities,  located  in  Iowa,  Kansas  Ted  Robertson  pledge  a  greater 
and  Ohio,  ranged  from  72,000  than  ever  interest  in  the  report- 
to  300,000  in  population.  ing  of  youth  news  when  the 

The  booklet,  approved  for  Yakima  dailies  posted  the 
publication  by  Dr.  Burleigh  B.  students  at  a  press  workshop 
Gardner,  executive  director  of  Sept.  22. 

Social  Research,  Inc.,  is  based  “Again  this  year  we  are 
on  a  complete  report  prepared  going  to  carry  once  a  week  a 
by  the  research  organization  roundup  of  youth  activities,” 
under  the  title,  “The  Functions  Mr.  Robertson  said.  “It  is  our 
of  Newspapers  for  Their  Read-  hope  for  the  future  to  carry 
ere.”  every  day  a  complete  youth 

Data  regarding  sex,  age  and  news  section.” 
social  class  distribution,  occu-  Mr.  Robertson  said  the 

pational  breakdowns  and  other  Yakima  Morning  Herald  and 
facts  about  the  respondents  are  the  Yakima  Daily  Republic  in- 
included  in  the  full  report.  tend  to  report  more  fully  the 

Both  the  booklet  and  copies  “good  things”  young  people  d*). 


Ohf  hotc  he  wishes  he  was  in  Peoria! 

Spacebuyer’s  sorrow  steins  from  overlooking  Peoria 
Journal  Star  s  99.7%  circulation  ratio  to  homes  in  Metro¬ 
politan  Peoria  where  income  is  $500,257,000*!  He  also 
missed  Peoria  Journal  Stars  on-the-spot  merchandising 
help:  1956  route  lists  for  grocery,  drug,  liquors  . . .  district 
checks  and  product  ranking  .  .  .  special-problem  help 
whenever  requested. 

Ward-Criffith  G>.,  Inc.,  national  representatives,  will 
happily  tell  you  more  about  Peoria  Journal  Star's  better- 
than-100,000  daily  circulation  and  the  expanding 
Peoriarea  it  covers. 

•from  Sales  Management  "1956  Survey  of  Buying  Power” 
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Reporters 
Uncover 
Vote  Fraud 


Pawtucket,  R.  I. 

Newspaper  reporters  turned 
investigators  and  headlines  have 
been  crackling  with  stories  of 
wholesale  fraudulent  voting. 

In  the  past  few  days,  six 
men  have  been  arraigned  on 
vote-fraud  charges,  growing  out 
of  alleged  irregularities  last 
week  when  the  Republicans 
held  their  primary.  The  Grand 
Jury  is  still  beckoning  voting 
officials  to  appear  before  it. 

Those  thus  far  arraigned  in¬ 
clude  the  Republicans’  acknowl¬ 
edged  leader  in  this  city,  his 
brother  who  was  the  warden  in 
the  voting  precinct  where  most 
of  the  shenanigans  appear  to 
have  occurred,  and  a  youthful 
aspirant  in  the  political  field 
who  once  sought  but  was  de¬ 
nied  Democratic  party  support 
for  a  council  seat  and  who  later 
joined  the  Men’s  Republican 
Club. 

The  latter  (and  a  brother-in- 
law)  were  the  first  to  be  ar¬ 
raigned  on  election  night  after 
he  was  challenged  as  he  sought 
to  vote  under  another  name  in 
a  precinct  where  he  was  not 
registered. 

Pawtucket  Times  news  ex¬ 
ecutives  became  suspicious  early 
that  the  two  arraignments  prob¬ 
ably  didn’t  even  scratch  the 
surface  and  sent  two  men  into 
the  field  seeking  leads.  Then  it 
developed  that  another  man, 
listed  as  having  voted,  had  been 
in  a  hospital  for  several  days 
and  had  not  been  released. 

At  the  same  time  that  the 
Times  was  mobilizing  its  re¬ 
porters  to  scour  the  neighbor¬ 
hoods  that  night,  the  Provi¬ 
dence  Journal  was  doing  like¬ 
wise.  A  police  check  was  begun 
simultaneously. 


The  results  were  amazing, 
even  to  veteran  reporters. 
Fifty-six  out  of  104  queried 
signed  affidavits  they  had  not 
voted.  The  Journal  reporters — 
in  some  cases  querjring  the  same 
persons — found  the  same  situ¬ 
ation. 

District  court  arraignments 
and  Grand  Jury  appearances 
followed  rapidly. 

The  two  papers  continued 
their  field  probe  in  other  wards, 
and  came  up  with  other  indi¬ 
cated  irregularities  but  nothing 
compared  to  the  Goff  School 
district  totals. 

Meanwhile  Mayor  Lawrence 
A.  McCarthy  directed  police  to 
make  a  city-wide  investigation, 
interviewing  every  person  whose 
name  had  been  scratched  off  the 
canvassers  list  as  having  voted. 
With  two  wards  still  to  go, 
police  (on  Sept.  27)  had  listed 
269  names  apparently  illegally 
crossed  off  as  having  voted. 


Two  Scholarship 
Winners  in  U.S. 


^Fiend’  Error 


T 


Dogg  Have  Their  Day 
All  Over  Front  Page 

Gaby,  Ind. 

It  was  nip  and  tuck  on 
the  news  desk  of  the  Gari/ 
Post-Tribune  Sept.  25  when 
it  was  decided  to  recognize 
National  Dog  Week.  A 
pleasant  picture  of  the  TV 
dog,  Cleo,  was  tucked  into 
three  columns  on  Page  One. 
And  then  along  came  what 
was  judged  the  be.st  local 
story  of  the  day:  A  rabid 
dog  bit  10  persons.  And 
that  provided  a  nippy  head¬ 
line. 


Two  winners  of  Inter  Ameri¬ 
can  Press  Association  scholar¬ 
ships  were  in  the  United  States 
and  ready  to  begin  their  studies 
this  week.  A  third  winner  was 
on  his  way  to  South  America. 

Miss  Maria  Luz  Marmcntini, 
winner  of  the  lAPA  New  York 
Times  Scholarship,  donated  by 
Arthur  Hays  Sulzberger,  ar¬ 
rived  from  Chile  for  a  year  of 
study  at  the  Graduate  School 
of  Journalism  at  Columbia  Uni¬ 
versity. 

Gregorio  Damian  Martinez, 
of  San  Francisco,  Cordoba, 
Argentina,  winner  of  the  lAPA 
Tom  'Wall&ce-Louisville  Times 
Scholarship,  is  in  Chicago  for 
a  year  of  study  at  the  Medill 
School  of  Journalism,  North¬ 
western  University. 

Richard  Vasquez  Solano,  of 
Chicago,  is  on  his  way  to  Quito, 
Ecuador.  Solano,  .an  American 
citizen  of  Mexican  extraction, 
won  the  lAPA  La  Prensa 
Scholarship,  donated  by  John  S. 
Knight,  president  of  the  Knight 
Newspapers. 


Made  Friends 


Los  Angelk 
A  typographical  error  which 
made  a  city  council  candidate 
a  “fiend”  instead  of  a  “friend” 
probably  helped  the  man  more 
than  it  hurt  him,  a  judge  ruled 
here  this  week. 


Superior  Judge  Roger  A. 
Pfaff  dismissed  a  $100,000  libel 
action  brought  by  Sam  Schul- 
man,  unsuccessful  candidate  for 
the  council,  against  Publisher 
Jerry  Deal  and  the  weekly  Wil- 
shire  Press. 


A  political  advertisement  in 
the  March  31,  1955,  edition  of 
the  paper  incorrectly  read,  “you 
need  a  fiend  in  the  city  coun¬ 
cil.” 


The  judge  said  he  thought 
the  publicity  that  resulted  from 
the  ad  and  from  the  subse¬ 
quent  suit  might  well  have  in¬ 
creased  Mr.  Schulman’s  chances. 
The  judge  pointed  out  that  Mr. 
Schulman  lost  by  fewer  votes 
in  the  1955  election  than  he  did 
when  he  ran  for  the  same  of¬ 
fice  two  years  previously. 


3  IS  etc  Teachers 


On  Minn.  Faculty 

Minneapolis 


600  ill  Press  Club 

Richmond,  Va. 

The  Press  Club  of  Virginia, 
up  to  almost  600  members,  has 
doubled  its  quarters  in  the 
Hotel  Jefferson.  Richard  W. 
Payne,  assistant  city  editor  of 
the  Richmond  News  Leader, 
has  been  president  of  the  Club 
since  it  began  three  years  ago. 


FOR  R.O.P.  COLOR  IT’S  THE  IMPROVED 


'Sdlfrca  PORTABLE  INK  FOUNTAIN 


TRIED,  PROVEN, 
GUARANTEED 


Why  more  newspapers  are  using 
CAPCO  Portable  Ink  Fountains 
for  ROP  Color 

OVER  BOO  IN  USE  IN 
OVER  200  NEWSPAPERS 
Writs  today  for  literature  .  .  . 


Petented 


CAPITAL  TOOL  and  Manufacturing  Co. 


5000  Calvert  Rd.,  College  Park,  Md. 


Phone  UNIen  4-7677 


Three  new  staff  members 
joined  the  faculty  of  the  Uni¬ 
versity  of  Minnesota  School  of 
Journalism  at  the  opening  of 
the  Fall  term. 

To  succeed  Professor  Lee 
Irwin  on  leave  of  absence,  John 
C.  Sim,  since  1946  co-publisher 
and  editor  of  the  East  Grand 
F  orks  weekly,  will  conduct 
courses  on  community  journal¬ 
ism  and  newspaper  manage¬ 
ment. 

Dr.  William  A.  Mindak,  re¬ 
tiring  research  advertising 
analyst  with  Foote,  Cone  and 
Belding  and  Tatham-Laird, 
Inc.,  Chicago  agencies,  will 
specialize  in  advertising  and 
communications  offerings. 

George  S.  Bush,  former  as¬ 
sistant  picture  editor,  Detroit 
Free  Press,  one-time  reporter 
and  feature  writer,  Detroit 
News  and  San  Francisco  Ex¬ 
aminer,  and  until  recently  co¬ 
publisher  Carmel-Pacific  Publi¬ 
cations  in  California,  will  offer 
courses  in  pictorial  journalism, 
report'ng  and  editing. 


Plan  Suburban 
News  Coverage 


Cleveijlnd 


The  Cleveland  Press  has  an¬ 
nounced  plans  for  intensive 
coverage  of  the  city’s  vast  sub¬ 
urban  area,  with  a  photog¬ 
rapher  assigned  full-time  to 
suburban  developments. 

Ben  Marino,  head  of  the  sub¬ 
urban  staff,  .said  the  staff  ha.s 
been  increased  and  the  paper 
has  set  up  an  open  page  daily 
to  carry  suburban  desk  news. 
With  a  split-run  operation  in 
the  press  room,  this  page  will 
be  made  over  each  edition  so 
that  stories  referring  to  a  cer¬ 
tain  suburb  will  appear  in  the 
edition  delivered  to  that  suburb. 

The  Press  has  announced 
seven  editions  daily  under  the 
new  schedule.  Some  of  these 
editions  are  make-overs  for 
changing  suburban  news. 


Srbool  Advisors 


Edit  Page  Changed 

Hartford,  Conn. 


The  Hartford  Times  has 
changed  its  editorial  page  for¬ 
mat,  using  large  typeface.  Edi¬ 
torials  are  doubled  up  on  three 
columns. 


Lincoln,  Neb. 

A  six-man  advisory  commit¬ 
tee  has  been  appointed  by  the 
Nebraska  Press  Association  to 
help  the  University  of  Nebraska 
School  of  Journalism  strengthen 
its  weekly  sequence.  Activities 
of  the  committee  will  range 
from  student  recruitment  to  a 
review  of  course  content  and  i 
facilities. 
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"AN  . 
EXCLUSIVE 
NEWSPAPER 
ADVERTiaR’ 


and  BUCK  magic  captures 
Canadian  market! 


IT  ALL  BEGAN  in  1949,  when  the  famous 
English  chocolate  manufacturers— 
Rowntree  and  Co.,  Ltd.— introduced 
their  quality  “Black  Magic”  boxed 
chocolates  to  the  Canadian  consumer. 
The  “Black  Magic”  theme  is  one  of 
romance,  subtle  and  delicate,  befitting 
a  prestige  product.  So  Rowntree 
decided  to  take  the  “Black  Magic” 
story  to  Canadians  through  strong 
daily  newspaper  campaigns.  Within  a 
few  months  it  was  obvious  that  Eng¬ 
land’s  finest  was  becoming  Canada's 
favourite.  Today,  not  quite  seven  years 
later,  Rowntree  report  a  sensational 

717%  SALES  INCREASE 
FOR  ’'BLACK  MAGIC” 

IN  CANADA! 

A  magic  story  but  definitely  not  a 
mystery!  For  all  the  way  along  “Black 
Magic”  sales  were  stimulated  and  the 
market  broadened  with  the  black-and- 
white  magic  of  advertising  campaigns 
EXCLUSIVELY  IN  THE  DAILY 
PRESS. 

This  ability  to  reach  ALL  of  the 
people  is  the  overwhelming 


CENTRE  OF  INTEREST 

Strawberry  Cup,  Chocolate  Nut,  Truffle  and  Nougat, 
Orange  Cream,  you  enjoy  thrive  different  delirioua- 
Iv  inlereMing  centres  in  e>ery  box  of  Black  Magic 
Chocolates!  uch  mouth-watering  centre  it  lavishly^ 
cupped  in  Rowntrees*  famouis  rich,  dark  chtN-olate. 
Eacn  it  the  chosen  favourite  of  3,000  people! 
Yet  these  choicest  of  chocolates  cost  no  more 
than  ordinary  candy,  because  Rnwntrees  pul  all 
the  emphasis  on  the  chocolates  and  package  them 
simply  in  a  sleek  black  box.  Next  time,  choose 
Black  Magic  Chocolates. 

CNGUND'S  FINEST  CHOCOUTES 


advantage  that  puts  the  daily 


newspaper  'way  out  in  front  as 
the  prime  advertising  medium." 


Lmumms  f0ee  kmttrr.crtsm  fiHing. 
mettled  deeP  imtidt  m  thick  creuent  ef 
mperh  dari  checelmte.  Ce/fee  Cremm  is 
Just  erne  ef  the  tu-elt  e  tempting  tenirtt 
im  BUck  Mmgic  Checelates. 


BLACK  MAGIC 


I7  ROWNTREE 


Contact  the  advertising  managers  of  your  local  newspapers.  Let 
them  show  you  how  daily  newspaper  advertising  gives  you  COM¬ 
PLETE  coverage  of  ALL  the  people  who  buy  your  product. 


Rowntree  advertising  in  Canada,  as 
in  EngUtnd,  is  handled  by  J.  Waiter 
Thompson  Company  Ltd. 


Canadian  Daily  Newspaper  Publishers  Association 


55  Univartity  Avanua  •  Toronto  1#  Ontario  •  I.  H.  Macdonald,  Oanaral  Managar 


AKRON  lEACON  JOURNAL  •  ATLANTA  JOURNAL  AND  CONSTITUTION 
COLUMRUS  DISRATCH  •  DCNVER  POST  •  HOUSTON  CHRONICLE  •  INDIANAPOLIS  STAR 
LOUISVILLE  COURIER- JOURNAL  •  NEWARK  NEWS  •  NEW  ORLEANS  TIMES  PICAYUNE  STATES 
PHOENIX  ARIZONA  REPURLIC  •  ST.  LOUIS  CLORE  DEMOCRAT  •  TOLEDO  RLADE 

TOTAL  CIRCULATION  OVER  3,238,000  COPIES  WEEKLY 

FOR  MORI  INFORMATION  ob«wt  Ihvtt  wetkiy  newspo^tf  provurt  mopotin^i,  confocf  •n«  •!  Ifct 
f•tlowin9  rtprcitnlalivtt:  Th«  Rfonbam  Compony,  Cretmy,  A  Woodword,  Inc.,  Jonn  A  KtIUy,  Inc., 
Knily-Smirii  C*.,  Molonny,  Regan  A  Schmllt,  Inc.,  O'Maia  A  Ormibee,  Inc.,  Scelata,  Meekec  A 
Scan,  Inc.,  Slaiy,  Rcaoki  A  Finley,  Inc. 
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lives  you  a  Sales  Punch 

I  Solid  as  the  Rocky  Mountain  Empire  it  covers! 


When  you  advertise  in  Empire,  the  Magazine  of  The  Denver  Post,  you’re  talking 
to  61  per  cent  of  the  725,000  families  in  a  122-county  area  as  big  as  all  outdoors. 

Big,  too,  in  retail  sales  with  an  annual  total  of  almost  three  billion  dollars.  Buying 
Power?  Plenty  of  it,  partner!  This  Rocky  Mountain  Empire  has  a  spendable  income  of 
$3,669,886,000. 

There’s  good  living  in  the  Rocky  Mountain  West  .  .  .  and  you’ll  find  it  mirrored 
in  the  pages  of  Empire.  That’s  why  this  locally-edited  magazine  catches  the  interest 
of  the  entire  family  and  motivates  buying  action  in  homes  all  over  Colorado  and  Wyo¬ 
ming,  and  in  big  chunks  of  five  neighboring  states. 

Want  proof  of  Empire’s  solid  sales  punch?  Ask  an  Empire  advertiser.  He’ll  say 
something  like  this  .  .  . 


Results  for  Denver  Retailers! 

“We  have  been  the  largest  advertiser  in  Empire 
since  its  first  issue.  Obviously,  we  have  strong  faith 
in  its  capacity  to  bring  results.  It  draws  from  an 
enormous  geographical  area.  Our  plans  are  to  con¬ 
tinue  using  it  in  a  major  way  in  1957.” 

DAVID  TOUFF,  Geuetal  Mtatter 
The  May  Company.  Denver.  Colorado 


Empire’s  brilliant  colorgravure 
has  drama,  warmth  and  eye-appeal! 

It  makes  busy  people  stop  .  .  .  and  look. 
Colorgravure,  as  you  see  it  in  Empire, 
stops  the  reader's  roving  eye  and  focuses 
it  where  you  want  it  ...  on  your 
advertising  message. 


Results  for  National  Advertisers! 

“The  Beatrice  Foods  Company  will  use  more 
space  advertising  Meadow  Gold  products  in  Empire 
in  1956  than  ever  before.  This  is  a  result  of  the 
tremendous  success  we  enjoyed  from  a  campaign 
that  ran  in  Empire  early  in  the  year.  The  magazine 
has  great  buying  influence  over  a  wide  area.” 

GEORGE  KALL,  Colorado  Manattr 
Bcatrict  Foodi  Company,  D.nvcr,  Colorado 


See  you  in  Empire  .  .  .  soon! 

It's  a  “best  seller”  in  America's  Greatest 
Regional  Market! 
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Maurice  Magliola,  sports 
editor,  Stamford  (Conn.)  Advo- 
cate,  recuperating  from  surgery 
— to  be  given  January  testi¬ 
monial  dinner.  j 


John  Cai.lahan,  advertising 
director,  Hartford  (Conn.) 
Times;  John  Coughlin,  adver¬ 
tising  director,  Hartford 
(Conn.)  Courant;  and  BiCE 
Clemow,  president  and  pub¬ 
lisher,  West  Hartford  (Conn.) 
News — elected  directors  of  the 
West  Hartford  Chamber  of 
Commerce. 

2  NEA  Members  John  Kottman,  advertising  *  •  ♦ 

W  It’  r  manager  of  the  Daily  Iowan,  Dan  Johnson,  former  news 

Win  "ark  Contest  student  newspaper  —  appointed  editor  of  the  Brookings  (S.D.) 

First  prize  winner  of  the  advertising  and  marketing  in-  Register — joined  the  Huron 
National  Editorial  Association  structor  in  the  School  of  Jour-  (S.D.)  Daily  Plainsman  as  as- 
members  contest  to  promote  nalism  and  College  of  Commerce  sociate  editor. 

Kentucky  State  Parks  was  the  State  University  of  Iowa.  ♦  *  * 

Stafford  (Kans.)  Courier,  E.  A.  *  ♦  ♦  Robert  O.  Jameson  —  ap- 

Briles,  editor.  William  Falk,  formerly  with  pointed  telegraph  editor  of  the 

Second  prize  went  to  the  Stamford  (Conn.)  Advocate  Dallas  (Texas)  Morning  News 
Wakefield  (Mass.)  Daily  Item,  and  Bridgeport  (Conn.)  Post —  Robert  E.  Moore — new  assist- 
Cyrus  Dolbeare,  editor.  joined  writing  staff,  Leo  Miller  ant  telegraph  editor. 

Both  editors  were  part  of  a  Associates,  public  relations 
group  of  NEA  members  who  firm, 
toured  Kentucky  and  various 
state  parks  this  summer.  a 


SPRINGFIELD  VISITOR— Hotel  Abrahai _ 

a  party  given  by  executives  of  the  Copley  Press,  Inc. 

Vice  President  Richard  M.  Nixon  _ 

capital.  Left  to  right:  Albert  P.  Mayer,  managing  editor  of  the  INI _ 

State  Journal;  F.  S.  Haynes,  publisher  of  the  State  Journal  and 
Register;  Mr.  Nixon;  John  L  Satterlee,  assistant  to  the  publisher;  and 
James  A.  Armstrong,  managing  editor  of  the  Register. 


Lincoln  was  the  setting  for 

_  in  honor  of 

on  his  recent  visit  to  the  Illinois 
linois 


FORM  which  won  her  first  prize 
in  the  women's  division  of  TV 
Guide's  golf  tournament  is  dis¬ 
played  by  Mrs.  Walter  H.  An- 
nenberg  for  the  benefit  of  Rob¬ 
ert  McGredy  of  the  Philadelphia 
Bulletin's  station,  WCAU-TV,  at 
Llarnerch  Country  Club.  Mrs.  An- 
nenberg's  husband  is  president  of 
Triangle  Publications  (TV  Guide 
and  Philadelphia  Inquirer). 


Joe  Murray,  makeup  editor 
of  the  Dallas  (Texas)  Morning 
News — resigned  to  accept  an 
advertising  agency  position. 
John  R.  Puckett,  assistant 
makeup  editor  —  promoted  to 
makeup  editor. 


Leonard  C.  Joyce,  reporter. 
New  Britain  (Conn.)  Herald  — 
promoted  to  city  hall  reporter 
and  political  writer. 


Joseph  H.  Ball,  former 
member  of  the  Philadelphia 
(Pa.)  Inquirer  promotion  staff 
— opened  his  own  public  rela- 
R  A  Y  Baumgardner,  INS  tions  and  advertising  agency. 
Southwestern  Division  manager  ^  ^ 

— recently  celebrated  his  70th 

birthday  and  more  than  50  years  Charles  W.  Edgar,  Jr.,  mem- 
in  newspaper  work.  Springfield  (Ohio) 


Azbell 


Joe  Azbell,  city  editor  of 
the  Montgomery  (.\la.)  Adver¬ 
tiser-Journal  since  1951  —  ap¬ 
pointed  to  the  newly-created  po¬ 
sition  of  sales  promotion  di¬ 
rector.  Robert  Uhlich,  assist¬ 
ant  to  the  national  advertising 

manager — promoted  to  national  w.  E.  Blair — assumed  his 
advertising  manager.  duties  as  local  advertising  man- 

*  *  ♦  ager  of  the  AmeHcus  (Ga.) 

Lee  W.  Shaver,  formerly  Times-Recorder  after  returning 

with  the  Anderson  (N.  C.)  In-  from  the  army, 
dependent  and  Daily  Mail —  *  *  • 

named  circulation  manager  of  Charles  F.  Carson,  execu- 
the  Iredell  (N.  C.)  Morning  tive  editor  of  the  Yakima 

News.  (Wash.)  Daily  Republic  and 

*  *  *  Morning  Herald  replaces  Tom 

Henry  J.  Schmitt,  editor  Potwin  as  chief  of  the  editorial  Tiblii 

and  publisher  of  the  Aberdeen  pages.  Mr.  Potwin  accepted  a  named  vu 

(S.  D.)  American-N ews — ap-  public  relations  assignment  for 

pointed  a  member  of  the  Small  Lt.  Gov.  Emmet  L.  Anderson.  Prentiss 
Business  Administration’s  Na-  Justus  M.  Thomas — named  as-  capitol  bure 
tional  Council  of  Consultants,  sociate  editor  of  the  dailies.  Ray  ham  (Ala.) 

*  •  ♦  Ruppert,  reporter — named  man-  Miss.  —  nani 

Louis  B.  Seltzer,  editor  of  aging  editor,  journalism  ; 

the  Cleveland  (Ohio)  Press  to  *  *  *  He  replaces 

hold  an  “autographing  party’’  Paul  Thomp.son,  Son  An-  feature  and 
for  his  new  book,  “The  Years  tonio  (Tex.)  News  columnist —  the  Jackso 
Were  Good.”  named  associate  editor.  Times,  who 


Does  the  Ballplayer  Wear 
a  Rabbit’s  Foot? 

He  may  say  it’s  for  luck  enough 
to  get  him  into  a  series  with  the 
Yanks.  But  primitive  man  wore 
animal  amulets  through  faith  in 
sympathetic  magic.  He  believed 
their  qualities  he  admired  would 
rub  off  on  him  —  a  necklace  of 
bear  claws  would  magically  make 
him  rugged  as  the  bear,  a  rabbit’s 
foot  fleet  as  a  hare. 

Even  father  said,  sop  up  beef 
juice  and  we’d  grow  “strong  as 
a  bull.”  So  the  ball  player  really 
wears  his  charm  to  make  him 
“quick  like  a  rabbit”  around 
the  bases.  JOHN  EMERY 
O  1956,  JOHN  EMERY  Ent.,  Inc. 

*7  ^  f*"**"*  with 

20  SIDNEY  PLACE.  BROOKLYN  1.  N.  Y. 


mention 


Robert  Wood  Opens  Elect  CM  President 
PR  Firm  in  Chicago  Biloxi 

Chicago  William  R.  Tracy  of  New 
Robert  W.  Wood,  former  Orleans  (La.)  Item  was  elected 

David.  L.  Connors,  manag-  president  of  the  Southern  Cir- 

j-t  *  *.u  r  11  /»»  V  announced  the  establishment  of  culation  Man- 

ing  editor  of  the  Lot.eH  (Mass.)  ^lic  relations  firm  of  AssS- 

S««  -an  honorary  degree  of  R^^ert  W.  Wood  &  Associates.  ?ifn  at  the  rl 

Doctor  of  Science  from  Lowell  *  , 

Technological  Institute.  ^  WnrM  ( ®  ’ 

®  *  ,  *  man,  Mr.  Wood,  prior  to  World  ,  meeting.  He 


the  staff  of  the  Hutchinson 
(Kas.)  News-Herald — to  man¬ 


aging  ejtorship  of  the  Garden  assistant  to 

City  (Kas.)  Telegram,  sue-  chief  of  Naval  Personnel, 
ceeding  Rick  Dalton,  who  ^ater  he  was  engaged  in  labor 
moves  to  the  Topeka  (Kas.)  relations  for  the  American 

Stette  J  OtlVflCll, 


announced  the  establishment  of  culation  Man* 

the  public  relations  firm  of  agers  Associa- 

Robert  W.  Wood  &  Associates.  tion  at  the  re- 

A  former  Chicago  newspaper-  /  cent  annual 

man,  Mr.  W’ood,  prior  to  World  ; meeting  He 

PAUL  murphy,  formerly  on  1"  rom  3#  P.l" 

o  ofoff  nf  tLo  t^^ctor  for  the  Borden  Com-  Cameron  of  the 

r  !  i  J  Hutchinson  midwest.  As  a  Naval  Re-  Kno  x  ville 

_ _ t  *U„  Captain,  he  served  during  gtf  M  (Tenn.)  News- 

the  war  as  special  assistant  to  A  Sentinel. 

the  Chief  of  Naval  Personnel.  HLJL  Other  officers 

Later  he  was  engaged  in  labor  elected  were 

relations  for  the  American  William  R. 

Newspaper  Publishers  Associ-  Cummins,  Pensacola  (Fla.) 


Ervin  Parkins,  city  editor  .  *  *  5^*7 

of  the  Beekleij  (W  Va  I  Post-  dent;  Edward  E.  Mullis,  Co- 

H.r„M_iolnod  the  ;i.ff  of  the  An^ta  '“"‘“a” 

/M  r*  \  tin  ,.r„n  chsirman  of  the  Los  Angeles  second  vicepresident;  J.  D. 

rpnln^pH  hv  B  «?  Pai  AiT-ivv  Newspaper  Publishers  Associ-  Maddox,  Selma  (Ala.)  Times 
wirl  p/iitpy  nf  ttip  Pn«t ’  direct  the  planning  Journal,  third  vicepresident; 

TT  ,j  '  And  organization  of  a  World’s  Robert  Suddreth,  Chattanooga 

■  *  *  *  Fair  centennial  Exposition  in  (Tenn.)  Times,  secretary;  and 

Portland  in  1959.  D.  R.  Wood,  BiVmin.^fcam  (Ala.) 

J.  Richard  Toren,  UP  bu-  News  and  Post-Herald,  treas- 


RECEIVES  AWARD-James  G.  repiaceu  uy  d.  o. 

Stahiman  pu  bllsher  of  the  Nath-  former  wire  editor  of  the  Post¬ 
villa  (Tenn.)  Banner  and  prasi-  Herald, 
dent  of  the  Inter  American  *  •  * 

Pratt  Attociafion  «ill  receive  the  j  Richard  Toren,  UP  bu- 
Americat  Award  for  1956  on  manager  at  Charleston, 

Oct.  12  for  outstandinq  service  -nr  j  a.  . 

by  a  private  citizen  to  inter-  W.  Va.  —  named  state  news 
American  friendthip  and  accord,  manager.  He  is  succeeded  by 
The  award  dinner  in  New  York  FRED  L.  FerRIS. 

City  it  tpontored  by  the  *  ♦  * 

Americat  Foundation  at  a  talute  EVE  JOLLY  Debes — reporting 
to  the  Inter  American  Prett  At-  the  “Culinary  Olympics”  from 
toeiation.  Frankfurt,  Germany  for  the 

plnd  Int  San  Francisco  (Calif.)  Ex- 


Jacquelyn  Eves,  reporter 
for  the  Illinois  Sta*e  Journal  at  Joel  Vance,  on  tl 
Springfield — resigned  to  accept  gomerij  (Ala.)  Jown 
a  similar  position  with  the  To-  .staff — in  the  air  force 
peka  (Kas.)  Sfofc  Journal.  *  *  * 


Theodore  Koslow,  former 
financial  editor  of  INS — be¬ 
came  a  registered  representa¬ 
tive  with  the  N.  Y.  Stock  Ex¬ 
change  firm  of  John  Muir  & 
Co. 


John  E.  I^ice,  assistant  to  John  P.  Dwyer  has  become 


•nal  at  Joel  Vance,  on  the  Mont-  Walter  R  Rauck  circulation  d  //  i 

accent  aomeru  (Ala)  Journal  news  ^  i.  ^  music  critic  for  the  Buffalo 

::T-  S-  n  he  a  rtc?  (N.Y.)  Evening  News.  Daniel 


iTt-in  tne  air  lorce.  Prc.ss— promoted  to  circulatmn  Go-iTLiEB— named  reporter. 

manager.  Charles  A.  Fox,  city 

R.  M.  Buchanan  celebrated  g^jgg  manager  for  the  Press —  •  »  * 

e  completion  of  15  years  with  named  assistant  to  Mr.  Price.  Owen  E.  Landon,  JR. — ap- 
e  Dallas  (Tex.)  Morning  .  .  .  assistant  sales  manager 

ews  on  Oct.  1.  He  joined  the  ARTHim  Dorazio,  former  roto  of  the  Julius  Mathews  Special 


Norman  J.  Rubin,  formerly  the  completion  ^  lo  years  with  named  assistant  to  Mr.  Price.  Owen  E.  Landon,  JR.— ap- 
with  Meriden  (Conn.)  Record-  ^  ^  4.  *  *  *  pointed  assistant  sales  manager 

Journal  — named  assistant  di-  joined  the  ARTHUR  Dorazio,  former  roto  of  the  Julius  Mathews  Special 

rector,  Yale  University  News  PaP®r .  as  an  advertising  man-  assistant  city  edi-  Agency,  newspaper  representa- 

bureau.  Steve  Kezerian,  ex-  r Tpv  I  Detroit  (Mich.)  Free  tives. 

Hartford  (Conn.)  Courant  re-  Press— named  assistant  sports  •  *  * 

porter  heads  the  bureau  vicepresident  of  A  William  F.  Chapman, 

^  ’  ■  H.  Belo  Corporation,  the  News  assistant  city  editor— to  head  Mark  Ridgeon,  formerly 

publishing  company.  city-county  building  bureau,  with  Reuters  in  London — joined 

Syd  Stoen,  resort  news  t,  *  *  !.  Dale  Nou.se,  Russell  Mac-  the  staff  of  British  UP  in  To- 

photographer,  Atlantic  City,  Fadden,  John  Driver— to  as-  ronto. 

N.  j.— elected  president  of  the  and  Wichita  Falls  (Tex.)  gj^y  editors.  (Continued  on  page  58) 

Press  Club  of  Atlantic  City,  News— doing  a  football  - - 

succeeding  Joe  Grossman,  local  roundup  column  in  Sports  Il’us- 

wire  service  correspondent.  He’s  a  son  of  Dan  VAIID  lOUl 

Samuel  WiNETT,  editorial  page  Parker,  New  York  Mirror  WAICII  TUUK  IlNIjLISn  • 

editor  of  the  Atlantic  City  sports  coluinnist.  ^ 

(N.  J.)  Press,  named  first  vice-  /t2  •  Li  /f2  •  P  ^TS  -P  D  - 

president.  Harold  Lee,  city  edi-  Mel  Adams,  formerly  ad-  u3nef,  olJatl^  (o^uiz 

tor  of  the  Ocean  Ci(j/  (N.  J.)  ^ertising  manager,  general 

Sentinel-Ledger — named  second  rnanager  and  co-pub  isher  ^esh  ^karpend  IaJUa 

vicepresident.  Arthur  G.  the  M^mstown  (Tenn.)  r 

Walker  and  William  C.  Boyer,  .  a®®  It«,  nk.  ■  emme,  and  it  keep,  yoar  Enclidi  in  rood  repair  at  It 

former  resort  newsmen  _  re-  ^’®'ng  manager  of  the  Daily  entertaint.  AdolU  and  yoonrttert  alike  are  anxloet  to  tee  “how 

elected  secretary  and  treasurer,  ^nnion,  student  newspaper  at  many  they  can  r*t  rirht”  at  the  daily  qniuet  ranse  from  tpeiiinr.  to 


respectively. 


the  State  University  of  Iowa. 


Frank  McArdle,  former 
Tom  Raines,  Bella  Kelly  courthouse  reporter  for  the 

and  Damon  Runyan,  Jr.,  of  Montgomerr^t  (Ala.)  Advertiser 

the  Miami  (Fla.)  News  —  — to  the  New  Orleans  (La.) 

started  new  local  columns.  Item. 
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WATCH  YOUR  ENGLISH! 

i^riqkty  Crieff  Quiz 

^caIa  Skiii,  SliarpenA  ^M/Ua 

It’a  like  a  came,  and  It  keepa  yonr  EncHth  in  rood  repair  at  it 
entertaint.  Adnltt  and  yonnettera  alike  are  anxiona  to  tee  “how 
many  they  can  ret  rirht”  at  the  dally  qnizzet  ranre  from  tpcUlnr,  to 
rrammar.  to  word  meaninr.  etc.,  in  achednled  variety. 

Phone  or  Wire  for  Samples,  Terms 

THE  REGISTER  AND  TRIBUNE  SYNDICATE 

Dee  Moinea  488  Madiaon  Are..  N.  T.  C. 
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Personal 

{Continued  from  page  o7) 


Derrick  Millikan 


Richard  V.  Derrick,  wire 
and  sports  editor  of  the  Luding- 
ton  (Mich.)  Daily  News — to  the 
Grand  Rapids  (Mich.)  Herald. 

*  ^ 

Mona  Millikan,  schools  and 
church  reporter  for  the  Topeka 
(Kas.)  State  Journal — has  been 
accepted  as  a  candidate  for  the 
Methodist  foreiprn  missionary 
service. 

if  *  if 

Richard  Hubbell,  formerly 
with  the  Klamath  Falls  (Ore.) 
Herald  and  News — to  the  Ya¬ 
kima  (Wash.)  Herald  and  Re- 
/nthlic. 

*  *  * 

CoRiNNE  Woodard,  national 
advertising  department.  Eureka 
Newspaper.s,  Inc.  —  to  women’s 
page  editor,  Eureka  (Calif.) 
Humboldt  Times,  succeeding 
Dianne  Anderson,  resigned. 

*  a  a 

Ernest  P.  Bick.nell,  adver¬ 
tising  staff,  Hayward  (Calif.) 
Review — also  named  promotion 
manager. 

«  ♦  « 

Jerry  Woods  and  Frank 
Nelson — joined  the  photogra¬ 
phic  staff  of  the  Albuquerque 
(N.M.)  Journal.  M.VRY  Badgley 
— now  on  editorial  .staff  of 
Albuquerque  Journal. 


Joseph  C.  Gomes,  Honolulu 
(T.H.)  Star-Bulletin  circulation 
manager  —  appointed  Hawaii 
chairman  of  the  International 
Circulation  Managers  Associa¬ 
tion’s  observance  of  Newspaper- 
boy  Day. 

*  «  * 

IR.MA  Adele  Winkel  of  the 
garden  staff  of  the  Clevelamd 
(Ohio)  Plain  Dealer — married 
to  William  K.  Bartell. 

*  *  * 

Walter  A.  Steigleman  — 
granted  an  additional  leave  of 
absence  from  his  post  as  an 
associate  professor  of  Journal¬ 
ism  at  the  State  University  of 
Iowa  to  continue  as  editor  of 
the  Chester  (Pa.)  Times,  until 
next  June  80. 

*  *  * 

Paul  McMahon,  reporter  for 
the  Milwaukee  (Wis.)  Journal 
— appointed  travel  editor,  re¬ 
placing  Clifford  Butcher,  who 
is  being  given  another  assign¬ 
ment. 

♦  ♦  « 

David  Erlandson,  former 
classified  advertising  director 
for  the  Wausau  (Wis.)  Record- 
Herald — named  business  man¬ 
ager  of  the  Lake  Orion  (Mich.) 
RevievK 

«  *  * 

Daryl  Lembke — named  Or¬ 
ange  county  editor  for  the  Long 
Beach  (Calif.)  Independent  and 
P  r  e  s  s  -  T elegram,  replacing 
Bert  Resnick  who  returned  to 
the  Long  Beach  office  to  fea¬ 
ture  writing. 

*  *  * 

Bert  J.  Abraham,  publisher 
of  the  Bellflower  (Calif.)  Her¬ 
ald-Enterprise — named  one  of 
the  state’s  32  Republican  Presi¬ 
dential  Electors. 

*  *  * 

Herb  Dower,  sports  editor  of 
the  Sebastopol  (Calif.)  Times 
—  named  editor,  succeeding 
Donald  Canter  who  resigned 
to  join  the..  San  Francisco 
(Calif.)  News  as  feature  writer. 


-ALL  N€IUS  IS  LOCAL  I  I 


There’s  a  local  angle  in  every  news  story— whether  the 
dateline  is  Washington,  Suez  or  Timbuktu.  NEWS 
TIPS  helps  pinpoint  that  angle  and  gives  overbusy 
editors  an  inexhaustible  supply  of  news  and  feature 
leads.  Write  or  wire  today  for  details  about  this  unique 
weeklv  service. 


1  ff  orUi  n  l.^atitntt  Iruleperuirrxt  >\nJu  air 

GENERAL  FEATURES  CORP 


William  Dinwoodie,  church 
editor  of  the  Cleveland  (Ohio) 
News — awarded  an  honorary 
degree  of  doctor  of  humanities 
by  the  Monrovia  College  and  In¬ 
dustrial  Institute  of  Liberia. 

*  *  * 

Leonard  M.  Perryman,  for¬ 
mer  reporter  for  the  Marshall 
(Mo.)  Daily  Democrat-News — 
elected  an  associate  director  of 
the  News  Service  department  of 
the  Board  of  Missions. 

*  *  * 

Frank  Hruby,  Jr.,  head  of 
the  music  department  at  Uni¬ 
versity  School  in  Cleveland — 
replaces  Arthur  Loesser  as 
music  critic  of  the  Cleveland 
(Ohio)  Press. 

*  *  * 

Michael  Hoffman,  Euro¬ 
pean  economic  correspondent  of 
the  New  York  Times — named 
director  of  the  Economic  De¬ 
velopment  Institute  of  the  In¬ 
ternational  Monetary  Fund  and 
the  International  Bank  for  Re¬ 
construction. 


Powers  Daley 


Frank  B.  Powers,  formerly 
advertising  director  of  the 
Knoxville  (Tenn.)  News-Senti¬ 
nel  —  named  business  manager 
of  the  Scripps-Howard  daily. 
Roger  A.  Daley  moves  up  from 
manager  of  general  advertising 
to  advertising  manager.  As 
business  manager  Mr.  Powers 
succeeds  Myron  G.  Chambers. 
who  continues  as  president  of 
the  publishing  company. 

*  *  • 

James  Echoles,  journalism 
graduate  of  the  University  of 
Missouri  and  ME  of  the  Coving¬ 
ton  (Va.)  Virginian — married 
to  Juanita  Gay  of  the  Roanoke 
(N.C.)  Daily  Herald.  Sanford 
Moss — joined  the  Virginian  as 
sports  editor  succeeding  Bill 
Brill  —  resigned  to  join  the 
Roanoke.  (Va.)  Times  sports 
department. 

«  «  « 

William  Jacobs  —  to  night 
police  reporter  for  the  Buffalo 
(N.Y.)  Evening  News.  He  .suc¬ 
ceeds  Martin  O’Neill,  who 
joined  the  Buffalo  (N.  Y.) 
Courier-Express. 


Oklahoma  Scholar 
Program  Started 

Andarko,  Okla. 

The  United  Press  Bklitors 
of  Oklahoma  have  announced 
the  start  of  a  lO-year  schol¬ 
arship  program  to  encourage 
high  school  students  to  con¬ 
tinue  their  journalism  studies 
in  college. 

The  program  provides  an 
annual  award  of  $300  to  a 
high  school  senior  starting 
next  year,  Wallace  Kidd, 
Andarko  Daily  News  editor, 
president  of  the  group,  an¬ 
nounced. 

UP  offered  to  underwrite 
half  of  the  scholarship  pro¬ 
gram  for  the  next  decade. 
Some  30  Oklahoma  publish¬ 
ers  will  participate  in  the 
program. 


R.  Marshall  Stross,  city 
editor  of  the  Dayton  (Ohio) 
Journal  Herald,  and  Gordon 
Gray,  member  of  the  copy  desk 
will  teach  journalism  courses  at 
the  University  of  Dayton. 

*  *  * 

Robert  E.  Jackson,  former 
chief  correspondent  and  man¬ 
ager  for  UP  in  Italy — assigned 
to  UP  staff  in  New  York.  He 
replaces  Patrick  W.  Carr  who 
accepted  a  public  relations  po- 
.sition  with  Firestone  Rubber 
Co. 

*  *  « 

Edmund  E.  Demar,  former¬ 

ly  with  UP — to  the  staff  of  the 
Chicago  (Ill.)  Daily  News. 
Douglas  R.  Timberlake  —  to 
UP  in  Chicago.  Lloyd  T.  Hol- 
rreck  joined  the  UP  staff  in 
Dallas,  Tex. 

*  *  V 

Aaron  B.  Epstein,  formerly 
with  the  New  York  Herald 

Tribune  and  Long  Island 
(N.Y.)  Daily  Press  —  now  a 
general  assignment  reporter  for 
the  Daytona  Beach  (Fla.) 
Evening  News. 

*  *  * 

Amelia  Godwin,  on  staff  of 
the  Hartford  (Conn.)  Times 
for  35  years — honored  at  anni¬ 
versary  party. 

*  *  * 

Stan  Moreillon,  reporter  of 
the  Mill  Valley  (Calif.)  Record 
— promoted  to  managing  editor. 

*  *  * 

William  Dyvtanik,  formerly 
with  the  Buffalo  (N.Y.)  Couri¬ 
er-Express — new  photographer 
for  the  Buffalo  (N.Y.)  Evening 
News. 
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212  Full  Color 


FULL  COLOR  ROP  isn  t  new  with  the  Detroit  Free  Press. 

On  March  24,  1954,  The  Free  Press  pioneered  with  the  first  full 
color  ROP  advertisement  in  the  Detroit  area. 

212  pages  and  two  and-a-half  years  later,  the  Detroit  Free  Press 
leadership  in  full-color  ROP  is  undisputed  in  Michigan's  $9'/6 
billion  Motor  Empire. 

The  years  of  constant  research  and  experimenting  in  the  use  of 
advanced  mechanical  and  photographic  equipment  and  methods 
by  the  Free  Press  Color  Research  Department  means  more  effec¬ 
tive  advertising  for  you. 


Free  Press  color  leadership  can  work  for  you.  Ask  for  details! 


FIRST  in  Americans  Motor  Empire! 
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*As  of  August  28,  1956 


b)  Full  time  color  experts  on  call  at  all  times  for  consultation 
by  advertisers  and  agencies. 

c)  Complete  Color  Research  Department  available  to  test  and 
experiment  with  new  developments  and  ideas. 


Natioaol  Re^raseiitatlv*: 

Story,  Brooki  &  Finley 


Retail  Re^reseeteti ve : 
Kent  Hanion,  New  York 


Seetkera  Retert  Re^esentetive: 

Hal  Winter  Company,  Miami  Beach 


Here’s  how  The  Free  Press  experience  with  full  color  ROP  can 
help  with  your  advertising  plans: 


a)  Color  clinic  for  agencies  and  advertisers. 


Two  monuments  to  a  nation’s  greatness... 


A  boy  and  Hoover  Dam  . . .  Together,  they  stand  for  con¬ 
servation  —  and  each,  in  a  particular  wav,  helps  to  explain 
the  greatness  of  America. 

A  massive  monument  to  the  conservation  of  natural  re¬ 
sources,  the  dam  tames  the  waters  of  the  mighty  Colorado 
to  provide  power,  irrigation,  flood  control  and  one  of  the 
Southwest’s  most  exciting  tourist  attractions.  Lake  Mead. 

Unforgettably  blue  and  115  miles  long.  Lake  Mead  is 
the  greatest  man-made  reservoir  in  the  world.  It  offers 
swimming,  fishing,  boating,  picnicking  and  camping  in  a 
highly  scenic  vacationland. 

The  boy,  as  a  member  of  a  Boys’  Club,  stands  as  a 
monument,  too  —  to  the  conser\’ation  of  human  resources. 
His  club  is  part  of  Boys’  Clubs  of  America  which  this  year 
celebrates  its  50th  Anniversary.  Described  by  J.  Edgar 
Hoover,  a  member  of  the  National  Board  of  Directors,  as 


“a  vital  institution  in  the  life  of  our  nation.”  the  Boys’  Club 
movement  helps  more  than  400,000  boys  to  better  citizen¬ 
ship  through  worthwhile  activities. 

Two  monuments  to  conservation:  one,  over  7(K)  feet 
high  —  the  other,  less  than  5.  The  men  who  built  the  dam 
can  stand  back  and  look  at  it  with  pride  and  satisfaction. 
But  the  Bovs’  ('lub  men  who  are  building  tomorrow’s 
citizens  can  be  prouder  still  —  for  their  handiwork  is  the 
hope  of  America. 


FREE  Tour  Information 


If  you  would  like  to  visit  Lake  Mead  National  Recreational 
Area,  or  drive  anywhere  in  the  U.S.A.,  let  us  help  plan  your 
motor  trip.  Write:  Tour  Bureau,  Sinclair  Oil  Corporation,  6(K) 
Fifth  Avenue.  New  York  20,  N.  Y.  —  ask  for  our  colorful 
National  Parks  Map. 


SINCLAIR  SALUTES  THE  BOYS’  CLUBS  OF  AMERICA  foi  their 
work  in  building  character  and  developing  well-adjusted  citizens 
for  tomorrow’s  world.  Under  the  guidance  of  National  Board  Chair¬ 
man  Herbert  Hoover,  the  dedicated  adult  leaders  of  these  437  clubs 
have  shown  their  faith  in  the  (pialitv  of  youth,  in  the  belief  that  a 
man  never  stands  so  tall  as  when  he  bends  to  help  a  hoy. 


SINCLAIR 

A  Great  Name  in  Oil 


GO 


EDITOR  ac.  PUBLISHER  for  October  6,  1956 


Deep  in  this  electronic  maze  is  an  important 
non-metallic  element  called  selenium,  a  by-product 
of  copper  refining.  It’s  the  heart  of  current  recti¬ 
fiers  that  change  alternating  current  to  the  direct 
current  so  necessary  for  the  operation  of  radio, 
TV,  and  electronic  test  equipment.  Selenium  recti¬ 
fiers  are  in  demand  because  of  their  dependability, 
low  heat  loss,  small  size,  and  low  cost. 

Selenium  and  its  compounds  are  used  for  such 
varied  applications  as  photoelectric  cells  and  light- 
sensitive  devices ;  in  the  glass  industry  as  a  decol- 


orizer;  as  an  alloying  element  in  metals;  in  pig¬ 
ments,  enamels,  rubber,  pharmaceuticals,  and  a 
host  of  other  products  to  which  it  imparts  unique 
properties. 

Selenium  is  one  of  the  products  not  always  asso¬ 
ciated  with  Anaconda,  yet  in  1955,  this  Com¬ 
pany  produced  more  than  10%  of  the  combined 
selenium  output  of  the  United  States  and  Canada. 

Other  important  Anaconda  Products,  listed  below, 
represent  the  most  extensive  line  of  non-ferrous 
metals  and  metal  products  available  to  industry. 

56267 A 


The 

AnacondA 

Company 


Anaconda  Aluminum  Company 
IntnmaHonal  Smnih'ng  S  Rafining  Company 
Andat  Copper  Aiining  Company 
Chiln  Coppor  Company 
Groon*  Cananna  Coppor  Company 


Thn  Amoriean  Bratt  Company 
Anaconda  Wiro  A  Cabin  Company 


PKODUCERS  OK:  Copper,  tine,  lead,  a/Mmtntfm, 
silper,  gold,  plaiinum,  palladium,  cadmium, 
tellurium,  uranium  oxide,  nodulized  manganeee 
ore  and  etandard  ferromanganese,  treble^ 
euperphonpkate,  arsenic,  bismuth,  indium. 


MANUFACTURERS  OF:  Copper  and 
aluminum  eleelrieal  wires  and  cables:  copper, 
brass,  bronze  and  other  copper  allops  in  such  forms 
as  sheet,  plate,  tube,  pipe,  rod,  wire,  forgings, 
stampings,  extrusions,  flexible  metal 
hose  and  tubing. 
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serves  the  public  good  to  have 
photographers  admitted  to  court 
rooms.  And,  further,  of  deter¬ 
mining  more  precisely  what  is 
meant  by  the  public  good.” 

The  Geis-Talley  study  is 
being  published  by  the  Journal 
of  Criminal  Law  and  Crimi¬ 
nology  and  Police  Science. 

Geis  and  Talley  sent  out  2C0 
que.stionnaires  to  newspaper 
editors,  lawyers,  judges,  and 
academic  criminologists. 

Dr.  Geis  is  a  former  reporter 
for  the  New  Brunswick  (N.J.) 
Home  News  and  the  Provo 
(Utah)  Herald.  Talley  was  a 
reporter  for  the  Hollywood 
Citizen-News  from  1949  to 
1952. 

Only  107c  of  the  lawyers 
favor  court  room  photography, 
28%  of  the  criminologists  en¬ 
dorse  pictures,  97%  of  the  edi¬ 
tors  are  for  it,  and  only  5%  of 
the  judges  say  they  will  allow 
it. 

Only  one  newspaper  editor 
favored  the  ban  on  pictures.  On 
the  other  hand,  only  one  of  the 
21  judges  interviewed  thought 
court  room  pictures  ought  to 
be  allowed. 

Only  three  of  the  31  lawyers 
who  returned  questionnaires 
approve  pictures  in  the  court. 

Of  the  34  criminologists,  nine 
favor  pictures,  23  oppose  it, 
and  two  are  undecided. 

In  their  summary  of  the 
study,  Geis-Talley  say:  “One 


Why  Hunt  For  The  Important  News— 
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Sociologists 
Urge  Repeal 
Of  Canon  35 

Norman,  Okla. 

Two  University  of  Oklahoma 
sociologists  recommend  that 
Canon  35 — the  American  Bar 
.\ssociation’s  rule  prohibiting 
pictures  on  grounds  that  they 
detract  from  the  dignity  and 
decorum  of  a  court  room  — 
ought  to  be  revoked  or  re¬ 
written. 

.\fter  studying  the  remarks 
of  117  editors,  judges,  lawyers, 
and  criminologists.  Dr.  Gilbert 
Geis,  assistant  professor  of 
sociology;  and  Lieutenant  Rob¬ 
ert  E.  L.  Talley,  state:  “News¬ 
paper  photography,  it  has  been 
amply  demonstrated,  can  be 
carried  on  without  upsetting 
the  surface  functioning  of  the 
court.” 

“If  the  legal  professions  are 
concerned  with  the  mental  state 
of  their  witnesses  because  of 
real  or  imagined  lurking  dan¬ 
gers,  then  they  should  place 
this  fact  specifically  in  the 
Canon  rather  than  reading  it 
into  it.” 

Geis-Talley  conclude,  “The 
pre.sent  question  then  becomes 
one  of  determining  whether  it 


point  seems  to  stand  out.  None 
of  the  groups  is  arguing  from 
the  same  ground.  That  is,  no 
group  offers  a  viewpoint  to 
which  the  other  takes  excep¬ 
tion;  both  present  different 
claims  and  virtually  ignore  the 
claims  of  the  other. 

“More  specifically,  the  press 
maintains  it  has  the  right  to 
photographic  access  to  trials 
because  of  the  right  of  freedom 
of  the  press.  The  bench  and  bar 
reply  by  stressing  the  defend¬ 
ant’s  right  to  a  fair  trial.  They 
do  not  deny  freedom  of  the 
press,  nor  do  the  editors  deny 
the  right  of  a  fair  trial. 

“Arguments  of  the  non-edi¬ 
torial  groups  seem  to  be  much 
more  persuasive,”  Geis-Talley 
continue.  “The  newspapers  in¬ 
sist  that  they  have  the  right  to 
take  photographs  since  photog¬ 
raphy  demonstrably  does  not 
upset  the  court  decorum.  But 
they  are  embarrass' ngly  sTent 
on  the  point  raised  again  and 
again  by  the  other  groups: 
what  photographs  of  what  trials 
do  they  want  to  take,  and  for 
what  purpose? 

“The  answers  seem  to  be 
rather  self  evident:  the  press, 
in  general,  is  interested  in  sen¬ 
sational  pictures  of  sensational 
trials.  And  the  reason  is  to  sell 
newspapers;  these  are  the  type 
of  pictures  the  public  will  pay 
money  to  see.” 

• 

Form  Radio  Company 

Washington 

The  Federal  Communications 
Commission  granted  the  appli¬ 
cation  of  the  Greenville  (Miss.) 
Delta- Democrat  for  authority 
to  assign  its  license  for  radio 
broadcasting  station  WDDT  to 
William  Hodding  Carter  .Ir., 
and  John  T.  Gibson,  editor  and 
general  manager,  respectively 
of  the  newspaper.  (E&P,  Sept. 
22.)  Carter  and  Gibson,  a  part¬ 
nership,  will  do  business  as 
WDDT  Radio  Co. 


for  the 
news  features 
with  your 
local  angle 


List  Cites  3 

Circulation 

Yardsticks 


Chicago 

Stuart  List,  publisher  of  the 
Chicago  American,  told  a  moet- 
ing  of  475  distribution  and 
circulation  executives  that  a 
newspaper’s  success  depends  on 
publishing  a  newspaper  that 
people  want  to  read — not  what 
the  editors  think  they  ought  to 
read. 

Speaking  before  the  Mid- 
America  Periodical  Distribu¬ 
tors  convention  at  the  Congress 
Hotel  in  Chicago,  Mr.  List  cited 
three  yardsticks  of  circulation 
success. 

“The  first  yardstick  of  suc¬ 
cess  is  product  improvement," 
he  said.  “We  must  improve  our 
product  continuously — keep  up 
with  the  people  and  give  them 
what  they  want.”  He  said  to¬ 
day’s  emphasis  was  on  enter¬ 
tainment,  short  news  stories, 
broader  local  coverage,  and 
background  material. 

“Community  responsibility  is 
the  second  yardstick,”  he  con¬ 
tinued.  “Does  the  paper  discuss 
the  people’s  'deas,  or  some  pub¬ 
lisher’s  or  editor’s?  We  publish 
what  is  right  for  Chicago  and 
the  people’s  welfare,  not  as  Mc¬ 
Cormick,  Knight,  Field  or 
Hearst  projects  —  but  as  Chi¬ 
cago  projects.” 

“The  third  yardstick  is  sound 
salesmanship.  We  must  sell  the 
paper — not  the  gimmick.”  said 
Mr.  List,  who  condemned  the 
gimmicks  as  “hypodermics” 
for  circulation  and  not  of  last¬ 
ing  value,  while  he  said  that 
home  delivery  circulation  was 
the  type  that  stayed. 

Mr.  List’s  final  advice  was 
that  newspapers  had  not  taken 
advantage  of  the  new  subur¬ 
ban  population.  “This  is  the 
new  challenge  for  papers,”  he 
said,  “and  it  is  a  challenge 
that  must  be  met.” 

• 

Building  Farewell 

Cleveland 

Spencer  D.  Irwin,  associate 
editor  and  foreign  affairs  col¬ 
umnist  of  the  Cleveland  Plain 
Dealer,  has  presented  a  copy  of 
a  book,  “Farewell  to  a  Build¬ 
ing,”  to  the  Cleveland  Public 
Library.  The  book,  hand  printed 
by  Mr.  Irwin  on  hand-made  pa¬ 
per,  contains  a  poem  written 
by  Roelif  Loveland,  associate 
editor  of  the  newspaper,  on  the 
moving  of  the  paper  to  the  new 
Forest  City  Publishing  Co. 
Center  in  Cleveland. 
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Howard  Flint  Ink.  Co. 
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•  INDIANAPOLIS  •  LOS  ANGELES  •  MINNEAPOLIS  •  NEW  ORLEANS  •  NEW  YORK  •  TULSA 


apper 


ublicatio 


ns, 


THE  interent  of  an  early  {settlement  of  the  entate  of  the  late  Senator  Arthur  Capper  of 
Kantsats,  the  capital  istock  of  Capper  Publications.  Inc.,  has  been  sold  to  Oscar  Stauffer,  presi¬ 
dent  of  Stauffer  Publications,  Inc.  The  sale  was  announced  September  1.^  and  is  subject  to 
the  approval  of  the  Federal  Communications  Commission. 

Capper  Publications,  Inc.,  will  continue  with  the  same  experience<l  management  per¬ 
sonnel  that  has  built  the  fourteen  properties — magazines,  newspapers,  farm  publications, 
radio  and  television  stations — into  a  large  and  prosperous  enterprise. 

Mr.  Oscar  Stauffer  has  been  closely  associated  with  Copper  Publications.  Inc.,  for  many 
years.  He  has  been  a  corporate  partner  since  1941  in  the  jointly-owned  Topeka  Newspaper 
Printing  Company.  Like  Senator  Capper,  he  is  a  native  Kansan  and  he,  too,  started  his  pub¬ 
lishing  career  as  owner  of  a  small  Kansas  weekly.  Mr.  Stauffer,  as  president  of  Stauffer 
Publications.  Inc.,  owns  and  operates  eleven  newspapers  and  three  radio  stations. 

Mr.  Stauffer  says:  “My  objective  as  owner  of  Capper  Publications  is  to  assure  the  con¬ 
tinuance  of  the  policies  and  spirit  of  service  initiated  by  Arthur  C.apper.  1  am  sure  that 
these  goals  can  best  be  reached  by  the  present  experienced  personnel  and  that  our  media 
will  offer  even  more  effective  services  to  our  advertisers,  readers,  viewers  and  listeners.*’ 

We  announce  this  change  in  ownership  with  both  pride  and  confidence. 

PHILIP  ZACH 
President 

CAPPER  PUBLICATIONS,  INC. 

TOPEKA,  KANSAS  •  NEW  YORK  •  CLEVELAND  •  CHICAGO  •  SAN  FRANCISCO 


Household  Magazine,  Capper’s  Farmer,  Capper's  Weekly,  Kansas  Farmer,  Missouri  Ruralist,  Ohio  Farmer, 
Michigan  Farmer,  Pennsylvania  Farmer,  Topeka  Daily  Capital,  Kansas  City  Kansan,  WIBW-TV,  WIBW,  KCKN 


If  Michigan  is  your  home  stale,  chances  are  you  have 
already  seen  this  advertisement.  Or,  if  you  live  in  one  of 
the  other  Midwest  and  Rocky  Mountain  stales  where 
Standard  Oil  Company  (Indiana)  products  are  sold,  you 
may  have  seen  an  advertisement  very  much  like  it  with  the 
same  straightforward  information  about  direct  taxes  on  a 
gallon  of  STANDARD  RED  CROWN  Gasoline  in  your  stale. 
This  is  the  type  of  factual,  informative  advertising  so  vital 
to  development  of  a  sound  public  understanding  of  the  oil 
business  and  its  products  and  services. 


GOOD  ROADS  ARE  NECESSARY 

EVEN  THOUGH  THEY  COST  /  //A  LOT! 


Everybody  wants  good  roads.  You  do.  We  do. 
They  are  needed  for  business,  for  pleasure,  for 
defense.  And  everybody  realizes  that  highways  cost 
a  whopping  amount  of  money.  But  not  everybody 
understands  just  where  the  money  for  good,  safe 
highways  comes  from... 


his  costs  and  what  he  earns  for  serving  you,  is  also 
included  in  the  same  24  1/10-cents. 

State  and  federal  direct  taxes  total  another 
9  8/10  cents— which  is  equal  to  more  thon  40 
per  cent  of  the  price  of  the  gasoline  alone.  Most 
of  these  taxes  go  for  roads. 


The  largest  single  source 
Is  direct  gasoline  taxes 

For  example:  A  typical  price  of 
Standard  Red  Crown  Gasoline 
in  mid-Michigan  is  24  1/10-cents 
excluding  direct  taxes.  For  this 
24  1/10-cents  we  find  crude  oil, 
transport  it,  refine  it,  and  then 
deliver  the  gasoline  to  your  inde¬ 
pendent  Standard  Dealer.  And 
your  dealer’s  mark-up,  covering 


REO  CROWN 

OASOIINI 
flR  OAILON 

STATE  CASOLINE 

TAX 

6c 

STATE  SALES 

TAX 

^c 

FEDERAL  GASOLINE  Oe 

TAX 

TOTAL  COST 

PIR  OAILON 

33^c 

STANDARD  OIL  COMPANY 


That’s  quite  a  tax  bill.  But  we  all 
know  that  reasonable  taxes  are 
necessary.  We  are  just  trying  to 
remind  our  customers  and  friends 
of  a  simple  economic  fact.  Sub¬ 
tract  the  taxes  from  the  price  you 
pay  for  Red  Crown  Gasoline  and 
you  will  see  that  an  amount  equal 
to  more  than  40  per  cent  of  the 
price  of  the  gasoline  itself  goes 
for  direct  taxes. 
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Linage  Up 
3.4%;  Gain  for 
Year  is  4.3% 


Total  August  linage  in  the  52 
index  cities  measured  by  Media 
Records  Inc.,  totaled  227,297,178 
lines  for  a  gain  of  3.4%  over 
August  1955’s  total  of  219,749,- 
980  lines.  Linage  for  the  year 
to  date  was  up  4.3%  with  a 
total  of  1,891,793,102  lines  as 
against  1,813,109,606  lines 
reached  in  the  first  eight 
months  of  1955. 

Classified  and  Automotive 
were  off  1%  and  20.7%  re¬ 
spectively  to  mark  the  only 
linage  categories  in  the  August 
loss  column.  For  the  year  to 
date.  Classified  was  up  5.8% 
but  Automotive  was  down  3.8%. 

Other  classifications  gained 
in  August  as  follows:  Display, 
5.2% ;  Retail,  7.6% ;  Department 
Store,  5.7%;  General,  11.1%; 
and  Financial,  3.5%. 

City-by-city  figures  follow. 

AKRON,  OHIO 

195C  1955 

Beacon  Journal-e  2.204.861  2,028.049 
{Beacon  Journal-S  .  807,081  773.021 


BINGHAMTON.  N.  Y. 

1956  1955 

Pre»8-e  .  1.290,416  1,213,576 

Preas-S  .  219,838  208,985 

Sun-m  .  429,276  421,899 

Grand  Total  _  1,939,629  1,844,460 

BOSTON,  MASS. 

American-e  .  628,732  597,016 

Record-m  . .  716,162  651,274 

*Advertiser-S  267,139  260,495 

Globe-e  .  1,356,436  1,106.821 

Globe-m  .  1,006,787  856,080 

Globe-S  .  1,024,664  905,753 

Herald-m  .  1,009,596  934.006 

tHerald-S  183,933  870,650 

Traveler-e  1.451,707  1,417,501 

PosUm  .  .  304.817  516,706 

{Po8t-S  .  140,018  288,056 


ANDERSON.  IND. 
Bulletln-e  .  980,907 

Herald-m  .  .  692,492 

Herald-S  .  176,496 


Grand  Total 


ATLANTA,  GA. 


Conatitution-m  .  . 
Journal-e 
Journal  & 

Oonstitution-S 

Grand  Total  , 


News-Post-e 

Sun-m 

Sun-e  . 

tSun-S  .  .  , 


1.400.384  1.361.983 
1,273,629  1,187.667 
.  2,140,363  1.921.908 
.  1,162,581  1  (>68,554 


Grand  Total  8,011,932  2,796.070 

{Includes  PARADEl,  38,479  Itnea. 

ALBANY.  N.  Y. 

Knickerbocker- 

Newa-e  .  1,209,787  1,170,756 

Times  Union-m  . . .  1,003,896  946,426 

•Times  Union-S  . .  420,877  409,985 

Grand  Total  2.634.660  2.627,166 

•Includes  AMERICAN  WEEKLY. 
35.520  lines. 

ALBUQUERQUE,  N.  M. 

Joumal-m  .  1,281,640  1,210,287 

I  Journal-S  .  324,106  354.837 

Tribune-e  .  1,255,521  1,216,897 

Grand  Total  2,861.267  2,782,021 

{Includes  PARADE.  38,479  lines. 


980,907  934,492 

692,492  625,407 


176,496  176,406 

1,849,895  1,736,304 


1,449,344  1,268.742 
2,260,719  2.069,696 


860.297  770.004 

4,570,360  4,108,441 


ATLANTIC  CITY,  N.  J. 

Press-m  .  803,709  817.228 

Press-S  .  137,676  160,354 

Grand  Total  ....  941,285  967,682 

BALTIMORE.  MD. 

•American-S  .  623,631  603,381 


Grand  Total  8,888.980  8.403.357 

•Includes  AMERICAN  WEEKLY. 
35,520  lines. 

tincludes  THIS  WEEK.  49,771  lines. 
{Includes  PARADlj,  38,479  lines. 

BUFFALO.  N.  Y. 

Courier  Express-m  956,186  1,031,861 
•Courier  Express-S  863,634  820,420 

News-e  2.310,498  2.271,815 

Grand  Total  4,130.318  4.124.096 

•Includes  AMERICAN  WEEKLY. 
35,620  lines. 

CAMDEN,  N.  J. 

Courier-Post-e  1.024,460  1,004.876 

CHARLESTON.  W.  VA. 

Gazette-m  .  1,020.792 

Gazette-S  .  316,731 

Mail-e  . 880,067 

{Mail-S  .  267,687 

Grand  Total  2.486.167 

{Includes  PARADE.  38,479  lines. 
CHARLOTTE,  N.  C. 

News-e  1,121.012  1,046.909 

Observer-m  .  1,461,605  1,293.642 

tObser\'er-S  .  450,024  519,405 


Grand  Total  3,032,541 

tincludes  THIS  WEEK.  49, 
CHICAGO,  ILL. 
Tribune-m  .  2,676,071 


Tribune-S  . 

tDaily  News-e 

American-e 

•American-S 

Sun-Times-d 

{Sun-Times-S 


1,319,673 

1,719,279 

818,017 

222,764 

1.249.094 

416,902 


Grand  Total  6.490.588  6. 033.403 

•Includes  AMERICAN  WEEKLY. 
35.620  lines. 

tincludes  THIS  WEEK.  49.771  lines. 
BAYONNE.  N.  J. 

Times-e  350,113  339,357 


.4ugut»t  Newspaper  Linage — 52  Cities 

(Compiled  by  EDITOR  &  PIBLISHER  from  Media  Records  Measurements) 


Total  Advertising 

August _ _ _ 

July  . . 

Year  to  date  _.. 
Display 

August . . . . 

July  . . . . 

Year  to  date  .... 
Classified 

August  . . . 

July  . . 

Year  to  date  .... 
Retail 

August _ _ _ 

July  . . 

Year  to  date  ... 
Department  Store 

-August . . . . 

July  _ _ 


2,858.856 
771  lines. 


2.615.309 

1,315,773 

1,666,669 

922,749 

233,853 

1,161,280 

367,319 


Grand  Total  8.420,800  8,181,942 
Note:  1956  —  2,676.071  includes 

723,535  lines  of  part-run  advertisine. 

1,319,673  includes  756,345  lines  of 
part-run  advertising. 

222,764  includes  136,002  lines  of  part- 
run  advertisinir. 

19.55  —  2.615.309  includes  659,419 
lines  of  part-run  advertisinR. 

1,315,773  includes  761,338  lines  of 
part-run  advertisinR. 

233,853  includes  148,397  lines  c'f  part- 
run  advertisinR. 

•Inciudes  AMERICAN  WEEKLY 

35.520  lines. 

tincludes  THIS  WEEK,  49,771  lines. 
{Includes  PARADE,  38,479  ,ines. 
CINCINNATI,  OHIO 

Enquirer-m  .  1,764,693  1,676,111 

•tEnquirer-S  .  1,276,120  1,104,035 

Post-e  .  1,446,956  1,374.554 

Times-Star-e  1,276,271  1,180,157 

Grand  Total  5.753.040  6.334,857 

•Includes  AMERICAN  WEEKLY, 

35.520  lines. 

tincludes  THIS  WEEK.  49.171  lines. 
CLEVELAND.  OHIO 
Plain  Dealer-m  2,062.829  1.988,045 

•tPlain  Dealer-S  1,733.795  1,662,386 

News-e  .  902,607  978,732 

Press-e  .  2.599,613  2,416,006 

Grand  Total  7.298.844  7.034.169 

•Includes  AMERICAN  WEEKLY. 
35.520  lines. 

tincludes  THIS  WEEK.  49,771  lines. 
COLUMBUS,  OHIO 

Dispatch-e  .  1,748.336  1,704,497 

Dispatch-S  .  1,003,399  918.035 

Citizen-e  . 662,436  728.366 

{Citizen-S  311.925  .3.32.777 

Ohio  State  Journal-m  679,121  671.14.3 

Star  (W)  .  60,811  60,962 

Grand  Total  4.466,028  4,415,770 

{Includes  PARADE,  38,479  lines. 


General 

August . . . 

July  - - 

Year  to  date  .... 
Automotive 

-August . . . 

July  . . . . 

Year  to  date  .... 
Financial 

August . - . 

July  _ _ 

Year  to  date  ... 


DALLAS,  TEXAS 

1956  1955 

News-m  .  1,869,900  2,037,927 

tNews-S  .  678,766  688.272 

Times  Herald-e  .  .  2.351.406  2,489,527 

•Times  Herald-S  .  684,382  761,262 


1956 

1955 

%  of 

E&P 

Linage 

Linage 

1955 

Index 

_  227,297,178 

219,749,980 

103.4 

114.0 

_  213,961J}02 

212,279,259 

100.8 

113.8 

_ _  1,891,793,102 

1,813,109,606 

104.3 

— 

164,803,217 

156,629,117 

105.2 

114.3 

_  153,436,484 

151,367,972 

101.4 

112.8 

. .  1,397,221,690 

1,345,757,205 

103.8 

62,493,961 

63,120,863 

99.0 

113.0 

_  60,524,818 

60,911,287 

99.4 

133.0 

494,571,412 

467,3.52,401 

105.8 

_  122,997,896 

114,258,574 

107.6 

114.1 

108,740,133 

107,401,528 

101.2 

112.2 

_  983,992,569 

9.56,208,423 

102.9 

_  45,912,600 

43,420,834 

105.7 

111.2 

_  38,596,740 

37,930,862 

101.8 

112.4 

_  357,144,516 

355,286,798 

100.5 

_  26,430,46.5 

23,799,801 

111.1 

114.1 

27,097,988 

24,967,874 

108.5 

110.3 

_  264,801,821 

239.931,239 

110.4 

.  12,626,091 

15,913,907 

79.3 

113.8 

_  12,946,733 

15,226,270 

85.0 

116.6 

_  117,876,700 

122,570,059 

96.2 

_  2,748,76.5 

2,656,835 

103.5 

128.4 

4,651,630 

3,772,300 

123.3 

145.6 

_  30,550,600 

27,047,484 

1 13.0 

Grand  Total 

6.384.444 

6.976.978 

•Includes  AMERICAN  WEEKLY. 

35.520  lines. 

tincludes  THIS 

WEEK,  49,771  lines. 

DAYTON,  OHIO 

Journal-Herald-m 

1,748,781 

1,616,694 

News-e 

2,079,662 

1,909.046 

News-S 

690,690 

659,421 

Grand  Total 

4,519.133 

4.185,160 

DENVER.  COLO. 

Rocky  Mtn.  News-m  1,661,845 

1,442,616 

•{Rocky  Mtn. 

News-S 

332.831 

281,469 

Post-e  . . 

2,162,682 

2.047,125 

Post-S  . . 

698,489 

682.626 

Grand  Total 

4,746,747 

4.463.836 

•Includes  AMERICAN  WEEKLY. 

19,794  lines. 

{Includes  PARADE,  38,479 

lines. 

DES  MOINES,  IOWA 

ReRister-m  . 

696,223 

684,893 

Tribune-e  . 

941,245 

871,919 

tRcRister-S  . 

441.949 

496,064 

Grand  Total 

.  2,079,417 

2.062.876 

tincludes  THIS 

WEEK.  49,771  lines. 

DETROIT,  MICH. 

Free  Press-m  . . . 

.  1,328,179 

1,314,601 

{Free  Press-S 

364,002 

396,285 

News-e  . .  .  . 

.  2.298,777 

2.387,661 

tNews-S  . 

1,086,065 

1,108.067 

Times-e  . 

.  1,112,812 

1,300,123 

•Times-S  .... 

376,873 

412,729 

Grand  Total 

6.566,698 

6,918.266 

•Includes  AMERICAN  WEEKLY. 

36,620  lines. 

tincludes  THIS 

WEEK.  49,771  lines. 

{Includes  PARADE,  38,479 

lines. 

DULUTH,  MINN. 

1956 

1956 

Herald-e  . 

868,651 

820.500 

News-Tribune-m 

677,999 

602.038 

News-Tribune-S 

.  404,908 

433,743 

ELMIRA,  N.  Y. 

1956  1955 

Advertiser-m  393,466 

Star  Gazette-e  9.34,867 

TeleRi-am-S  179,424 

Grand  Total  1,507,747 

EL  PASO,  TEXAS 

Times-m  1,289,345  1.229.665 


{Times-S 

Herald-Posi-e 


377,043  .395.175 

1.318.771  1,. 327  ..527 


Grand  Total  ..  2.985.159  2.952,367 

{Includes  PARADE.  38.479  iines. 

ERIE,  PA. 

Dispatch-e  895.406  752.860 

{Dispatch-S  338,161  350.806 

Times-e  1.464.265  1.254.784 

Times-S  361.394  326,883 

Grand  Total  .3.059.226  2.685,333 
{Includes  PARADE.  38.479  lines. 

FOND  DU  LAC.  WIS. 
Csimmonwealth 
Reiwrter-e  664.626 

FORT  WAYNE,  IND. 

Journal  Gazette-m  1,267,169  1,056.307 

{Journal  Gazetti>-S  441.739  402.121 

News  Sentinel-e  .  1,804,292  1,649,879 

Grand  Total  3.513.200  3,108.307 

{Includes  PARADE,  38.479  lines. 

FORT  WORTH,  TEXAS 
Star-TelcRram-m  822,649  837,237 

Star-TeleRram-e  1,761.476  1,689.121 
{Star-TeleRram-S  535.767  613,652 

Press-e  .  496,731  727,239 

Press-S  .  159,000 


Grand  Total  .3,766.623  3,867,149 
{Includes  PARADE,  38,479  lines. 

FRESNO,  CALIF. 

^e-e  1,428,490  1.287.868 

ee-S  .  427.975  408,749 


Grand  Total 


Post-Tribune-e 

Post-Tribune-S 


si  1,856,465  1.696.617 

GARY,  IND. 

e  1,414.016  1,499,966 


Grand  Total 


1,841,558  1,756.281 


Grand  Total  . .  1.638,893  1,499,966 

(Continued  on  psRe  68) 


EDITOR  &  PUBLISHER  for  October  6,  1956 


ON  TIME... 


Your  readers  expect  you  to  be  on  the  street  or  in  the  mail  with 
every  issue  while  the  news  is  still  news.  Your  suppliers  must  have 
fast,  dependable  delivery.  To  provide  that  kind  of  service,  you  must 
have  fast  delivery  and  service  on  rollers. 

Our  twenty  plants  are  equipped  to  give  you  the  kind  of 
roller  service  you  require.  Your  nearby  Bingham  plant  can 
supply  your  most  exacting  requirements  with  a  minimum  of 
shipping  time.  Your  rollers,  to  help  you  earn  profits,  must 
do  their  rolling  on  your  presses,  not  in  a  freight  car  or  truck. 

Whether  you  need  new  rollers  or  regrinding  service  —  natural  rubber, 
synthetic  or  flame-resistant  rollers— do  as  most  metropolitan  dailies  do  — 
contact  yovu*  nearest  Bingham  plant. 


Our  109th  Year 
Serving  the 
Publishing 


NATURAL  RUBBER  OR  FLAME-RESISTANT  ROLLERS-RUBBER  REGRINDING  SERVICE 


Si'LBIIiGHAIi'nOIIMrG.CO. 

manufacturers  of 

PRINTERS'  ROLLERS 


^\\e  T^igkt  l^olier  ri^fit  away 


S«nd  for  your 
copy  of  tfi* 

EXTRON  STORY! 


CHICAOO  DALLAS  INDIANAPOLIS  MINNEAPOUS  SEARCY,  ARK. 

ATLANTA  DES  MOINES  KALAMAZOO  NASHVILLE  ST.  LOUIS 

CINCINNATI  DETROIT  KANSAS  CITY  OKLAHOMA  CITY  SPRINGFIELD,  O. 

CLEVELAND  HOUSTON  MILWAUKEE  PITTSBURGH  TAMPA,  FLA. 
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GLENS  FALLS.  N.  Y. 

1»S6  1955 

Post-SUr  (See  Note)  770,468  708,436 

Note;  Post-Star  Horning  sold  in 
combination  with  Times  Evening- 
Linage  of  one  edition,  Post-Star  Mor¬ 
ning,  only  is  given. 

GRAND  RAPIDS,  MICH. 

Pie»s-e  2,109,826  1,997.395 

HAMMOND.  IND. 

Times-e  1,273,261 

Tiines-S  .  446,638 

(Jrand  Total  l,719,7f9 

HARRISBURG,  PA. 

Patriot-m  .  1,264.744  1,187,663 

IPatriot-News-S  289,668  282.863 

Grand  Total  1,644,312  1,470,406 

Note:  Evening  News  carries  same 
amount  of  advertising  as  Morning 

Patriot. 

Ilncludes  PARADE,  38,479  lines. 
HARTFtlRD,  CONN. 
(a)urant-m  871,413  808,226 

ICourant-S  681,486  632,603 

Times-e  1,886,700  1.728.220 

Grand  Totel  3,339,699  3.069.048 

includes  PARADE,  38,479  lines. 
HOUSTON,  TEXAS 

Chronicle-e  .  2,469,066  2,466,878 

*Chronicle-S  . .  1,010.960  1,016,743 

Post-m  1,8  ..  ,232  1.803,992 

fPost-S  676,409  698,605 

Press-e  837,183  968.472 

Grand  Total  6,878,839  6,942.690 

(.3ironicle-e 

(This  Year)  Note:  2,469,065  lines 
includes  96,893  lines  of  part-run  ad¬ 
vertising. 

tLast  Year)  2,466,878  lines  includes 
122, 4i3  lines  of  part-run  advertising. 
•Includes  AMERICAN  WEEKLY, 

36.620  lilies. 

tincludes  THIS  WEEK.  49,771  lines. 
INDIANAPOLIS,  IND. 

News-e  1,816,426  1,844,269 

SUr-m  1,646.342  1,662,302 

tStar-S  854,104  870,688 

Times-e  .  1,072,130  1,149,762 

ITimes-S  350,708  333.660 

Grand  Total  5,738,709  6.850,571 
tincludes  THIS  WEEK,  49,771  lines, 
iincludes  PARADE,  38,479  lines. 

JACKSON,  MISS. 

Clarion  Ledger-m  761,677  753,862 

SCIarion  Ledger  & 

News-S  .  241,183  236,946 

News-e  .  627,793  636,778 

State  Times-e 

(See  Note)  .  673,231  6.64,207 

State  Times-S 

(See  Note)  .  169,623  214, .327 

Grand  Total  2,273,307  2,496,120 

Note:  State  Times  first  edition  Feb¬ 
ruary  28,  1965. 

{Includes  PARADE,  38,479  lines. 
JACKSONVILLE.  FLA. 

Times  Union-m  1,770,130  1,643,690 

tTimes  Union-S  633,931  639,783 

Grand  Total  2,304,061  2.083,473 

tincludes  THIS  WEEK,  49,771  lines. 

JERSEY  CITY.  N.  J. 

Jersey  Journal-e  920,444  827,008 

Note:  Jersey  Journal-e 
T.  Y.  920,444  lines  includes  124.639 
lines  of  i>art-run  advertising. 

L.  Y.  827,008  lines-  includes  72,773 
lines  of  part-run  advertising. 

KANSAS  CITY.  MO. 

Star-e  .  1,616,423  1,660,909 

Star-S  .  771,692  808,174 

Times-m  .  1,674,339  1,641.421 

Grand  Total  ..  4.061,454  4,098.604 

KNOXVILLE,  TENN. 

Joumal-m  .  622,646  673,732 

•Joumal-S  .  331,317  298.456 

News-Sentinel-e  .  .  940.428  963.034 

{News-Sentinel-S  370,936  389.224 

Grand  Total  2.265.326  2,314,445 

•Includes  AMERICAN  WEEKLY, 

35.620  lines. 

{Includes  PARADE,  38,479  lines. 
LAWRENCE.  MASS. 

Tribune  (See  Note)  869,112 

Note:  Tribune  Evening  and  Eagle 
Morning  are  sold  only  in  combination. 

Linage  of  one  edition.  Tribune  Eve¬ 
ning  only  is  shown. 


LITTLE  ROCK.  ARK. 

1956  1955 

Arkansas  Gazette-m  1.047,780  969,631 

{Arkansas  Gazette-S  379,063  349.761 

Grand  Total  1,426,833  1,319,292 

{Includes  PARADE,  38,479  lines. 

LONG  BEACH.  CAUF. 
Independent-m  1,991,326  1,424,032 
{Independent/Press- 
Telegram-S  610,437  644,730 

Press-Telegram-e  .  2,080,676  1,600,696 

Grand  ToUl  4,682,437  3,669,368 
Note:  Independent-m  1,991,326  lines 
includes  295,743  lines  part-run  advertis¬ 
ing. 

(Last  Year)  1.424,032  lines  includes 

128.679  lines  part-run  advertising. 
Independent/Press-Telegram-S  610,- 

437  lines  inciudes  6,463  lines  part-run 
advertising. 

Press-Telegram-e  2,080,676  lines  in¬ 
cludes  296,743  lines  part-run  advertis¬ 
ing. 

(Last  Year)  1,600,696  lines  includes 

128.679  lines  part-run  advertising. 
{Includes  PARADE,  38,479  lines. 

LONG  ISLAND.  N.  Y. 
Newsday-Suffolk-e  1,796,230  1,616,837 
Newsday-Nassau-e  2,108,822  1,908,060 

Grand  Total  3.904.652  3,623,897 

LOS  ANGELES.  CALIF. 
Examiner-m  1,956,128  1,829,691 

•Examiner-S  924,473  917,023 

Times-m  .  3,362,221  3,132,979 

tTimes-S  .  1,930.114  1.703,277 

Herald-Express-e  1,306,199  1,325.410 

Mirror-News-e  1,413,660  1,366.111 

Grand  Total  10.892,795  10,263.391 
Note;  Times-S  1,930,114  lines  in¬ 
cludes  406,736  lines  part-run  advertis¬ 
ing. 

(Last  Year)  1,703,277  lines  includes 
200,701  lines  part-run  advertis'ng. 

Mirror-News-e  1,413,660  lines  in¬ 
cludes  97,499  lines  part-run  advertising. 

•Includes  AMERICAN  WEEKLY. 
47,562  lines. 

tincludes  THIS  WEEK.  61.046  lines. 
LOUISVILLE,  KY. 

Courier  Joumal-m  1,436,080  1,378,222 

Courier  Journal-S  787,665  716,048 

Times-e  1,652.502  1.684,482 

Grand  ToUl  3,876,237  3,678,762 
LOWELL,  MASS. 

Sun-e  .  688,663 

Sun-S  .  147,667 

Grand  Total  .  .  836,230  . 

LYNN,  MASS. 

Item-e  .  610,233  . . 

Telegram  News-e  .  430,660  . 

Telegram  News-S  108,886  . 

Grand  Total  .  .  1,149,778  . 

MEMPHIS,  TENN. 
Commercial 

Appeal-m  .  1.893,863  1,800,028 

tCommercial 

Ap|)eal-S  767,312  754,168 

Press-Scimitar-e  1,113,366  1,133,649 

Grand  Total  3,764,631  3,687,835 

tincludes  THIS  WEEK.  49,771  lines. 

MERIDEN,  CONN. 

Recoi-d  Journal 

(See  Note)  690,303  666,931 

Note:  Record  Morning  and  Journal 
Evening  are  sold  only  in  combination. 

Linage  of  one  edition.  Record  Mor¬ 
ning  only  is  shown. 

MIAMI,  FLA. 

Herald-m  3,006,098  2,663,933 

•Herald-S  .  1,039,693  997,748 

News-e  .  1,334,971  1,295,874 

tNews-S  .  409,282  3?8.643 

Grand  Total  6,789,044  6,346,095 
Note:  Herald-m  1966  —  3,006,098 
includes  49,673  lines  of  part-run  ad¬ 
vertising. 

1955  —  2,663,933  includes  no  lines 
of  part-run  advertising. 

Herald-S  1966  —  1,039,693  includes 
103,661  lines  of  part-run  advertising. 

1966  —  997,746  includes  101,966 

lines  of  part-run  advertising. 

•Includes  AMERICAN  WEEKLY, 

36.620  lines. 

tincludes  THIS  WEEK.  49,771  lines. 


MILWAUKEE.  WIS. 

1955  1955 

Sentinel-m  .  1,160,104  969,963 

•Sentinel-S  286,616  290,979 

Journal-e  .  8.196.463  2.974,042 

tJoumal-S  1,386,663  1,323,161 

Grand  Total  .  6.028.736  6.658.135 

•Includes  AMERICAN  WEEKLY. 

36,620  lines. 

tincludes  THIS  WEEK.  49,771  lines. 
MINNEAPOLIS.  MINN. 
Trihune-m  1,417,036  1,464,948 

Star-e  2,167,162  2,214.248 

tTribune-S  1,019,728  949,924 

Grand  Total  4,603.916  4,619,120 

tincludes  THIS  WEEK.  49,771  lines. 

MODESTO,  CAUF. 

Bee-e  922,423  819,834 

MONTREAL.  CANADA 

IStar-e  .  2,184,264  2,064,612 

Gazette-m  .  1,322,304  1,238,122 

La  Prosse-e  .  2,204,322  2,191.448 

La  Patrie-e  .  123,613  128,861 

La  Patrie-S  .  168,243  188,666 

Grand  Total  6,002,646  6.801.609 

tincludes  Weekend  Magazine  67,201 
lines. 


MUNCIE,  IND. 


Press-e 

Star-m 

Star-S  . 

864,076 

802,124 

170,436 

860.306 

793,006 

208,781 

Grand  Total 

1.826.636 

1,862.091 

NASHVILLE.  TENN. 

Banner-e 

Tennessean-m 

Tennessean-S 

1.459,049 

1,470.873 

.594,805 

1,229.827 

1.209.317 

691,123 

Grand  Total 

3.624,727 

3,030,267 

NEW  HAVEN,  CONN 

Journal  Courier-m 

Register-e 

Register-S 

360,272 

1.463.603 

484,099 

363,290 

1.391,379 

403,239 

Grand  Total 

2..307,874 

2,147,908 

NEW  LONDON,  CONN. 

I)ay-«i 

917.846 

820.692 

NEW  ORLFJkNS,  LA. 

Times-Picayune-m 

tTimes-Picayune 

States-S 

Item-e  . 

•Item-S 

States-e . 

2,449,326 

ft 

876.037 

1,043,366 

328,749 

1.191.282 

2,167,863 

847,970 

913.087 

858,032 

1,102.109 

Grand  Total  6,888.749  6.389,061 

•Includes  AMERICAN  WEEKLY, 
35.620  lines. 

tincludes  THIS  WEEK,  49,771  lines. 

NEW  YORK, 

(QUEENS), 

N.  Y. 

Long  Island  Press-e  1,394,242 
{Long  Island  Press-S  464,662 


Grand  Total  1,868.894 

{Includes  PARADE,  38,479  lines. 

NEW  YORK,  N.  Y. 

Times-m  .  1,647,596  1,640,626 

Times-S  .  1,966,029  1,794,719 

Herald  Tribune-m  768,787  796,237 

tHerald  Tribune-S  688,292  603,977 

Mirror-m  .  697,436  686,940 

Mirror-S  266,679  263,308 

#News-m  .  1,388,416  1,192.692 

#New8-S  1,228,978  1,111,899 

Journal  American-e  874,823  840,074 

•Journal  American-S  343,286  316,765 

Post-e  1,002,969  8r9.446 

Post-S  .  83,479  92,848 

World  Tel.  &  Sun-e  943,410  892.439 

Grand  Total  11.789.179  11,030.769 

Note:  Mirror-m  This  Year  697,436 
lines  includes  164,337  lines  of  part-run 
advertising. 

Last  Year  686,940  lines  includes 
116,993  lines  of  part-run  advertising. 

Mirror-S  This  Year  266,679  lines 
includes  92,916  lines  of  part-run  ad¬ 
vertising. 

Last  Year  263,308  lines  includes 
71,626  lines  of  part-run  advertising. 

News-m  This  Year  1.388.415  lines 
includes  646,641  lines  of  part-run  ad¬ 
vertising. 

Last  Year  1,192,562  lines  includes 
649,147  lines  of  part-run  advertising. 

News-S  This  Year  1,228.978  lines  in¬ 
cludes  913,113  lines  of  part-run  adver¬ 
tising. 

Last  Year  1,111,899  lines  includes 
798,366  lines  of  part-run  advertising. 

Journal-American-e  This  Year  874,823 
lines  includes  111,610  lines  of  part-run 
advertising. 


Last  Year  840,074  lines  includes 

82,494  lines  of  part-run  advertising. 

Journal-American-S  Tliis  Year  343,- 
286  lines  includes  66,627  lines  of 
part-run  advertising. 

Last  Year  316,766  lines  includes 

30,445  lines  of  part-run  advertising. 

World  Tel.  ft  Sun-e  This  Year 
943,410  lines  includes  208,663  lines  of 
part-run  advertising. 

Last  Year  892,439  lines  includes 

171,217  lines  of  part-run  advertising. 

•Includes  AMERICAN  WEEKLY, 

36,620  lines. 

tincludes  THIS  WEEK,  64,690  lines. 
#Includcs  SPUT-RUN,  176,167  lines 
in  Im)  and  113,766  lines  in  (S) 

NIAGARA  FALLS,  N.  Y. 

1956  1955 

Gazette-e  _  1,369.115  1.319.382 

NORFOLK,  VA. 
Ledger-Dispatch  ft 
Portsmouth  Star-e  1,766,245  1,960,719 

Virginian-Pilot-m  1.798,675  1.641,380 

tVirginian-Pilot  ft 

Portsmouth  Star-S  664,898  749,273 

Grand  Total  ...  4,214,818  4.341.372 
Note;  Ledger-Dispatch  ft  1956  — 
1,766,246  includes  868,796  lines  of  part- 
run  advertising. 

PortsntKJUth-Star-e  1965  —  1.9.50.719 
includes  647,262  lines  of  part-run  ad¬ 
vertising. 

Virginian-Pilot-m  1966  —  1,793,675 
includes  140,984  lines  of  part-run  ad¬ 
vertising. 

1966  —  1.641.880  includes  166,870 
lines  of  part-run  advertising. 

Virginian-Pilot  ft  Portsmouth  Star-S 
1966—664,898  includes  132,700  lines  of 
part-run  advertising. 

1966  -749,273  includes  207,963  lines 
of  part-run  advertising. 

tincludes  THIS  WEEK,  49,771  lines. 

OAKLAND.  CALIF. 

Tribune-e  1.790.971  1.598.203 

{Tribune-S  .  700,600  696,206 

Grand  Total  2.491.671  2.293,408 

{Includes  PARADE.  49,623  lines. 

OKLAHOMA  CITY,  OKLAHOMA 

Oklahoman-m  914.911  949.406 

Oklahoman-S  460,053  504.920 

Times-e  .  1,048,503  1,050.079 

Grand  Total  2,423.467  2..504.405 

Note:  Times  1,048,603  lines  includes 
123.642  lines  part-run  .advertising. 

(Last  Year)  1,050,079  lines  includes 
88,662  lines  part-run  ads’ertising. 

OMAHA,  NEBR. 

W'orld-Herald 

(Note)  .  1,270,098  1.146,681 

World-Herald-S  692.789  699.561 

Grand  Total  1.962,887  1.846.242 

Note:  World-Herald  sold  in  combina¬ 
tion  Morning  and  Evening,  linage  of 
only  one  edition.  EVENING,  is  shown. 

PASADENA.  CALIF. 

Star-News-c  .  1,192,864  901.372 

Star-News-S  .  . .  342,864 

{Indei)cndent-Star 

News-S  . .  327,779 

Independent-m  1,120,172  969,072 

Indei)endent-S  248,766 

Grand  Total  2,640.805  2.462.064 

{Includes  PARADE,  38,479  lines. 

PAWTUCKET,  R.  1. 

Times-e  .  873,642  889,392 

PEORIA,  ILL. 

Journal  Star  (Note)  1,310,407  1,229,031 

{Journal  Star-S  .  428.3.34  430.022 

Grand  Total  1.738,741  1,659.063 

Note:  Journal  Evening  and  Star 
Morning  sold  in  combination.  Linage 
of  only  one  edition.  Journal  Evening, 
is  shown. 

{Includes  PARADE,  38,479  lines. 

PHILADELPHIA,  PA. 

Bulletin-e  .  1,776,963  1,806,672 

*tBulletin-S  .  414,860  366,662 

Inquirer-ra  .  1,638.684  1,391,640 

Inquirer-S  1.144,828  1,204.727 

News-e  494,272  445,079 

Grand  Total  6.369,587  6.214.570 

•Includes  AMERICAN  WEEKLY, 
86.520  lines. 

tincludes  THIS  WEEK.  49.771  lines. 
(Continued  on  page  70) 
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(Continued  from  page  68) 
PHOENIX.  ARIZ. 

1956  1955 

Gazette  (Note)  ..  1,849.891  1,688,027 

tRepublic-S  .  663,634  603,419 

Grand  Total  2,403,626  2,191,446 
Note  ;  Gazette  is  sold  in  combination 
Mornlntt  and  Evening ;  linafte  of  one 
edition  only.  Evening,  is  shown. 

tincludes  THIS  WEEK.  51,046  lines. 

PITTSBURGH,  PA. 

Post  Gazette-m  . .  .  9f  2,981  920.076 

Press-e  .  1,646,886  1,646.179 

tPress-S  . .  860,020  837,971 

Sun  TeleKraph-e  769,289  856,145 

•Sun  Telettrapb-S  441,602  487,447 

Grand  ToUl  4,659.778  4,647,818 

•Includes  AMERICAN  WEEKLY, 
35.520  lines. 

tincludes  THIS  WEEK.  49.771  lines. 
PORTLAND,  ORE. 

OreKonian-m  ...  1,677,003  1,687,671 

•Oretfonian-S  7.'!2.508  774,736 

Journal-e  .  1,318,093  1,227,063 

tJournal-S  ...  4.38,512  381,748 

Grand  Total  4,166,116  3,971.118 

•Includes  AMERICAN  WEEKLY, 
47,562  lines. 

tincludes  THIS  WEEK,  61,046  lines. 
POUGHKEEPSIE,  N.  Y. 

New  Yorker-e  .  873,876  847,887 

.New  Yorker-S  203,451  200.603 

Grand  Total  1,077,326  1,048,490 

PROVIDENCE,  R.  L 

Bulletin-e  .  1,662,628  1,647,060 

Journal-m  .  871,462  886,285 

tJournal-S  .  607,628  498,056 

Grand  ToUl  2,941,608  2.931,391 

tincludes  THIS  WEEK.  49,771  lines. 

QUINCY.  MASS. 

Patriot  Ledger-e  807,213  709,619 

READING,  PA. 

Eagie  (Note)  ....  1,032,842  1,046,259 

Eagie-S  .  177,817  177,873 

Grand  Total  1,210,669  1,224,132 

Note:  Eagle  Evening  and  Times 
Morning  sold  in  combination,  linage 
of  one  edition.  Eagle  Evening,  only  is 
shown. 

RICHMOND.  VA. 

News  Leader-e  1,604,689  1,467,267 

Times  Dispatch-m.  1,329,176  1,233,614 

tTimes  Dispatch-S  667,027  707,008 

Grand  Total  3.690,792  3,397,789 

tincludes  THIS  WEEK,  49,771  lines. 

ROANOKE,  VA. 

Times-m  964,626  786,740 

§Times-S  312.128  335,770 

World-News-e  959,796  816,289 

Grand  ToUl  2,226,449  1,938,799 
§lncludes  PARADE,  38,479  lines. 

ROCHESTER.  N.  Y. 

Democrat  & 

Chronicle-m  1,419,486  1,469,698 

tDemocrat  & 

Chronicle-S  743,263  682,321 

Times  Union-e  ..  1,616,431  1,630,688 

Grand  Total  3,778,180  3,782.607 
tincludes  THIS  WEEK,  49,771  lines. 

SACRAMENTO,  CAUF. 

Bee-e  2,039,191  1,946,603 

Union-m  620.604  684.216 

Union-S  377,667  348,885 

Grand  Total  3.037,362  2,878,704 

ST.  LOUIS.  MO. 

Globe  Democrat-m  1,016,187  1,048.883 

•tGlobe  Democrat-S  636,774  494,050 

Post  Dispatch-e  1,961.738  1.964,808 

{Post  Dispatch-S  1,092.269  1,011,496 

Grand  ToUl  4.606,968  4,509,237 
Note:  Globe  Democrat  M  1966 — 
1,016,187  includes  104,006  lines  of  part- 
run  advertising. 

Globe  Democrat  M  1966  1,048.883 

includes  43,180  lines  of  part-run  ad¬ 
vertising. 

•Includes  AMERICAN  WEEKLY, 

35,620  lines. 

tincludes  THIS  WEEK.  49.771  lines. 
§Includes  PARADE,  37,810  lines. 


ST.  PAUL,  MINN. 

1956  1955 

Pioneer  Press-m  .  .  1,096,472  1,209,665 

•Pioneer  Press-S  .  814.939  774,894 

Dispatch-e  .  1,648,124  1,668,169 

Grand  ToUl  3.454,635  8.552,718 

•Includes  AMERICAN  WEEKLY, 

35,620  lines. 

ST.  PETERSBURG.  FLA. 
Independent-e  ....  803,861  774.078 

Times-m  .  1,660,708  1,460,811 

STimes-S  .  682,628  634,482 

Grand  ToUl  3,047,197  2,769,871 

{Includes  PARADE,  38.479  lines. 

SAN  ANTONIO,  TEXAS 

Express-m  .  1,483,364  1,611.903 

tExpress-S  .  607,862  632,616 

News-e  .  1,688.627  1.706.696 

L'ght-e  .  1,692.393  1,661.009 

•Light-S  .  666,123  635,687 

Grand  Total  6,038.369  6.147,810 

•Includes  AMERICAN  WEEKLY, 

35,620  lines. 

tincludes  THIS  WEEK.  49,771  lines. 

SAN  DIEGO,  CALIF. 

IJnion-m  .  1,639,968  1.393.902 

5Union-S  692.853  661,116 

Tribune-e  _  2.063,694  1,906,938 

Grand  Total  4.2P6..506  3,950.956 

{Includes  PARADE,  38,479  lines. 

SAN  FRANCISCO.  CALIF, 

Chronicle-m  1,058,018  993,399 

tChroniclc-S  .  661.803  674,326 

Examiner-m  .  .  1,726,933  1,631,041 

•Examiner-S  902,277  874,747 

Call-Bulletin-e  801,304  668.277 

Ncws-e  .  . .  787,943  776,463 

Grand  Total  5,828,278  6.617,252 

Note:  Chronicle-m  1,068,018  lines 
includes  42,079  lines  part-run  adver¬ 
tising. 

(Last  Year)  993,399  lines  includes 
36,794  lines  p.art-run  adverti.sing. 

Chronicle-S  551,803  lines  includes 
21,019  lines  part-run  advertising. 

<I.iast  Year)  574,325  lines  includes 
39,214  lines  part-run  advertising. 

♦Includes  AMERICAN  WEEKLY, 
47,562  lines. 

tincludes  THIS  WEEK.  61,046  lines 


SAN  JOSE.  CALIF. 


Mercury-m  . 

1.669,882 

1,336,117 

News-e 

1,755,310 

1.396,996 

Mercury-News-S 

612,207 

483,437 

Grand  Total 

3,!’37.399 

3,215.550 

SCHENECTADY.  N, 

Y. 

Gazette-m  . 

1,072,489 

1,042.850 

Union  Star-e  . 

904,225 

849,906 

Grand  ToUl  .  .  . 

1.976.714 

1,892,256 

SCRANTON,  PA. 

Times-e  . . 

1,038,817 

1.061,004 

SEATTLE,  WASH. 

Potfl- 

Int€lli)^ncer-m 

1.267,066 

1,169,849 

•Post- 

IntellifTcncer^S 

620,019 

628,862 

Times-e  . 

1,840,808 

1,662,873 

T.mes-S  . 

676,890 

668,727 

Grand  Total  . 

4.194,788 

3,920.301 

•Includes  AMERICAN  WEEKLY, 
47,662  lines. 

SHREVEPORT.  LA. 


Journal-e  . 

. .  1,086,273 

987,408 

Times-m  . 

..  1,268,082 

1,074,622 

Times-S  . 

398,167 

847,387 

Grand  Total 

.  2,742,622 

2,409,417 

SOUTH 

BEND,  IND. 

Tribune-e 

1,600.119 

1,894,851 

Tribune-S  ... 

511,248 

459,440 

Grand  Total 

2,011.867 

1.854.291 

SPOKANE.  WASH. 

Siiokesman- 

Review-m  1,027,914  839,223 

tSpokesman- 

Review-S  621.436  647,924 

Chronicle-e  1,179,126  1,116,776 

Grand  Total  2,728,474  2,602,923 

tincludes  THIS  WEEK.  61,046  lines. 

STOCKTON.  CAUF. 

Ricord-e  1,422,418  1.877,639 


SYRACUSE.  N.  Y. 

1956  1955 


Herald  Joumal-e  . 

1,746,921 

1.600.920 

•{Herald 

American-S 

525,116 

628,078 

Post-Standard-m 

913,737 

874,957 

t  Post-SUndard-S 

310,348 

262,406 

Grand  Total 

3,496,122 

8.166.360 

•Includes  AMERICAN  WEEKLY. 

36,520  lines. 

tincludes  THIS  WEEK.  49,771  lines. 

{Includes  PARADE.  38,479 

lines. 

TACOMA. 

WASH. 

News-Tribune-e  . . 

1,366,697 

1,261.894 

News-Tribune-S 

421,654 

463.679 

Grand  Total 

1,787,161 

1.726.673 

TAMPA 

,  FLA. 

Tribune-m  . 

1,817,295 

1.467.263 

•Tribune-S  . 

661,906 

669,303 

Tiraes-e  . 

642,870 

638,662 

Grand  Total  . . . 

3,112,071 

2,676,208 

•Includes  AMERICAN  WEEKLY, 

35,620  lines. 

TOLEDO,  OHIO 

Times-m 

987,461 

1,087,426 

Blade-e  . 

1,761,993 

1,726,613 

Blade-S  . . . 

817,894 

863,861 

Grand  ToUl 

3.667,338 

3,677,800 

TORONTO, 

CANADA 

Globe  &  Mail-m 

1,295,644 

1.244,307 

tTelei?ram-e 

2.081..362 

2,066.662 

Star-e  . 

2,433,503 

2,418.878 

Star-w . 

66,010 

62,137 

Grand  Total 

5,866,619 

5,790.984 

^Includes  Weekend  Magazine,  67,201 

lines. 

TRENTON,  N.  J. 

Evening  Times-e  . 

1,119,960 

1.089.296 

Times  Advertiser-S 

280,145 

277,677 

Trentonian-m 

746,171 

704,786 

Grand  Total 

2,145,276 

2,071,767 

TROY, 

N.  Y. 

Record  (NoU)  .  . . 

1,010,330 

931,450 

Note  :  Record  Morning  sold 

1  in  com- 

bination  with  Times-Record 

Evening. 

Linage  of  one  edition,  Record  Morn- 

ing  only  is  given. 

TULSA, 

OKLA. 

Tribune-e  . 

1,695,120 

1,621,116 

World-m  . 

1,585.202 

1,672,406 

World-S  . 

487,819 

468,495 

Grand  Total 

3,668,141 

3,662,017 

UNION  CITY,  N.  J. 

Hudson  Dispatch-m 

697,672 

666,366 

UTICA 

,  N.  Y. 

Observer  Dispatch-e 

979,209 

870,997 

Observer  Dispatch-S 

261,837 

250,494 

Press-m 

1.077.276 

976,117 

Grand  Total 

2,318,321 

2,097,608 

WASHINGTON,  D.  C 

News-e 

962,435 

969,163 

Post  &  Times- 

Herald-m 

2,256,838 

2.017,672 

•{Post  &  Times- 

Herald-S 

676,767 

765,789 

Sur-e  .  . .  . . 

2.738.639 

2,674,302 

tStar-S  . 

838,376 

787,963 

Grand  Total 

7.471,944 

7,194.889 

•Includes  AMERICAN  WEEKLY, 

36,520  lines. 

tincludes  THIS  WEEK.  49,771  lines. 

{Includes  PARADE.  38.479 

lines. 

WATERBURY,  CONN. 

Republican-S  . . . . 

296,977 

208,326 

American-e  . 

1,212,486 

1,063,134 

Grand  Total 

1,609,463 

1.261.460 

WESTCHESTER, 

,  N.  Y.  (9  Cities) 

Mamaroneck 

Times-e  . 

484,387 

446,218 

Mount  Vernon 

Argus-e 

668,462 

585,178 

New  Rochelle  Standard- 

SUr-e  ... 

687,167 

664.860 

Ossining  Citizen- 

Register-e 

505,964 

447,866 

Peekskill  Star-e 

418,000 

386,845 

Port  Chester 

Item-e  . 

678,669 

581.811 

Tarrytown  News-e  495.892 

436,164 

Yonkers  Herald 

Statesman-e 

768,743 

679,977 

White  Plains  Reixtrter 

Dispatch-e 

879,404 

781.932 

Grand  Total 

.  5,666.078 

6,010,841 

WICHITA.  KAN. 

I95«  1955 

Beacon-e  .  953,271  1,093,470 

•Beacon-S  477,160  502.875 

Eagle-m  1,697,604  1,609,472 

tEagle-S  ..  472,451  616,102 

Eagle-e  .  1,362,970  1,201,169 

Grand  Total  4,963,466  4.923.083 

•Includes  AMERICAN  WEEKLY, 

36,620  lines. 

tincludes  THIS  WEEK,  49,771  lines. 
WINSTON  SALEM.  N.  C. 

Journal  (Note)  1,016,879  . 

Journal  & 

Sentinel-S  283,172  . 

Grand  Total  .  1,800,061  . 

Note;  The  Journal  Morning  and 
Sentinel  Evening  are  sold  only  in 

combination.  Linage  of  one  edition 
only  is  measured. 

WORCESTER.  MASS. 
Telegram-S  478.380  443,554 

Telegram-m  872.766  819.617 

Gazette-e  1,117.666  1,119,189 

Grand  Total  2.468,802  2,382,260 

YAKIMA.  WASH. 

Republic  (Note)  886,144  912,374 

5Herald-S  .  226.632  200,597 

Grand  ToUl  1,112.776  1,112,971 

Note:  Republic  Evening  and  Herald 
Morning  sold  in  combination ;  linage 
of  one  ed'tion  only.  Evening,  is  shown. 
{Includes  PARADE.  19,338  lines. 

YOUNGSTOWN,  OHIO 
Vindicator 

Telegram-e  1.345,404  1.218.396 

{Vindicator 

Telegram-S  707,916  727,105 

Grand  Total  2.053.319  1,945.491 
{Includes  PARADE,  38.479  lines. 

FIGURES  SUPPLIED 
BY  PUBLISHERS 

ABERDEEN,  S.  D. 

American-News-e  .  353,192  373,422 

American-News-S  124,390  145.040 

Grand  Total  .  .  .  477.582  518.462 

ALTOONA,  PA. 

Mirror-e  921,636  889,826 

APPLETON-NEENAH- 
MENASHA,  Wise. 
Post-Crescent-e  1.461,292  1.369.996 

BATTLE  CREEK,  MICH. 
Enquirer  and 


News-e 

. .  1,016.169 

1.075.067 

Enquirer  and 

News-S 

264.485 

248,360 

Giiind  Total 

1.270.664 

1.323.427 

BIRMINGHAM,  ALA. 

News-e 

1,924.067 

1.911.341 

News-S 

732,380 

731.085 

Post-Herald-m 

.  1.267.334 

1,327.782 

Grand  Total 

3.913,781 

3.970.208 

BURLINGTON,  VT. 

Free  Press-m 

733.993 

679,930 

CANTON.  OHIO 

Re|iositiiry-e 

1.696.316 

1.669.416 

Reimsitory-S 

622,902 

.5.52,132 

Grand  Total 

2,318.218 

2.221..548 

CARBONDALE-HERRIN- 
MURPHYSBORO.  ILL. 


Southern  Illinoisan-e 

466,416 

4.54.678 

Southern  Illinoisan-S 

47,124 

45.108 

Grand  ToUl 

512,640 

499.786 

CASPER. 

WYO. 

Tribune- Herald-e 

486.122 

472.150 

Star-m 

Tribune-Herald  & 

313,516 

274,666 

Star-S 

118.160 

116,564 

Grand  Total 

917,798 

863,380 

CHAMPAIGN-URBANA. 

ILL. 

Courier-e 

646,436 

672.280 

Courier-S 

162,736 

182..392 

Grand  Total 

809.172 

854,672 

CHILUCOTHE,  OHIO 

Gazette-e 

782.421 

746,885 

(Continued  on  page  72) 
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NEW  R.O.P.  COLOR  AID 


FOR  NEWSPAPERS  AND  AD  AGENCIES 


flKST  EVER  IN  BOTH  DE  LUXE  AND  POCKET  EDITIONS.  IPI  offers  two  completely  new  color 
specimen  books  to  newspaper  publishers,  advertisers  and  advertising  agencies.  “Color  for 
Newspapers”  —  in  both  de  luxe  and  pocket  editions  —  shows  a  full  range  of  ROP  colors  for 
newspapers  in  full  strength  and  tints,  all  hand-picked  colors  which  reflect  the  preference  of 
most  color  advertisers  throughout  the  country 

MORE  THAN  A  SPECIMEN  BOOK.  “Color  for  Newspapers”  offers  even  more  than  a  compre¬ 
hensive  selection  of  colors.  Both  editions  are  the  first  to  provide  a  guide  for  the  use  of  color, 
including  suggested  combinations  of  both  harmonious  and  contrasting  colors  .  . .  color  com¬ 
binations  most  suitable  with  black  .  .  .  and  colors  for  holidays  and  seasons  of  the  year. 

“Color  for  Newspapers”  specimen  books  arc  now  available  without  obligation  at  IPI 
branches  in  principal  cities  from  coast  to  coast  ...  or  write  to  the  IPI  Promotion  Department, 
67  West  44th  Street,  New  York  36,  New  York. 

IPI  and  1C  are  Irademarks  of  Interchemical  Corporation 

Interchemical  Corporation  F 

PRINTING  INK  DIVISION  •  67  W.  44th  ST.,  NEW  YORK  36,  N.  Y.  I 


"Color  for  Newspapers" 

...  a  practical  color-selling 
tool  which  simplifies  the 
rapid  selection  of  hundreds 
of  colors 

•  Process  Colors 

•  ROP  Colors 

•  Colors  for  Underprinting 

•  Halftone  Colors 

Plus  hints  and  suggestions 
on  possible  color  combina¬ 
tions  for  a  variety  of  pur¬ 
poses. 


INTERCHKMICAL 
PRINTINO  INKS 


REL.Y  ON  IPl  FOR  EBADBRSHIP  IN  INK  RBSBARGH 
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DAVENPORT,  IOWA 


1956 

1955 

Times-* 

1,148.140 

1,079.036 

Democrat-S 

342,464 

294.680 

Democrat-e 

865,274 

761,388 

Grand  Total 

2.366.868 

2.125.004 

DAYTONA 

BF-ACH.  FLA. 

N’ews-e  . 

680.043 

648,711 

.Newg-Joumal-S 

170,406 

169,292 

Joumal-m  .  .  .  . . 

.  672.067 

628,641 

Grand  Total 

1,622.616 

1.446.644 

DECATUR.  ILL. 

Herald  and 

Review-me 

1.013.9(2 

961.170 

Herald  and 

RevieW'S 

337.386 

312.928 

Grand  Total 

1.361,378 

1,274.098 

EAST  ST. 

LOUIS.  ILL. 

Journal>e 

631.733 

619,723 

JournaUS 

237.617 

207.063 

Grand  Total 

769,350 

726.786 

GRAND  FORKS.  N.  D. 

Herald^meS 

.  697.639 

689.078 

GREEN 

BAY,  WIS. 

P  re.s8*Gazette-e 

1.346.590 

1.282.694 

GREENWICH.  CONN 

Timos-e 

499.954 

408.184 

HUNTINGTON,  W.  VA. 

Advertiaer-e 

1,114,834 

1,020.275 

Herald  Dispatch-m 

1.109.668 

996.921 

•Herald 

Advertiser-.S 

336.610 

320.939 

Grand  Total 

2.661.102 

•Includes  AMERICAN  WEEKLY, 
36.336  (1966):  88,724  (1966).  COMIC 
WEEKLY,  8,166  (1966);  2.939  (1966). 


HYANNIS,  MASS. 


Cape  Cod  Standard- 


Times-e 

620.7.30 

499.044 

JOHNSTOWN.  PA. 

Trlbune- 

r)enifK»rat-d  . .  , 

1.066.370 

1,038,690 

KENNEWICK-PASCO- 

RICHLAND,  WASH. 

Tri-Cily  Hcrald*e 

536.166 

568,806 

Tri-City  HeiHld-S 

83.167 

109.802 

Grand  Total 

619.332 

678.608 

KINGSTON,  N.  Y. 

Freeman-e 

723.492 

623,308 

LINCOLN 

.  NEBR. 

Star-m 

897.274 

776.796 

Journal-e 

8''.0.244 

789.194 

Journal  &  Star-S 

322.994 

319.788 

Grand  Total 

2,080.612 

1.884,778 

MADISON.  Wise. 

Capital  Times-e 

1.011.927 

926.982 

Wise.  State 

Journal-m 

1.030,646 

943.411 

5Wise.  State 

.Tournal-S 

416.7.38 

416.628 

Grand  Total 

2. 469.610 

2.286.921 

SIncludea  PARADE.  88,402. 

MOLINE-ROCK 

ISLAND, 

ILL. 

Aivus-e 

940.632 

866,2.32 

l>iRpatrh-e 

98.3.164 

9.37.104 

firand  Total 

1.92.3.796 

1.803.336 

NEW  BEDFORD.  MASS. 

St  a  iida  rd-Ti  mes-e 

910.994 

817,862 

$  St  anda  rd-Ti  me«-S 

219,651 

2.33.639 

- .  —  - 

- - 

C.rand  Total  1  130.646  1.061.491 

SIncludea  PARADE,  38.183  (1966)  ; 
37.121  (1956). 


NEWPORT  NEWS-HAMPTON- 
WARWICK.  VA. 

Piess-m  937.482  706.638 

Times-Herald-«  1.04'’.888  867,276 

Press-S  263.890  264.912 

Ciand  Total  2.241.260  1.818,726 

NORRISTOWN.  PA. 
Times-Herald-e  749.106  716.298 

OIL  CITY-FRANKLIN.  PA. 

Derrick-m  476.966  469,268 

News-Herald-e  324,346  323.216 

Grand  Total  800..300  792.474 


ORLANDO,  FLA. 


1966 

1955 

Seiitinel-m 

1.394,932 

1,067.290 

Star-e 

1.420,902 

1.121.046 

Sentinel-Star-S 

345.996 

266.434 

Grand  Total 

3.161.830 

2.454.770 

PASSAIC-CLIFTON,  N. 

J. 

Herald-News-e 

971.618 

884,671 

PENSACOLA,  FLA. 

JournaUm 

937.440 

774.102 

News-Journal-S 

299,644 

254.068 

News-e 

663.810 

609.294 

Grand  Total 

1.900.794 

1.637.464 

PINE  BLUFF,  ARK. 

flommercial-e 

481,936 

449.120 

Commercial-S 

124,796 

116,868 

Grand  Total 

606,732 

566.978 

POTTSTOWN.  PA. 

Mercury-m 

864,360 

766,468 

RAPID 

CITY,  S.  D. 

Journal-e 

581.784 

540.204 

Joumal-S 

161.784 

172.782 

Grand  Total 

743.668 

712.936 

ROCKFORD,  ILL. 

Star-m 

1.243.382 

981.932 

Reeister- 

Republic-e 

1.696.996 

1,445,934 

Star-S 

459.466 

417,060 

Grand  Total 

3.399.844 

2.844.926 

SALISBURY,  N.  C. 

Post-e 

619,780 

640.932 

Post-S 

205.884 

173,054 

Grand  Total 

825.664 

713.986 

SIOUX 

FALLS,  S.  D 

A  r  jr  u  s- Lea  de  r-e 

691.152 

708.974 

A  Pfoi  s- Leade  r- S 

210.700 

226.030 

Grand  Total 

901,862 

936,004 

SUPERIOR.  Wise. 

Telejrram-e 

609.490 

613.088 

WAUKEGAN,  ILL. 

News-Sun-e 

1,085.674 

1,021,692 

WILMINGTON.  DEL 

New  s- Jou  rnal*me 

1.666,886 

1.451.969 

CANADA 

CALGARY.  ALTA. 

Herald-e  1.473.438  1.332.843 

EDMONTON.  ALTA. 

Jouinal-e  1.647,898  1.484.231 

HAMILTON.  ONT. 

S|>ectator-e  2  011,200  1.694.431 

MEDICINE  HAT.  ALTA. 
tNews-e  427.104  382.643 

tWeekend.  66.830. 

OTTAWA.  ONT. 

tCHizen-e  1.494.141  1.277.185 

llncludinar  Weekend  Matrazine  and 
(V>mir  section. 

VANCOUVER,  B.  C. 
Pi-ovince-c  1.621.646  1,613,986 

tSun-e  2.318.918  2.086.084 

tlncludrs  Weekend  Maeazine,  67.900 
(1966);  .64.684  (1966). 

WINNIPEG.  MAN. 

Tribune-.-  1.096.807  1,129.820 

TEXAS  HARTF.-HANKS 
NEWSPAPERS 


ABILENE.  TEXAS 

Re  IK)  rt  e  r  *  N  e  w  8- m 
Re  IK)  rt  e  r- N  e  w  s-e 
Reporter-News-S 

773.626 

764.610 

277,060 

680.400 

702.940 

323.610 

Grand  Total 

.  1.816.296 

1.706.960 

BIG  SPRING.  TEXAS 

Herald-e 

Herald-S 

449,792 

169,446 

426.776 

176.111 

Grand  Total 

619,238 

601.887 

CORPUS  CHRISTI,  TEXAS 

Caller-m 

Ti  mes-e 
Caller-Time'i-S 

1.469.416 

1.446.620 

316.820 

1.361.262 

1.363.460 

390.334 

(fiand  Total 

3.222.866 

.3.106.046 

DENISON 

.  TEXAS 

1956 

1965 

Herald-e 

348.964 

333.664 

Herald-S 

106.262 

120.816 

Grand  Total  . . 

464.216 

463.880 

MARSHALL.  TEXAS 

News  Measenirer-e 

407,218 

373.964 

News  Messeni^r-S 

180.418 

196,429 

Grand  Total 

687.636 

570.383 

PARIS. 

TEXAS 

New8-e 

347.466 

321.146 

New»-S 

136,137 

136.613 

Grand  Total 

482.603 

467.669 

SAN  ANGELO,  TEXAS 

Times-m 

681,982 

691.668 

Standard-e 

686.994 

702,898 

Standard-Time»-S 

202,983 

298,018 

Grand  Total 

1.671.962  1,692.474 

GREENVILLE.  TEXAS 

Banner-e 

197.946 

202.916 

Banner-S 

85.897 

79.513 

Grand  Total 

283,843 

282.429 

SNYDER 

,  TEXAS 

Daily  News-e 

236.172 

223.664 

Daily  News-S 

108.(^64 

106,008 

Gi-and  Total 

343.826 

329.672 

ADVERTISING  LINAGE 
SERVICE 


AUGUSTA,  GA. 

C3ironicle-m 

(Note)  839.726  769.756 

5Chronicle-S  239,437  260.384 

Grand  Total  1,079.162  1.020.139 

51966—38.439  lines  PARADE. 

1965  -  37.349  lines  PARADE. 

Note:  Chronicle-m  sold  in  combina¬ 

tion  with  Herald-e 

BLUEFIELD,  W.  VA. 

Teleirraph-m 

(Note)  494.998  447,629 

••Teietrraph-S  156.632  145.187 

Grand  Total  661.630  692.816 

••1966  19.028  lines  Family  Weekly. 

Note;  Teletrraph  sold  in  combination 
with  Sunset  News-e. 

COLUMBIA.  8.  C. 

State-m  937.747  911.376 

•State-S  393.246  446,318 

Record-m  764,997  816.746 

Grand  Total  2.096.989  2.174.440 

•1966  36.679  lines  AMERICAN 

WEEKLY. 

HAVERHILL.  MASS. 


Ga*ette-e 

687.493 

648.780 

JAMESTOWN,  N.  Y. 

Post-Jdurnal-e 

978.364 

974.282 

LEVITTOWN,  PA. 

Times-e 

612.318 

623.016 

MONROE,  LA. 

World-m 

641.046 

H35  700 

World-S 

227.R4ft 

2I0..334 

#NewR- Star-e 

619.283 

Grand  Total 

1.488.176 

846.034 

#Snld  in  combination  with 

World-m. 

PATERSON,  N,  J. 

Call-m 

987.611 

863.697 

Newa-e 

1.069.219 

1.068,846 

Grand  Total 

2.006.830 

1.932.543 

SALEM 

,  ORE. 

Capital  Journal-e 

1.142.621 

945.763 

Oretron  States-m 

873.966 

789.940 

Oretron  Statea-S 

176.098 

128.824 

Grand  Total 

2.192.674 

1.864,627 

SCRANTON.  PA. 

Tribune-m 

686,714 

523.356 

ISrrantonian-S 

297.246 

818.411 

Grand  Total  . 

883.969 

841.766 

51966  38.439  lines  PARADE. 

1966  -37..349  lines  PARADE. 

WILKES-BARRE,  PA. 
Record-m  680,677  626,124 

Times-Leader-e  1,066,290  954,715 

Independent-S  381.447  384.876 

Grand  Total  2,118.414  1,966.714 


New  Magazine  Formed  1 
By  2  Ex-Newsmen 

Two  former  Schenectady, 

N.  Y.,  newspapermen,  Don  My. 
rus  and  George  T.  Orick  have 
published  a  new  magazine  titled 
Smart  Money. 

The  first  issue  on  sale  na¬ 
tionwide  Oct.  9  has  64  pages 
and  is  devoted  to  dollar  gather-  > 
ers  and  the  way  they  really  i 
make  money.  | 

Mr.  Orick  worked  as  a  copy-  I 
reader  for  the  Schenectady  Go-  f 
zette,  and  Mr.  Myrus  as  a  re-  t 
porter  for  the  Schenectady  i 
Union-Star.  Four  years  ago  Mr.  • 
Orick  joined  Engineering  Newt  . 
Record  as  its  labor  editor  and 
later  became  an  associate  edi-  ' 
tor  at  Time,  Inc.  Mr.  Myrus, 
who  also  worked  for  the  New 
York  Daily  News,  freelanced 
and  held  several  public  rela¬ 
tions  jobs  in  New  York  City. 

Smart  Money  carries  an  ex¬ 
pose  on  how  gossip  millionaire 
Robert  Harrison  makes  “Peep¬ 
ing  Tom  Profits”  from  Confi¬ 
dential  magazine. 

• 

Press  Again  Barreil 
From  Trial  in  Calif. 

San  Rafael,  Calif. 

Newspapermen  again  were 
barred  from  a  California  court 
when  Superior  Judge  Carlos  J. 
Freitas  ordered  doors  closed 
while  three  juveniles  testified 
in  a  sex  perversion  case. 

Attorney  for  both  sides 
asked  the  entire  case  be  closed, 
but  his  ruling  in  the  one-day 
trial  applied  only  during  the 
testimony  of  the  minors.  Judge 
Freitas  said. 

The  judge  said  that  in  bar¬ 
ring  the  public  he  was  merely 
following  a  Sonoma  County  de¬ 
cision.  A  murder  trial  was 
closed  in  an  action  declared 
necessary  to  enable  a  witness 
to  testify  freely.  Newspapers 
carried  an  appeal  to  the  appel¬ 
late  court. 


Seize  Paper 

La  Paz,  Bolivia 
The  Bolivian  government  has 
seized  the  opposition  newspaper 
La  Razon,  the  United  Press  re¬ 
ports.  It  was  closed  more  than 
four  years  ago  by  the  previous 
government.  Government  offi¬ 
cials  formally  took  over  the 
building  and  its  installations 
Sept.  25.  A  government  spokes¬ 
man  described  the  action  as 
expropriation  and  said  an  in¬ 
ventory  was  made  in  the 
presence  of  a  representative  of 
the  newspaper’s  owner,  Carlos 
Victor  Aramayo. 
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Glassy 


drawsheets 

resist  leader  marks! 


SPHEREKOTE  ORDINARY 
DRAWSHEETS  DRAWSHEETS 


RESISTS  INK 


ENT  FORI 
>ER  LIFE 


Resilient  Spherekote  Drawsheets 
“Recover”  Assuring  Long  Life, 
Finer  Halftone  Reproduction 


Put  Spherekote  Drawsheets  and  Blankets  to  the  test.  Prove  to  yourself  by  the 
rugged  test  shown  above  how  Spherekote  Drawsheets  effectively  resist 
leader  marks. 

Millions  of  tiny,  super-hard  glass  beads  are  fused  to  an  extremely  tough 
rubber  base.  The  result  is  a  resiliency  and  uniformity  that  gives  you  long  press 
life  and  holds  press  downtime  for  maintenance  to  a  bare  minimum. 

The  glass  armored  surface  pays  in  other  ways  too.  It  provides  the  perfect 
surface  for  sharper,  cleaner  reproduction  in  R.O.P.  color  as  well  as  black  and 
white.  And,  it  has  little  affinity  for  ink.  First  impression  offset  is  sharply  reduced 
assuring  substantial  savings  immediately. 

Depend  on  Spherekote  Drawsheets  and  Blankets  for  finer  work  at  a  sav¬ 
ings  in  time  and  money.  For  a  free  Spherekote  Drawsheet  and  Blanket  demon¬ 
stration,  or  information,  write:  Minnesota  Mining  and  Manufacturing  Co., 
Dept.  CD- 1066,  St.  Paul  6,  Minn. 


UNIFORM  CALIPER 


*»EG.  U.  S.  PAT.  OFF. 


EREKOTE 


DRAWSHEETS  3M 

AND  I  RtSlWCH  I 

BLANKETS 


Mod*  in  U.$>.  by  Minnesota  Mining  and  Monufocfuring  Co.,  St.  Paul  6,  Minn.  G*noral 
Export:  99  Pork  Avo.,  N«w  York  16,  N.Y.  In  Conodo:  P.O.  Sox  757,  London,  Ontario.  \ 
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IIUCILATION 


Weeklies  Seek  Their  Own 
Director  on  ABC  Board 

Bv  (ieorce  A.  Brandfiihiir^ 


Chicago 

Members  of  the  Audit  Bureau 
of  Ciiculations  will  hold  their 
42nd  annual  meeting  here  at 
the  Drake  Hotel,  Oct.  18-19. 
Advance  indications  point  to  a 
relatively  "calm”  session  as  far 
as  newspaper  divisional  mem¬ 
bers  are  concerned. 

The  prolonged  Metropolitan 
Area  matter,  which  has  con¬ 
fronted  newspapers  for  several 
years,  apparently  has  been  set¬ 
tled  under  the  recent  amend¬ 
ment  to  the  rules,  making  it 
optional  for  dailies  to  show 
their  circulation  totals  in  Met¬ 
ropolitan  Areas,  immediately 
following  City  Zone  totals. 
Other  optional  features  are  in¬ 
cluded  in  the  amendment  relat¬ 
ing  to  circulation  listings  in 
Paragraph  25  of  Audit  Reports. 
(E&P,  Sept.  22,  page  16.) 

Study  Metro  Areas 

There  is,  how’ever,  an  effort 
further  to  explore  the  delinea¬ 
tion  of  Metro  Areas,  as  now  es¬ 


tablished  by  the  U.  S.  Bureau 
of  Census,  with  the  view  to  im¬ 
proving  such  delineations  from 
the  standpoint  of  presenting  a 
more  realistic  picture  of  in¬ 
dividual  markets. 

Members  of  the  Newspaper 
Advisory  Committee  to  the 
ABC  newspaper  directors  met 
in  New  York  recently  with  the 
ABC  Metropolitan  Area  Com¬ 
mittee  and  representatives  of 
the  Advertising  Research  Foun¬ 
dation.  The  three  groups  dis¬ 
cussed  informally  the  possibili¬ 
ties  of  improving  upon  the 
delineation  of  Metropolitan 
.4reas. 

Discu.ssion  of  Metropolitan 
Area.s.  therefore,  may  find  its 
way  on  to  the  agenda  of  the 
ABC  newspaper  divisional  meet¬ 
ing  on  Oct.  18. 

Weeklies  Seek  Director 

Another  topic  that  may  be  dis¬ 
cussed  by  newspaper  members 
( daily  and  weekly)  is  tbe  recent 
presentation  from  weekly  news- 


Want  up-tO’the-mlnute 
market  data  on  over  1,500 
dally  newspaper  markets? 

ORDER  YOUR 
1957  E&P 
MARKET  GUIDE 
NOW... 


1957 

Mavket^Guide 


to  bo  publithod 
Novombor  30,  1956 


You'll  gat  the  current  figures  and  dependable 
1957  forecasts  of  population,  retail  sales,  and 
individual  incomes  for  all  daily  newspaper 
markets  (more  than  a  year  ahead  of  any  other 
publication!)  .  .  .  plus  all  the  other  pertinent 
data  necessary  for  planning  advertising  sched¬ 
ules,  store  or  business  locations,  sales  and  mar¬ 
keting  programs.  And  you  get  this  single 
volume  reference  library  for  only  $6. 


The  Editor  A  Publisher  Co. 

Suite  1700,  1475  Broadway 
New  York  36,  N.  Y. 

Please  send  me  the  1957  EBP  MARKET  GUIDE 

O  $6  enclosed  O  Bill  my  company 

Name  . 

Organiialion  .  . 

Address  .  . . . 

City  .  State  . . . 

.t  frw  1956  Market  (ixides  art  still  atailable  for  immediatt  delivery  □ 
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papers,  asking  that  the  .4BC 
board  include  a  director  for  all 
weekly  newspapers.  Such  a  pro¬ 
posal  is  now  l^fore  the  board, 
urging  that  the  770  U.  S.  and 
Canadian  weeklies  have  their 
own  representative  on  the  board. 

It  is  understood  consideration 
of  adding  a  weekly  director  to 
the  board  may  involve  possible 
expansion  of  board  membership 
from  27  to  .11,  with  additional 
representation  from  the  periodi¬ 
cal  field  and  the  advertiser- 
agency  divisions.  Th’s  is  a  mat¬ 
ter  yet  to  be  acted  upon. 

However,  it  is  understood  the 
addition  of  a  week’y  newspaper 
director,  as  presently  proposed, 
would  not  change  the  current 
set-up  in  which  the  daily  news¬ 
papers  have  six  directors. 

Weeklies  Want  Director 

Weekly  newspapers  have  over 
a  period  of  years  vo’ced  their 
desire  for  direct  representation 
on  the  board  and  have,  in  recent 
years,  raised  the  question  of 
fractional  vote  power  for  bien¬ 
nially-audited  weeklies.  They 
would  like  to  see  the  board  give 
considerat'on  to  f'e  suggestion 
that  weekly  newspapers  audited 
biennially  b-*  given  full  voting 
privileges.  Biennially  -  audited 
weeklies  pay  annu.nl  dues  sepa¬ 
rate  from  audit  costs  and  are 
required  to  maintam  the  same 
standards  as  all  other  publisher 
members 

Weekly  publishers  have  point¬ 
ed  out  from  time  to  time  that 
with  expanded  growth  of  popu¬ 
lation  in  areas  served  by  week¬ 
lies,  there  is  a  keener  interest 
on  the  part  of  advertisers  and 
agencies  in  the  week’y  n''W3pa- 
per  as  an  advertising  medium. 

Groups  Favor 

Under  the  present  set-up, 
weekly  newspapers  are  repre¬ 
sented  indirectly  by  all  direc¬ 
tors  and  have  particular  repre¬ 
sentation  by  the  director  from 
Class  5,  representing  newspa¬ 
pers  with  less  than  15,000 
circulat'on. 


BOOST  CIRCULATION  . . . 

WITH 


W^ITf  1^0# 

)CHARTE^  cATAioc 

ttmttattt  tty^AND  PRICES 

XoivisioR  or' 

STEEL  CITT  MANUFACTUIIINS  CO. 
YOUNGSTOWN,  OHIO 


The  two  proposals  for  r^ 
moving  fractional  voting  power 
and  adding  a  director  from  the 
weekly  field  have  the  endorse¬ 
ment  of  the  National  Editorial 
Association’s  ABC  Committee 
and  the  support  of  the  Canadi- 
an  Weekly  Newspapers  Associa¬ 
tion.  Both  organizations  feel 
that  ABC  can  expect  an  in¬ 
crease  in  membership  from  U.  S. 
and  Canadian  weeldies  if  such 
steps  are  taken. 

The  steps  require  board  ac¬ 
tion  to  amend  the  present  ABC 
bylaws  and  no  action  is  likely  1 
pending  further  consideration 
of  the  entire  matter,  including  | 
possible  expansion  of  board  I 
membership  from  27  to  31.  i 

Seaton  to  Speak  i 

This  year’s  ABC  convention 
program  follows  the  same  for¬ 
mat  as  that  of  previous  annual 
meetings :  * 

There  will  be  a  general  mem-  i 

bership  session,  starting  at  10 
a.m.,  Oct.  18,  with  the  annual 
report  of  the  chairman  of  the 
board,  George  C.  Dibert,  J.  Wal¬ 
ter  Thompson  Company  vice- 
president.  Addresses  will  be 
given  by  Norman  H.  Strouse, 
president,  J.  Walter  Thompson 
Co.,  Philip  L.  Graham,  publish¬ 
er,  Washington  (D.  C.)  Post  & 
Times-Heraid;  and  James  Sin¬ 
clair,  Minister  of  Fisheries  for 
Canada. 

U.  S.  Secretary  of  the  Inter¬ 
ior  Fred  A.  Seaton,  publisher 
on  leave  from  the  Hastings 
(Neb.)  Tribune,  will  be  the  Oct. 
18  luncheon  speaker.  Divisional 
meetings  will  follow  that  after¬ 
noon.  There  will  be  a  general 
session  Oct.  19  devoted  to  ABC 
convention  business,  including 
reports  of  committees,  divisional 
meeting  resolutions,  and  election 
of  directors.  An  organization 
meeting  of  the  new  board  will 
take  place  immediately  follow¬ 
ing  the  adjournment  of  the  con¬ 
vention. 

Directors  whose  terms  expire 
(Contiinied  on  page  76) 


II  you  hav*  infornatlonal  buainM 
IntarasH  assoctatad  with  publishing, 
printing,  advartising  or  commareid 
radio,  and  you  want  to  kaap  in  touch 
with  thosa  activitias  in  Australia  and 
Naw  Zealand,  read  Newspaper  News, 
the  national  monthly  business  news¬ 
paper  davotad  to  thosa  closely  r^ 
latad  interests  of  "Down  Under.” 


IS  Hamilton  St.,  Sydney  Australia 
Animal  Subscription  to  U.  S.  |3J0^ 
Write  for  tample  copy. 
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A  DAY 


Moreover,  the  very  fact  that  this  sui'King  activity 
exists,  serves  to  assure  further  expansion  .  .  .  for 
healthy  growth  stimulates  still  more  growth. 

And  significantly,  this  growth  is  more  than  the  sign 
of  a  healthy  company  .  .  .  it’s  living  proof  of  a  healthy 
country.  For  it  again  demonstrates  the  rich  harvest  of 
a  system  in  which  government,  industry,  and  all  citizens 
share  an  interest  and  an  obligation  toward  each  other. 


More  than  240,000  people  keep  Cities  Service,  one  of 
the  world’s  largest  oil  companies,  operating  at  full  steam 
. . .  240,000  people  who  locate,  produce,  refine,  improve, 
market  and  invest  in  the  petroleum  that  constitutes  any 
<ul  company’s  lifeblood. 

A  winning  team?  Judge  for  yourself:  Today,  Cities 
Service  is  pushing  forward  in  ever  longer  strides,  with 
new  refining  facilities  and  techniques,  new  oil  discover¬ 
ies,  new  pipelines  and  tankers,  new’  dealers,  and  new  and 
improved  petroleum  products,  unsurpassed  in  quality. 


BO 
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(  Advertisement) 

From  where  I  sit 
j^u  Joe  Marsh 


Just  Call  Me 
Cupid 

The  counter  down  at  Pete’s  was  full 
except  for  three  seats  near  the  end.  I 
plunked  myself  down  on  the  middle 
one  and  ordered  a  western  and  coffee. 

As  I  took  my  first  sip  of  coffee  a 
cute  young  couple  came  in — a  girl  in 
her  early  twenties  followed  by  a  fellow 
perhaps  a  year  or  two  older.  Without 
saying  a  word  they  took  the  only  two 
seats  left — on  either  side  of  me. 

Remembering  my  younger  days,  I 
insisted  the  young  man  take  my  seat 
so’s  they  could  be  together.  Guess  I 
must  have  gotten  pretty  flowery  about 
it  when  he  hesitated.  Finally  he  shrug¬ 
ged,  grinned  and  said  to  the  girl,  “Well, 
let’s  make  him  happy.  My  name’s 
‘Ricky’.  What’s  yours?” 

From  where  I  sit,  there  was  no 
harm  done  that  time,  but  jumping  to 
conclusions  can  be  pretty  embarrass¬ 
ing.  In  fact,  it's  sometimes  downright 
mean  and  intolerant — like  the  way 
some  folks  jump  to  the  conclusion  a 
man's  “wrong"  to  prefer  a  glass  of 
beer  over  some  other  beverage.  Lack  of 
facts  coupled  with  lack  of  judgment 
introduces  trouble. 


Copyright,  1956,  United  States  Brewers  Foundation 


43  Women 
Win  Awards 
In  Florida 

The  Florida  Women’s  Press 
Club  presented  awards  and  cash 
prizes  to  43  of  its  members  for 
outstanding  work  during  the 
past  year  at  the  annual  awards 
convention  held  at  Redington 
Beach  Sept.  14  to  16. 

“How  To  Research  A  Story” 
was  the  subject  of  Helen  Flem¬ 
ing,  reporter  for  Chicago  Daily 
News,  who  conducted  the  work¬ 
shop. 

Miss  Fleming  stressed  not 
only  making  contacts  to  gather 
!  information  but  to  “know  who 
i  would  know  about  any  specific 
I  .subject.”  She  advised  her  col- 
I  leagues  to  seek  the  “me  element” 
in  every  story  so  readers  can 
identify  themselves  with  the 
story  and  not  kill  a  good  sub¬ 
ject  with  superficial  treatment. 

Hendrik  Berns,  Miami  Herald 
foreign  news  analyst,  was  key¬ 
note  speaker  at  the  awards  ban- 
I  quet. 

“The  scope  of  journalism 
I  must  be  governed  by  cost,  per¬ 
sonnel,  contents  and  appear¬ 
ance,”  he  declared. 

He  urged  cutting  unneces¬ 
sary  costs,  seeing  that  only 
the  finest  recruits  are  accepted 
I  into  the  profession  and  then 
I  given  a  “well  rounded  train- 
I  ing,”  so  the  content  of  the 
!  newspaper  continues  to  stir  the 
i  mind  and  be  a  topic  of  conver¬ 
sation. 

“You  must  dig  deeper  into 
the  field  of  human  interest 
stories,  tackle  boldly  subjects 
others  have  failed  to  see  or  are 
scared  to  touch,  leave  the  field 
of  routine  for  in  the  creative- 
1  ness  of  journalism  depends  the 
future  of  your  job  and  mine,” 
he  said. 

Neil  Melfert,  Jacksonville 
;  Florida  Times  Union  bureau 
chief  at  Ocala  and  president  of 
FWPC,  introduces  Kitty  Ma- 
gruder,  who  announced  the  an¬ 
nual  awards.  First  place  win¬ 
ners  were: 

General  Excellence  for  pa¬ 
pers  over  25,000  circulation : 
Dorothy  Jurney,  Miami  Her¬ 
ald;  under  25,000  circulation; 
Betty  Vance,  Sarasota  News. 

Editorial  column :  Mabel 

Norris  Reese,  Mt.  Dora  Topic. 

Informal  commentary  col¬ 
umns:  Lu  Murphy,  Jackson¬ 
ville  Journal. 

Informal  social  column:  Kit- 
tie  Page,  Ocean  Beach  Re¬ 
porter. 

.  Spot  news:  Lucy  O’Brien. 
Tampa  Tribune. 


Feature:  Joy  Reese,  Jack¬ 
sonville  Journal. 

Pictorial  feature:  Judy  Hor- 
naday,  Miami  Daily  News. 

Book  review;  Joy  Reese, 
Jacksonville  Journal. 

Public  service:  Helen  Coble, 
DeLand  Sun  News. 

Women’s  page  reporting; 
Margaret  Acer,  Miami  DaUf 
News. 

Women’s  page  feature: 
Jeanne  Voltz,  Miami  Herald. 


ABC  Board 

(Continued  from  page  74) 


include  four  from  the  newspaper 
division.  These  are  H.  G.  Kim- 
ber,  Toronto  (Ont.)  Globe  asJ 
Mail;  William  F.  Lucey,  Law¬ 
rence  (Mass.)  Eagle  and  Tri- 
bune;  Harold  Shugard,  St. 
Paul  (Minn.)  Dispatch  and 
Pioneer  Press;  and  Roy  A. 
Brown,  San  Rafael  (Cal'f.)  In¬ 
dependent-Journal,  who  was  ap¬ 
pointed  last  month  as  an  interim 
director  to  fill  the  vacancy  for 
Class  4  (Mountain  and  Pacifir 
Time  Zone)  caused  by  the  death 
of  Harlan  G.  Palmer,  late  pub¬ 
lisher  of  the  Hollywood  (Calif.) 
Citizen-News. 

Other  directors,  whose  terms 
expire,  are;  George  C.  Dibert. 
board  chairman,  J.  Walter 
Thompson  Co.;  H.  H.  Rimmer, 
board  vicechairman,  Canadian 
General  Electric  Co.;  E  Ross 
Gamble,  ABC  treasurer,  Leo 
Burnett  Co.;  Benjamin  Allen, 
Curtis  Publishing  Co.;  J.  E. 
Blackburn,  Jr.,  McGraw-Hill 
Publishing  Co.;  Russell  Z.  Eller. 
Sunkist  Growers,  Inc.;  William 
H.  Ewen,  Borden  Co.;  William 
R.  Farrell,  Monsanto  Chemical 
Co.;  G.  A.  Shallberg  Jr.,  Bo>g- 
Warner  Corp.;  Charles  E. 
Sweet,  Capper  Publications ;  and 
Frank  T.  Tucker,  B.  F.  Good¬ 
rich  Co. 


Move  Transmitter 

Honolulu 

Hawaii’s  news  “voice”  is 
changing  its  headquarters  in  a 
move  designed  to  greater  fa¬ 
cilitate  the  press  wire  service 
in  and  out  of  the  Islands.  Press 
Dispatch  will  be  located  in  the 
rugged  Waianae  mountains  on 
the  island  of  Oahu.  It  is  now 
centered  in  metropolitan  Hono¬ 
lulu. 

Owners  of  Press  Dispatch. 
Jerry  and  Iris  Neville,  move 
copy  from  United  Press,  Asso¬ 
ciated  Press  and  Kyodo  News 
Service  of  Tokyo.  About  80,000 
words  are  received  a  day  and 
5,000  sent  out. 
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Public  Votes 
Press-Backed 
Bond  Project 

Eureka,  Calif. 

Newspaper  -  mustered  talent 
is  credited  here  with  winning 
public  support  for  the  formation 
of  a  water  district  and  the 
authorization  of  a  $12,000,000 
bond  issue. 

These  moves,  in  turn,  are  de¬ 
signed  to  bring  pulp  mills  back 
to  Humboldt  Bay.  The  dual  suc¬ 
cess  is  expected  to  bring  attain¬ 
ment  of  a  goal  long-sought  by 
local  businessmen. 

The  multi-step  project  was 
laid  on  the  lap  of  Eureka  News¬ 
papers,  Inc.,  publishers  of  the 
Humboldt  Times  and  the  Hum¬ 
boldt  Standard,  in  a  move  be¬ 
lieved  without  precedent  in 
Northern  California. 

“You  Do  The  Job” 

“You  do  the  job,”  civic  lead¬ 
ers  said  in  effect.  “Big  payrolls, 
huge  industry,  dams  and  a  pipe¬ 
line  depend  on  your  advertising, 
your  promotion,  and  your  sales 
ability.” 

Pulp  mill  officials  assured  the 
Chamber  of  Commerce  and  busi¬ 
ness  leaders  that  they  would 
install  a  plant  of  some  25,000,- 
000  gallons  of  water  could  be 


was  turned  over  to  the  news¬ 
paper  for  investment  in  promo¬ 
tion  and  advertising.  Disposi¬ 
tion  of  this  trust  fund  became 
a  project  that  staff  members 
of  the  newspaper  came  to  re¬ 
gard  as  the  most  important 
campaign  they  had  ever  devised. 

The  plan  of  action  developed 
at  staff  meetings  called  for  spe¬ 
cific  responsibilities  for  edito¬ 
rial,  advertising  and  promotion 
personnel.  This  called  for  the 
preparation  of  radio  and  TV 
spots,  direct  mail  and  posters. 
Three  staffers  joined  the  speak¬ 
ers  bureau. 

Rounded  Program 
News  coverage  included  a 
newsmen’s  flight  to  another  city 
to  examine  pulp  mill  operations 
as  well  as  surveys,  statements, 
pictures  and  stories. 

In-paper  advertising  included 
full  pages  of  color.  The  retail 
staff  distributed  window  post¬ 
ers  and  developed  special  mes¬ 
sages,  speeches  and  panel  ad¬ 
dresses.  An  artist  painted  the 
prospective  pulp  mill  scene  in  a 
department  store  window,  and 
on  an  eight  by  20-foot  canvas. 

The  results  were  praised  as 
impossible  without  the  news¬ 
papers’  cooperation. 

• 

Hoe  Pays  Dividend; 
IVew-Order  Increase 


Brennan  Chairman 
For  Soap  Box  Derby 

Detroit 

Kenneth  L.  Brennan  of  the 
Pottsville  (Pa.)  Republican  was 
elected  chairman  of  the  Na¬ 
tional  Newspaper  Control  Com¬ 
mittee  for  the  All-American 
Soap  Box  Derby  of  1957  at  an 
organization  meeting  here. 

Other  members  of  the  com¬ 
mittee  are:  Raymond  Goode, 
Bangor  (Me.)  Daily  News,  re¬ 
tiring  chairman;  Richard  Hen¬ 
derson,  Hartford  (Conn.) 
Times;  William  S.  Milburn, 
Tucson  (Ariz.)  Daily  Citizen; 
Woody  Barron,  Waco  (Tex.) 
News  Tribune  and  Times  Her¬ 
ald;  Barney  Goldstein,  Cleve¬ 
land  (Ohio)  News;  Ira  Sapo- 
zink,  Rochester  (N.Y.)  Times- 
Union;  Robert  Harrod,  Lima 
(Ohio)  News;  O.  T.  “Tony” 
Gaston,  WKZO-TV,  Kalamazoo, 
Mich.;  and  Howard  Wilcox, 
Indianapolis  (Ind.)  Star. 

The  1957  Derby  will  be  run 
Sunday,  August  18,  at  Akron. 
Ohio,  to  climax  the  nationwide 
recognition  of  the  20th  anni¬ 
versary  for  the  great  communi¬ 
ty  and  boy  activity  which  is 
cosponsored  by  newspapers  and 
Chevrolet  dealers. 

• 

ISetrs  Story  Figures 
In  Oil  Lease  Probe 


Rally  Stresses  \ 
Youth  Activity 

Milwaukb 

Approximately  10,000  teen¬ 
agers  crowded  into  Milwaukee 
Arena  for  the  first  Metropoli¬ 
tan  Youth  Rally,  co-sponsored 
by  the  Milwaukee  Sentinel  and 
13  area  Kiwanis  Clubs,  Sunday, 
Sept.  23.  j 

The  Kiwanis  clubs  approach-  « 
ed  the  Sentinel  for  co-sponsor-  1 
ship.  The  Sentinel  promotion 
department  coordinated  all 
phases  of  the  rally,  including 
the  securing  of  nationally 
famous  record,  radio,  and  TV 
talent,  arrangements  for  stag¬ 
ing  and  producing  the  show, 
and  securing  the  cooperation  of 
educators. 

A  high  school  editors’  Presi 
Conference  was  a  feature. 

The  purpose  of  the  rally  was 
to  emphasize  that  only  a  small 
minority  of  young  people  be¬ 
come  involved  in  juvenile  de¬ 
linquency. 

• 

Miami  Herald  Join«» 

Top  Ten  Market  List 

Portland,  Ore. 

Newest  addition  to  the  Top 
Ten  newspaper  market  studies 
to  appear  this  Fall  will  be  the 
Miami  Herald  survey  to  appear 
in  late  October. 


supplied  daily. 

Don  O’Kane,  president  and 
publisher  of  the  newspapers,  ac¬ 
cepted  the  challenge. 

The  first  newspaper  move  was 
solid  support  for  the  formation 
of  a  water  district.  This  was 
approved  by  an  81^  to  1  ma¬ 
jority. 

$500  Per  Voter 

The  next  step  was  the  bond 
issue,  requiring  a  two  -  thirds 
vote  of  approval.  The  $12,000,- 
000  bond  requirement  meant 
each  of  the  24,000  voters  was 
being  asked  to  approve  what 
amounted  to  a  $500  individual 
bonded  indebtedness.  It  passed 
with  a  comfortable  margin. 

A  $10,000  war  chest  raised 
through  voluntary  contributions 


R.  Hoe  &  Co.,  Inc.  Sept.  26 
declared  its  regular  quarterly 
dividend  of  25  cents  a  share  on 
Class  A  stock  payable  Oct.  15 
to  stockholders  of  record  Oct. 
4. 

Joseph  L.  Auer,  Hoe  presi¬ 
dent,  stated,  “In  the  eleven 
months  ended  Aug.  31,  new 
orders  taken  totalled  $19,595,- 
000  compared  with  $13,951,000 
for  the  same  period  the  pre¬ 
vious  year.  During  September, 
we  have  received  an  additional 
$1,713,000  in  new  orders.  This 
makes  a  new-order  total  of  $21,- 
308,000  taken  since  October 
1955.  Unfilled  orders  on  hand 
as  of  August  31,  1956  were 
$13,674,000  against  $7,053,000 
on  the  same  date  in  1955.” 


Your  Boat  and  Mine 

J  By  J.KENNETH  WHIHEKER 

W  Technical  Editor  of  "THE  RUDDER" 


Informative  weekly  column  for  the  30,000,000  news¬ 
paper  readers  interested  in  this  fastest  growing 
sport.  Samples  on  request. 

STARBOUND  FEATURES 

9  Murray  Street  New  York  7,  N.  Y. 


Albuquerque,  N.  M. 

An  article  carried  by  the 
Albuquerque  Journal  last  June 
is  partly  responsible  for  the 
U.  S.  Senate  subcommittee 
hearing  on  oil  lease  practices 
which  began  here  Sept.  20. 

“This  hearing  results  from 
newspaper  articles  and  other 
information  which  came  to  the 
attention  of  the  committee,” 
Sen.  Clinton  P.  Anderson  (D., 
N.  M.)  said  in  opening  the 
hearing. 

Later  he  told  a  reporter  that 
the  principal  newspaper  article 
was  the  one  carried  by  the 
Journal  concerning  lease  prac¬ 
tices  of  Stanolind  Oil  and  Gas 
Co. 

“A  number  of  persons  sent 
clippings  of  that  article  to  the 
committee,”  Senator  Anderson 
said. 

• 

Ca^h  for  Studeiit8 

Columbia,  Mo. 
fe  Cash  awards  amounting  to 
$7,660  will  be  made  to  students 
in  the  University  of  Missouri 
School  of  Journalism  for  high 
achievement  during  the  present 
school  year.  Dean  Earl  F.  Eng¬ 
lish  has  announced.  Students 
presently  enrolled  are  enjoying 
scholarships  valued  at  $6,570. 


This  is  the  second  year  of 
Top  Ten  survey,  originated  by 
Dan  E.  Clark  11  &  Associates. 
Inc.,  with  media  headquarters 
in  the  Oregonian  building  here. 
The  surveys  check  annually  in 
10  major  markets  on  product 
usage,  and  demonstrated  brand 
preference  through  personal  in¬ 
terviews. 

Other  newspapers  using  this 
service  are  the  Akron  Beacon- 
Journal,  Dallas  Morning  News, 
Denver  Post,  Houston  Post, 
Los  Angeles  Herald-Express. 
Oregonian,  Toledo  Blade,  Wtl- 
mington  News  -  Journal,  and 
Youngstown  Vindicator. 

Addition  of  the  Miami  Herald 
brings  into  the  group  the  news¬ 
paper  which  last  year  carried 
the  largest  food  linage  in  the 
country. 

Eugene  Lemcoe,  advertising 
director  of  the  Houston  Post, 
is  chairman  of  the  Top  Ten 
newspaper  group  for  1956-57. 

• 

In  New  Plant 

Waupun,  Wis. 

The  Waupun  Leader  News, 
whose  plant  was  gutted  by  fire 
last  Dec.  30,  is  now  located 
in  its  new  plant  at  514  East 
Main  street.  George  W.  Greene, 
editor  and  publisher,  held  open 
house,  Oct.  5. 
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stands  for  quality  and  dependability 


A  Division  of 


Chemical  Corporation 


So  whether  you  need  help  in  solving  your  R.O.P.  color  problems,  or  in  select¬ 
ing  the  best  ink  for  your  pressroom  requirements,  you  can  depend  on  the  Man 
from  Morrill.  You  can  call  upon  Morrill’s  nation-wide  color  matching  service, 
and  years  of  experience  in  making  news  inks  of  all  kinds  with  the  complete 
assurance  of  getting  the  exact  ink  you  need. 

And,  whether  you  buy  in  drums  or  tank  truck  loads  (metered  to  make  cer¬ 
tain  you  receive  every  pound  you  pay  for)  Morrill  inks  are  all  of  the  same  high 
quality  and  uniformity.  That’s  why  everyone  who  buys  newspaper  ink  has  a 
definite  reason  for  having  a  talk  with  the  Man  from  Morrill. 


Geo.  H.  Morrill  Company 


10th  Street  &  44th  Avenue,  Long  Island  City  1,  N.  Y. 


WARWICK  ItaxtiU  and  industrial  chemicals)  *  WARWICK  WAX  (rafinars  of  specialty 


DIVISIONS  OF  SUN  CHEMICAL  CORPORATION 
HORN  (paints,  maintenance  and  construction  materials,  industrial  coatings) 
waxes)  •  RUTHERFORD  (lithographic  equipment)  •  SUN  SUPPLY  (  ‘  ’ 

*  Kelly  *  Chemical  Color  &  Supply  Inks)  *  MORRIlL  (news  ink 

paints,  plastics,  printing  inks  of  all  kinds)  •  OVERSEAS  DIVISION  (export)  •  A.  C.  HORN  COMPANY,  LIMITED  (Canada)  >  GENERAL  PRINTING  INK  CORPORATION 

OF  CANADA,  LIMITED  •  FUCHS  t  LANG  de  MEXICO,  S.  A.  de  C.  V. 


LY  (lithographic  supplies)  *  GENERAL  PRINTING  INK  (Sigmund  Ullmon  •  Fuchs  &  Long  •  Eagle  •  American 
inks)  •  ELECTRO-TECHNICAL  PRODUCTS  (coatings  and  plastics)  •  PIGMENTS  DIVISION  (pigments  for 
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;e  for  Club  News 
Eases  a  Space  Problem 


13  Display 
^Ink-StincV 


By  William  S.  Milburn 

Tucson,  Ariz. 
Tucson  Daily  Citizen  editors, 
coping  with  the  problems  of 
expanding  news  coverage  in  a 
rapidly  growing  city,  and  be¬ 
sieged  with  demands  for  pub¬ 
licity  space  by  local  clubs,  took 
an  analytical  look  at  their  situ¬ 
ation  and  came  up  with  a  new 
“Community  Events”  page  and 
other  solutions  which  are  work¬ 
ing  out  well. 

The  problem  they  faced  was 
threefold: 

(1)  In  the  past  15  years  the 
population  of  metropolitan  Tuc¬ 
son  had  grown  from  less  than 
70,000  to  more  than  200,000. 

(2)  The  city’s  clubs  and  or¬ 
ganizations  had  grown  along 
with  the  population.  Too  much 
space  was  being  devoted  to  their 
publicity  under  the  old  policy 
of  publishing  virtually  every¬ 
thing  that  was  submitted. 

(3)  The  Citizen’s  circulation 
had  grown  from  10,000  to  35,000. 
Each  year,  a  smaller  percentage 
of  readers  was  interested  in 
routine  club  news. 

A  Complication 
The  problem  was  complicated 
by  the  fact  that  the  Woman’s 
View  department  had  for  years 
held  an  annual  tea  for  the  pres¬ 
idents  and  publicity  chairmen 
of  women’s  clubs,  had  encour- 
agetl  them  to  submit  releases, 
and  had  printed  and  distributed 
a  booklet  titled  “How  To  Get 
Your  Club  News  In  The  Citi¬ 
zen.”  It  appeared  that  all  this 
missionary  work  must  now  be 
undone. 

Citizen  editors  searched  for 
a  positive  approach — a  solution 
which  would  eliminate  dull  rou¬ 
tine  notices,  find  space  for 
worthwhile  organizational  news, 
and  keep  the  clubs  happy. 

First,  they  created  the  “Com¬ 
munity  Events”  page,  which 
runs  five  days  a  week.  This  is 
a  separate  department  of  the 
newspaper,  just  as  much  so  as 
sports  or  society,  and  there  can 
be  no  slopover  of  its  copy  to 
regular  news  pages.  This  de¬ 
partment  prints  publicity  for 
any  type  of  club  or  organiza¬ 
tion,  including  women’s  groups, 
if  it  is  of  general  interest  or 
tells  of  an  activity  which  will 
benefit  the  community  as  a 
whole. 

“It’s  not  when  you  are  meet¬ 
ing,  but  what  you  are  accom¬ 
plishing  that  we  want  to  write 
about,”  the  Community  Events 


editor  tells  publicity  chairmen. 
He  will,  however,  run  stories 
about  a  club’s  first  or  last  meet¬ 
ing  of  the  season,  and  elections. 

Although  Community  Events 
has  siphoned  off  much  of  its 
club  news,  the  Woman’s  View 
still  runs  such  items  when  the 
emphasis  is  primarily  on  the 
social  or  feminine  aspects  of  the 
story.  More  importantly,  the 
woman’s  department  now  has 
room  for  more  local  features 
and  more  good  wire  copy. 

Place  for  Promotion 
Some  publicity  which  used  to 
cross  the  city  desk  and  find  its 
way  into  general  newspages  is 
now  handled  directly  by  the 
Community  Events  editor.  The 
editorial  promotion  department 
will  funnel  some  of  its  copy  on 
special  events  like  the  Soap  Box 
Derby  direct  to  the  Community 
Events  desk. 

The  new  department,  how¬ 
ever,  is  not  considered  a  “catch¬ 
all”  by  any  member  of  the  staff. 
The  routine  notices  of  limited 
reader  interest,  formerly  scat¬ 
tered  throughout  the  paper, 
have  been  eliminated  rather 
than  switched  to  Community 
Events. 

Two  steps  were  taken  to  help 
effect  the  transition: 

(1)  A  letter  to  officers  of 
more  than  100  women’s  clubs 
used  a  positive  approach,  ex¬ 
plaining  the  different  types  of 
news  wanted  by  Community 
events  and  the  woman’s  pages. 
It  did,  incidentally,  plant  the 
idea  that  ordinary  meeting  no¬ 
tices  had  become  a  casualty  of 
growth. 

(2)  “Citizen  Charlie’s  Check 
List  for  Your  Publicity”  was 
printed  and  is  given  to  all  pub¬ 
licity  representatives  when  they 
come  to  the  newspaper  office. 
(Citizen  Charlie  is  a  cartoon 
figure  of  a  newspaperboy  used 
in  connection  with  various  edi¬ 
torial  promotions.)  This  check 
list  tells  how  to  prepare  a  re¬ 
lease  and  explains  the  types  of 
news  handled  by  the  various  de¬ 
partments  of  the  Citizen. 

Considerable  confusion  and  a 
few  complaints  marked  the  first 
two  weeks  of  the  changeover. 
These  subsided  rapidly. 

One  of  its  biggest  advantages 
is  that  news  pages  have  im¬ 
proved  in  content  and  appear¬ 
ance.  More  pictures  are  used 
now  that  publicity  doesn’t  fill 
the  space. 


San  Jose,  Calii. 

An  “Ink-  Stinct”  competitiog 
conducted  by  the  San  Jose  Mer¬ 
cury-News  was  won  by  13  per¬ 
sons  who  came  within  16fl(| 
pages  of  accuracy. 

Twelve  of  the  winners  wen  f*- 
women,  although  men  were  not  ' 
outnumbered  in  the  guessinj. 
The  first  prize  of  $250  went  to 
a  woman  who  estimated  the  ink 
in  a  tub  atop  two  rolls  of  news¬ 
print  would  print  321,100  news¬ 
paper  pages.  The  correct  figun 
was  320,862.5. 

The  contest  was  held  at  the 
M-N’s  County  Fair  booth,  with 
coupons  from  the  paper  re¬ 
quired  for  entries.  Daniel  K. 
Stern,  public  relations  director, 
announced  a  pound  of  ink  would 
print  3800  pages  and  from  then 
on  the  figuring  was  up  to  the 
contestants. 

The  winner  was  within  an 
ounce  of  the  correct  amount  of 
ink  in  the  tub. 


Wisconsin  Press 
To  Buy  Forest 

The  Wisconsin  Press  Asso¬ 
ciation,  composed  of  non-metro¬ 
politan  newspapers,  at  its  10th 
annual  fall  outing  at  Trees  for 
Tomorrow  camp,  Eagle  River, 
has  decided  it  wants  its  own 
forest. 

Association  members  for  the 
past  ten  years  have  been  stu¬ 
dents  at  the  camp.  Projects 
studied  have  included  tree 
planting,  forest  management 
practices,  water  resources, 
paper  mill  visitation,  forest  fire 
protection,  forest  harvesting, 
insect  control,  and  land  use.  It 
was  suggested  that  the  asso¬ 
ciation  ought  to  have  its  own 
forest  so  that  the  many  proj¬ 
ects  studied  might  be  put  into 
practice. 

The  forest  will  be  called  th* 
Wisconsin  Press  Association 
Demonstration  Forest  and  Dsn 
Satran,  Eagle  River  News- 
Review,  has  been  named  chair¬ 
man  of  the  forestry  committee. 


^Financial  Follies’ 

The  15th  annual  dinner  and 
show  of  the  New  York  Finan¬ 
cial  Writers’  Association  will 
take  place  Nov.  16.  Production 
of  the  “Financial  Folies  of 
1956,”  will  be  staged  in  the 
Grand  Ballroom  of  the  Shers- 
ton-Astor  Hotel.  Frank  W. 
Reed,  World-Telegram  and  Sun, 
is  president. 
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Newspapers  offering  ROP  Color. 

R  O  P  Color  rates  and  circulations  of  255  newspapers. 

Readership  survey  findings.  ROP  Color  versus  B&W. 

Case  histories  on  results. 

Techniques  and  production  methods  for  better  ROP  Color  ui  newspapers. 


Latest  information  on 


Write  the  Advertising  Manager  for  your  copy. 


THE  MILWAUKEE  JOURNAL 


The  results  are  in... 


American  Dairy  Association  has  completed  another 
year  as  headquarters  for  the  industry’s  June  Dairy 
Month  promotion. 

How  extremely  successful  June  Dairy  Month  has 
been  is  evidenced  by  the  large  volume  of  enthusias¬ 
tic  mail  received  from  newspaper  publishers. 

Right  across  the  board,  practically  without  excep¬ 
tion,  the  lineage  score  shows  June  1956  dairy  adver¬ 
tising  lineage  far  ahead  of  last  June. 

Here  are  some  of  the  results— from  newspapers 
all  over  the  United  States: 


The  News  Sentinel 

Knoxville,  Tenn. 

Dairy  ods  doubled  in  June 
June  19SS-  8,505  lines 
June  1956-18,226  lines 
M.  T.  Creoger,  Retail  Adv.  Mgr. 


The  Commercial-News 

Danville,  III. 

Dairy  ads  up 

June  1955—5,817  lines 
June  1956—7,437  lines 
J.  C.  8locl(more 


The  Journal-Bulletin 

Providence,  R.  I. 

June  Dairy  Month  ads  increased 
June  1955-27,376  lines 
June  1956  -33,247  lines 


Argus-Dispatch 

Rock  leland-Moline,  III. 
More  dairy  ads  this  June 
June  1955—15,637  lines 
June  1956-  20,174  lines 
H.  E.  Swanson,  Mgr.  Gen.  Adv. 


American 
Chicago,  III. 

Increased  dairy  lineage 
June  1955 — 14,128  lines 
June  1956—15,690  lines 
R.  W.  Eldredge 


Mercury- News 

San  Jose,  California 

Good  June  Dairy  Month 
June  1955-4,132  lines 
June  1956—4,608  lines 

D.  R.  Martin,  Mgr.  Gen.  Adv.  Dept. 

The  Evening  and 
Sunday  Bulletin 

Philadelphia,  Pa. 

Increase  in  dairy  ads 
June  1955-11,703  lines 
June  1956-17,880  lines 

P.  1.  Snyder,  Nat'l  Adv.  Dept. 

The  Press 

Houston,  Tex. 

Increased  dairy  advertising 
June  1955—6,771  lines 
June  1956—9,181  lines 

H.  A.  Dcllahite,  Mgr.  Gen.  Adv.  Dept. 


The  Beacon-News 

Aurora,  III. 

Dairy  ads  increased 
June  1955  —  1,236  lines 
June  1956  —  1,415  lines 
W.  Crouch,  Nat'l  Adv,  Mgr. 


The  Caller-Times 

Corpus  ChrlstI,  Texas 
Doubled  June  dairy  advertising 
June  1955-5,152  lines 
June  1956—12,325  lines 
J.  J.  Abernothy,  Nat'l  Adv.  Mgr. 


The  Gazette 

Charleston,  W.  Va. 
Dairy  ads  increased 
June  1955  —  10,831  lines 
June  1956—15,437  lines 
W.  E.  Grosse 


The  Press 

Pontiac,  Mich. 

Dairy  ads  increased  for  June 
June  1955—2,800  lines 
June  1956—3,314  lines 
R.  8assett,  Gen.  Adv.  Mgr. 


The  Daily  Courier 

Charleston,  III. 

Dairy  ads  tripled 

June  1955  —  1,381  lines 
June  1956—4,038  lines 
8.  Weir,  Pub. 


The  Herald 

Boston,  Mass. 

Dairy  advertising  doubled 
June  1955—7,152  lines 
June  1956—15,619  lines 
R.  F.  Duffy,  Nat'l  Adv.  Dept. 


Sun-Telegraph 

Pittsburgh,  Pa. 

Lineage  more  than  tripled  over  lost 
June. 

June  1955—5,549  lines 
June  1956  —  18,688  lines 
G.  Stonestreet 


Post-Dispatch 

St.  Louis,  Mo. 

Dairy  Month  ad  lineage  increased 
June  1955—23,368  lines 
June  1956—26,187  lines 
Doug  Day,  Nat  I  Adv.  Mgr. 
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Journal  and  Sentinel 

Wln«ton-S«l*m,  N.  Carollni 


Dairy  ads  up 

June  1955—7,144  lines 
June  1956—8,349  lines 
G.  L.  Speose,  Gen.  Adv.  Mgr. 


The  Sun 

Baltimor*,  Md. 


Dairy  ad  lineage  up  for  June 
June  1955-11,637  lines 
June  1956—14,770  lines 


The  Tribune 

Chicago,  III. 


Big  increase  in  dairy  ads 
June  1955  —  30,598  lines 
June  1956—35,654  lines 
J.  H.  Specht,  Gen.  Adv. 


The  Call 

DuQuoin,  III. 


Dairy  ads  up 

June  1955—2,366  lines 
June  1956 — 3,682  lines 


The  News-Tribune 

TImes-Herald 
Waco,  Texas 


More  dairy  advertising 
June  1955—3,260  lines 
June  1956  —4,935  lines 
J.  Kendrick,  Not'l  Adv.  Mgr. 


The  Antrim  County 
News 

Bellaire,  Mich. 


Increased  dairy  ads 
June  1955-1,596  lines 
June  1956-2,772  lines 
K.  C.  Porker,  Pub. 


The  Herald-Whig 

Quincy,  III. 


Dairy  ads  up 

June  1955—4,564  lines 
June  1956—5,950  lines 
Hal  Culp,  Adv.  Mgr. 


The  Journal  Star 

Peoria,  III. 


Dairy  ads  nearly  doubled 
June  1955-5,779  lines 
June  1956—9,962  lines 
O.  C.  Summers,  Nat  l  Adv.  Mgr. 


The  State 

The  Columbia  Record 
Columbia,  S.  Carolina 


Dairy  ods  up  for  June 
June  1955  —2,600  lines 
June  1956—4,398  lines 
W.  G.  8rittoin,  Nat'l  Adv.  Mgr. 


The  Herald 

Grand  Rapids,  Mich. 


Juno  lineage  good 
June  1955—3,926  lines 
June  1956—4,853  lines 
W.  R.  Montgomery,  Not'l  Adv.  Mgr. 


The  Chronicle 

Houston,  Tex. 


Good  lineage  for  June  Dairy  Month) 
June  1955—6,923  lines 
June  1956 — 9,428  lines 
M.  J.  Gibbons,  Mgr.  Gen.  Adv. 


The  Times 

Detroit,  Mich. 


Dairy  ads  increased 
June  1955—10,802  lines 
June  1956-12,260  lines 
A.  J.  Word 


The  Daily  News 

Greenville,  Mich. 


More  lineage  this  June 
June  1955—4,480  lines 
June  1956—6,524  lines 
R.  Howard,  Adv.  Mgr. 


The  Daily  News 

Ludington,  Mich. 


Dairy  ads  up 

June  1955—3,766  lines 
June  1956—4,108  lines 
C.  Robinson,  Asst.  Ad.  Mgr. 


The  News 

Saginaw,  Mich. 


Improved  June  Dairy  Month 
June  1955—4,407  lines 
June  1956—7,703  lines 
S.  Piocente,  Mgr.  Gen.  Adv. 


The  Journal- 
Constitution 
Atlanta,  Ga. 


Doubled  dairy  ad  lineage 
June  1955—4,661  lines 
June  1956—9,730  lines 
W.  F.  Sykes,  Mgr.  Gen.  Adv. 


The  News  and 
Observer-Times 

Raleigh,  N.  Carolina 


Increased  dairy  lineage 
June  1955—4,246  lines 
June  1956—6,618  lines 
W.  H.  Duncan,  Not'l  Adv,  Mgr, 


Huron  Daily  Tribune 

Bad  Axe,  Mich. 


More  dairy  lineage 
June  1955  —980  lines 
June  1956—2,240  lines 
J.  C.  Hewens,  Adv.  Mgr, 


Daily  Times  Press 

Streator,  III. 


Dairy  ads  up 

June  1955—2,604  lines 
June  1956—4,732  lines 
S.  E.  Oennehe,  Adv.  Mgr. 


The  Daily  Press 

YpsllantI,  Mich. 


Dairy  ads  up 

June  1955—6,692  lines 
June  1956  —  10,073  lines 


The  Daily  Ledger 

Canton,  III. 


Dairy  ads  up 

June  1955—1,400  lines 
June  1956—2,800  lines 
L.  L.  Hill 


The  News 

Detroit,  Mich. 


Dairy  ads  up 

June  1955  —  14,577  lines 
June  1956-22,520  lines 
R.  G.  Brophey,  Mgr.  Gen.  Adv. 


Courier-Express 

Buffalo,  N.  Y. 


Dairy  ads  up 

June  1955—8,732  lines 
June  1956—13,206  lines 


The  Citizen-Times 

Asheville,  N.  Carolina 


More  than  doubled  dairy  lineage 
June  1955-1,959  lines 
June  1956—4,998  lines 
Roy  Philips,  Dir.  Adv. 


The  Times-Picayune 

New  Orleans  States 
New  Orleans,  La. 


June  Dairy  Month  lineage  up 
June  1955—4,376  lines 
June  1956—6,433  lines 
R.  Ladreyt,  Mgr.  Gen.  Adv. 


The  Sentinel 

Milwaukee,  Wis. 


Dairy  ads  up 

June  1955—10,203  lines 
June  1956—14,420  lines 
Worth  Corbery 


The  Globe 

Boston,  Mass. 


Dairy  ads  up 

June  1955—19,606  lines 
June  1956 — 30,849  lines 
J.  F.  Reid,  Adv.  Dir. 


The  Post 

New  York,  N.  Y. 


June  Dairy  Month  lineage  up 
June  1955—9,838  lines 
June  1956—13,473  lines 
S.  D.  Kelson,  Asst.  Nat’l  Adv.  Mgr. 


Chronicle 

Marshall,  Mich. 


June  Dairy  Month  ads  increased 
June  1955  —  1,288  lines 
June  1956—2,544  lines 


The  Record-American 

Boston,  Mass. 


Lineage  more  than  tripled 
June  1955-2,101  lines 
June  1956—6,900  lines 
F.  E.  Dunn,  Nat  l  Adv.  Mgr. 


The  Press 

Pittsburgh,  Pa. 


Dairy  ads  up 

June  1955-13,655  lines 
June  1956—24,336  lines 
D.  W.  Fox 


The  Examiner 
San  Francisco,  Cal. 
Big  increase  in  dairy  ads 
June  1955—4,736  lines 
June  1956—7,758  lines 
Geo.  Brumback,  Adv.  Div. 


Spacs  limitations  prsvsntsd  our  listing  rsports  from  all  ths  nswspapors  which  participatsd  In  Juno  Dairy  Month. 


The  results  speak  for  themselves.  The  American  Dairy 
Association  is  pleased  to  announce  that  again  in  1957 
newspapers  will  play  a  key  role  in  the  expanded  program 
now  being  planned  for  June  Dairy  Month,  1957. 


Its*.  AMimCAN  DAIRY  ASSOCIATION 


AMERICAN  DAIRY  ASSOCIATION 


20  North  Wacksr  Drive,  Chicago  6,  III. 


You  navar 
outgrow  your 
need  for  foods 
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Newspaper  Career 
Recruiting  Studied 


By  William  Bien 

Richmond,  Va. 
Nine  news  executives  in  Vir 
ginia  have  sent  aloft 


tion’s  executive 
a  nine-member 


board  named 
committee  to 


reported,  “would  justify  a  con-  Intern  Program  Favored 
servative  estimate  of  a  news-  xhe  proposal  for  a  wide  in- 
room  turnover  in  Virginia  this  tern  program  was  received 
year  of  at  least  75  persons.”  enthusiastically  on  every  hanA 

In  addition,  there  were  nu-  president  A.  D.  Chandler  of 
merous  other  openings  in  ad-  the  College  of  William  and 
vertising  and  circulation  de¬ 
partments. 

Flipping  to  the  other  side  of 
the  coin,  O.  W.  Riegel,  director 
of  Washington  and  Lee  Uni¬ 
versity’s  school  of  journalism 


Mary,  for  instance,  said  he’d  bt 
happy  to  cooperate. 

Only  on  the  matter  of  scholar¬ 
ships  did  the  news  executivoi 
get  a  “go  slow”  warning  from 
the  college  presidents. 

Some  officials  frowned  on 


trial  make  recommendations.  Serv 

balloon  containing  the  elements  mg  with  Mr.  Colburn  are  Pey-  — the  only  full  school  of  its  nr 

of  a  new  campaign  to  attract  ton  win0.e  executi^^^^^  type  in  Virginia-had  only  15 

top-grade  youngsters  to  their  f  graduates  last  June.  And  only  graduates  because  most  of  them 

Advance,  Tom  Hanes,  manag-  about  half  of  those  took  jobs  decided  in  their 

it.  ing  editor  of  the  Norfolk  vireinia.  5. 


top-grade  youngsters 

A  Journalism  Study  Commit-  Virginia.  minds  as  to  their  future  career, 

ue  headed  by  John  H.  Colburn,  ,  I'k  ?'T  ‘Jf  As  a  result,  there  i»  no  guareu 

manapng  edrt^of  the  Seii.™  fed  11^.  wmuL  tee  that  a  seholarship  win,*, 

mond  Times-Dtapatch,  will  meet 


here  Oct.  20  with  officials  of  col¬ 
leges  and  universities  through¬ 
out  the  state  to  discuss  two 
specific  proposals 


Register  and  Be/i;  William  an,)  'j,ee  could  be  expanded  Vo  f  scnoiarsnip  "  inner 

Soilman  production  manager  f  i  ®  will  go  into  newspaper  work  if 

X  take  care  of  30  graduates  a  y^u  give  him  the  money  as  » 


publisher  of  the  Culpeper 

of  Peef^eeiP™  Virginia  newspapers  must  look 

to  other  sources  than  Wash¬ 
ington  and  Lee  for  personnel 
—  particularly  since  there 
seems  no  hope  for  improve¬ 
ment  in  the  turnover  rate. 

A  Dearth  of  Prospecta 
W.  H.  Cato,  director  of 
guidance  and  personnel  at 


freshman  or  sophomore.  Too  of-  , 
ten  his  vocational  goals  change  * 
or  he  flunks  out  of  school,  or  . 
just  loses  interest. 

Time  for  Scholarship 
Colgate  Darden,  president  of  ' 
the  University  of  Virginia, 
would  grant  scholarships  for 
the  last  year  or  for  post-grad¬ 
uate  work.  Chancellor  Grellet 
C.  Simpson  of  Mary  Washing¬ 
ton  College  had  the  same  idea 
and  added: 

“I  think  a  scholarship,  if 


of  the  H’a2/nc*6oro  jVetvs-Vtr-  y^^r  at  most  if  qualified  stu- 
giman;  Walter  B.  Potter^  jgntg  ^p^jy. 

Thus  it  was  apparent  that 

ti.  Jit,  v^urreii,  \t 

1.  A  long-range  program  of  publisher  of  the  Rappahannock 

training  for  careers  in  news-  Record;  J.  Barrye  Wall,  pub- 
papers.  lisher  of  the  Farmville  Her- 

2.  A  paid  intern  program  that  aid,  and  Jim  Tindall,  publisher 

would  provide  college  students  of  the  Smyth  County  News  at 
with  academic  credit.  Marion. 

Problem  is  Twofold  17  Colleges  Included 

The  proposals  follow  a  two-  First  the  committee  widened 
month  study  under  auspices  of  its  view  beyond  the  limits  set  Virginia  Polytechnic  Institute, 

the  Virginia  Press  Association —  by  the  executive  committee;  puts  it  like  this: 
a  study  that  was  brought  about  instead  of  just  the  University  “They  (newspapers)  seem  to 
by  this  situation  outlined  by  the  of  Virginia,  as  proposed,  the  be  in  the  position  now  that  cieated  in  terms  of  recognition 

committee:  group  talked  to  the  presidents  practically  all  other  businesses  achievement  at  the  end  of 

“Our  problem  is  twofold.  There  of  17  Virginia  colleges.  find  themselves  in  —  a  dearth  junior  year  in  college, 

are  more  job  opportunities  in  The  committee  asked  five  of  prospects  for  the  available  niight  be  a  very  fine  thing  for 

newspaper  work  than  ever  be-  questions  of  each  educator:  jobs.  Salary  wise,  they  do  not  newspaper  to  consider.  The 

fore;  and  we  are  not  getting  i.  Do  vocational  counselors  ‘•ompete  with  business  and  in-  emphasis  at  the  present  time 
sufficient  applications  from  per-  have  adequate  information  on  ^lustry.  which  doubtless  com-  scholarships  is  to  give  them 

sons  familiar  with  the  traditions  opportunities  in  the  newspaper  Plieates  their  problem  even  the  beginning  level, 

and  customs  of  Virginia  to  fill  field? 

2.  Would  the  colleges  co¬ 
operate  in  a  program  of  practi¬ 
cal,  on-the-job  internship  train¬ 
ing  programs? 

3.  Would  the  colleges  wel¬ 
come  suggestions  for  subject 
matter  to  help  students  pre- 


I  am 


the  available  openings. 

“The  time  has  come  for  a 
new  approach.  First,  the  journal¬ 
ism  graduates  this  year  would 
not  fill  the  available  openings 
if  every  one  of  them  decided  to 
make  a  career  of  newspaper 
work.  Only  about  half  of  them 
will  decide  on  such  a  career. 


more.  In  other  words,  those  suggesting  that  a  scholarship 
who  might  normally  find  in-  awarded  in  several  colleges 


teresting  and  satisfying  em¬ 
ployment  in  newspaper  work 
are  being  lured  into  business 
and  industry  by  higher  sal¬ 
aries;  and  also  because  busi¬ 
ness  and  industry  have  been, 
for  several  years  now,  very 


pare  for  journalism,  and  would  dynamic  in  their'  approach  to 


to  prospective  seniors  who 
have  interested  themselves  up 
to  that  point  and  will  continue 
to  carry  on  that  interest 
through  their  senior  year.  In 
this  way  the  decision  of  who 
is  to  receive  the  scholarship 
would  be  based  on  information 


The  others  will  go  into  TV,  .  be  objections  to  profes-  recruiting  the  college  gradu-  college  participation  as  well 
radio,  public  relations,  trade  working  with  the  ates— in  some  cases  probably  as  affording  a  recognition  at  i 


publications  and  related  fields. 
Many  of  the  other  college 
graduates  who  seek  newspaper 
positions  are  students  with 
second-rate  averages  who  have 


staffs  of  college  publications?  too  dynamic  for  the  young  f**”®  when  psychologically  the 


4.  Are  there  any  suggestions 
for  helping  the  VPA  develop  a 
sound,  practical  program  to 
interest  young  men  and  women 


not  been  offered  jobs  by  large  newspaper  work? 


graduates’  good.”  student  needs  to  be  given  this 

Quite  startling  was  the  reply  ®xtra  contact  with  the  voca- 
by  most  educators  that  they  tional  field  involved.” 
were  unaware  of  the  news-  On  the  other  hand,  William 
paper  profession’s  critical  need  and  Mary’s  President  Chandler 


corporations.  5.  What  are  the  views  of  qualified  personnel.  felt  the  money  going  into 

“Men  and  women  entering  college  officials  on  scholarships  Or.  Joseph  C.  Robert,  presi-  scholarships  might  be  better 
newspaper  work  today  must  for  students  with  journalism  fient  of  Hampden-Sydney  Col-  spent  on  intern  programs, 

justify  the  higher  salaries  and  potential?  lege,  reported  that  he  had  even  “If  it  is  the  type  of  scholar- 

better  working  conditions.  They  Newsroom  Turnover  *  newspaper  editor  ship  that  obligates  a  student 

also  are  faced,  whether  in  the  -r  "  u  j  speak  to  students  on  the  to  take  up  newspaper  work  as 

news  or  advertising  fields,  with  .1°  advantages  and  disadvantages 

vigorous  challenges  of  their  ^*®®  showing  of  journalism— and  was  turned 

ability  to  think.  They  must  be  ^*1®  «  ^®®®''t  survey  down! 

able  to  intelligently  analyze  turnover  among  (jn  this  connection,  the  corn- 

complicated  situations  and  in-  dailies  and  weeklies,  rnittee  now  has  appointed  itself  often  change  their  major  fields 

terpret  them  in  accurate,  un-  Eighteen  newspapers  had  60  a  speaker’s  bureau  and  is  it  would  be  of  doubtful  value, 

derstandable  and  meaning;ful  vacancies  at  the  time  of  the  taking  advantage  of  every  in-  If  the  scholarship  carries  no 

terms.”  survey.  vitation  to  address  student  career  obligations,  then  it  is 

The  Virginia  Press  Associa-  “This  trend,”  Mr.  Colburn  audiences.)  useless  as  a  recruiting  device." 
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a  career,"  he  said,  “it  might 
pay  good  dividends  in  some 
institutions;  but  in  a  liberal 
arts  college  where  students 
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fastest — most  positive 


greatest  savings 


two  methods  of  control 


side  and  length  register  with  one  scanner 


SUPER-ADAPTABILITY 

side,  length,  back-up,  cut-off  and  reel  guide  controls 


most  widely  used  throughout  the  world 
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THE  FOURTH  ESTATE  ...  By  Trent 


Press  Asked 
To  Call  FBI 
In  Kidnaping 

“Newspapers,  upon  learning 
of  a  kidnaping,  should  immedi¬ 
ately  contact  the  FBI,”  asserted 
J.  Edgar  Hoover,  director  of 
the  Federal  Bureau  of  Investi¬ 
gation,  in  an  article  in  The 
Bulletin  of  the  American  So¬ 
ciety  of  Newspaper  Editors. 

“While  the  FBI  might  not  be 
in  a  position  to  confirm  or  deny 
it,  the  FBI  will  at  least  be 
given  the  opportunity  to  state 
whether  harm  would  result  in 
the  publication  of  the  informa¬ 
tion  and  whether  such  publi¬ 
cation  might  interfere  with  the 
safe  return  of  the  victim,”  con¬ 
tinued  Mr.  Hoover. 

“Moreover,  any  data  in  the 
possession  of  newsmen  which 
might  be  of  value  in  effecting 
the  safe  return  of  the  victim 
should  be  promptly  furnished 
to  law  enforcement.  We  in  the 
FBI  thoroughly  appreciate  the 
receipt  of  any  such  information. 
It  can  be  of  great  help.  In  such 
cases  where  the  FBI  has  com¬ 
plete  control  over  a  situation, 
if  it  is  possible,  every  effort 
will  be  made  to  protect  the 
paper  or  source  which  placed 
a  civic  duty  above  a  scoop.” 

Press  Praised 

Mr.  Hoover  thus  praised  the 
press : 

“The  press  and  law  enforce¬ 
ment  are  partners  in  serving 
the  public  welfare.  Over  the 
years,  the  press  has  been  a 
vigilant  sentinel,  reporting  the 
news,  ferreting  out  corruption 
and  working  for  the  public 
good.  Nothing  can  replace  our 
news  media — newspapers,  mag¬ 
azines,  radio  and  television  — 
as  the  living  flame  which  keeps 
alive  the  true  meaning  of  liber¬ 
ty. 

“Today  the  press  Is  perform¬ 
ing  a  genuine  service  by  re¬ 
porting  the  news  of  crime.  The 
responsible  reporting  of  crime, 
I  am  convinced,  does  much  to 
make  citizens  aware  of  this 
great  human  tragedy.  It  enables 
the  community  to  mobilize  its 
resources,  to  take  corrective 
steps  and,  most  important,  to 
think  in  terms  of  prevention.” 

After  a  kidnaping,  Mr.  Hoo¬ 
ver  advised: 

“Newspapers  can  help  by  not 
sending  photographers,  press 
cars,  etc.,  to  the  victim’s  home 
in  such  cases,  and  no  one 
should  place  the  members  of 
the  family  or  intermediaries 
under  surveillance.” 


Renovo  Paper 
Back  in  Family 
Of  Founder 

RENOvo,Pa. 

Ownership  of  the  Renovo 
Daily  Record  turned  full  circle 
this  week  with  the  announce¬ 
ment  that  the  85-year-old  publi¬ 
cation  has  returned  to  the 
grandson  of  the  original  owner. 

Bennett  Shaffer  is  the  new 
owner  and  publisher.  He  pur¬ 
chased  the  newspaper  from 
Harlan  Murrelle  and  associates 
of  Sayre,  Pa. 

The  Record  had  been  in  the 
Shaffer  family  from  its  found¬ 
ing  by  John  Upton  Shaffer  in 
1871  until  1946  when  it  was 
sold  to  Bernard  J.  Smyth,  a 
former  jewelry  store  proprietor. 

The  paper  was  published  as 
a  weekly  until  1907  when  it  be¬ 
came  a  daily,  owned  by  the 
founder’s  sons,  John  U.  and  W. 
E.  Shaffer.  This  partnership 
was  later  dissolved  and  John 
U.  Shaffer,  II,  became  full 
owner. 

After  his  death  in  1942,  Mrs. 
Shaffer,  his  wife,  continued 
publication  until  Mr.  Smyth  ac¬ 
quired  the  property  in  1946.  He 
sold  out  in  1954. 

The  new  publisher  is  an  Air 
Force  veteran  who  has  a  degree 
from  the  Rochester  Institute  of 
Technology  where  he  was  pub¬ 
lisher  of  the  experimental  off¬ 
set  newspaper. 

Jack  Southard  who  has  been 
general  manager  and  editor  of 


the  Record  since  1954  i.*;  relin¬ 
quishing  his  position  to  accept 
a  transfer  to  Radio  Station 
WOND,  Pleasantville,  N.  J., 
which  is  one  of  several  newspa¬ 
per  and  radio  properties  owned 
by  the  Murrelle  associates. 

*  •  • 

Some  recent  transactions  in 
the  newspaper  fields: 

*  *  * 

Cuthbert  (Ga.)  Times — pur¬ 
chased  from  Ivan  O’Daniell  by 
R.  Taylor  Harris  of  Gadsden, 
Ala.  Mr.  Harris  was  formerly 
advertising  manager  for  Wil- 
liamson  (W.  Va.)  Daily  News 
and  on  the  advertising  staff  of 
the  Gadsden  (Ala.)  Times. 

*  • 

Curtis  (Neb.)  Enterprise  and 
Maywood  (Neb.)  Eagle-Re¬ 
porter — sold  by  George  M.  Dob- 
ry  to  the  Harpst  Publishing 
Co.  of  Cambridge,  Neb.  The  pa¬ 
pers  will  be  managed  by  George 
Steinmeyer,  who  operated  a 
newspaper  in  California. 

The  Maywood  paper,  founded 
in  1890,  has  a  circulation  of 
385  and  the  Curtis  paper, 
founded  in  1891,  has  a  circula¬ 
tion  of  1,225. 

• 

Mothers  Accompany 
(^rriers  to  Hawaii 

Hayward,  Calif. 

Five  Hayward  Review  news- 
paperboys  and  their  mothers 
won  eight-day  trips  to  Hawaii 
in  a  contest  that  added  2,704 
subscriptions,  Floyd  Sparks, 
publisher,  reports.  More  than 
200  received  awards. 


TV  Quiz  Show 
Helping  Papers 

The  Mennen  Company,  Mor¬ 
ristown,  N.  J.,  manufacturers  of 
toiletries,  has  been  commended 
by  the  International  Circulation 
Managers’  Association  for  en¬ 
couraging  newspaper  reading 
through  the  television  quiz  pro- 1 
gram,  “High  Finance.”  1 

Questions  asked  each  contest¬ 
ant  on  this  show  are  based  on 
news  appearing  in  three  local 
newspapers. 

“The  ‘High  Finance’  program 
is  a  valuable  contribution  to  the 
extension  of  newspaper  read¬ 
ing,”  Jack  Estes,  secretary-man¬ 
ager  of  ICMA,  wrote  to  the 
Mennen  Company, 

Responding,  L.  V.  Colson, 
Mennen  advertising  director, 
said:  “Not  only  are  we  de¬ 
lighted  to  play  a  part  in  en¬ 
couraging  people  to  read  their 
daily  newspapers,  but  from  a 
marketing  standpoint,  we  are 
pleased  that  this  type  of  pro¬ 
gram  has  effectively  blended  to¬ 
gether  benefits  from  two  large 
media.  On  ‘High  Finance,’  we 
have  both  television  and  news¬ 
papers  working  together,  pro¬ 
moting  and  supporting  each 
other.” 

• 

UP  (^hief  Conceeles* 
Freedom  Is  Luxury 

San  Francisco 

Freedom  of  the  press  is  a 
luxury,  Frank  H.  Bartholomew, 
president  of  the  United  Press, 
said  at  a  meeting  of  the  North¬ 
ern  California  Professional 
Chapter  of  Sigpna  Delta  Chi 
here  Oct.  4. 

Despite  advances  insuring  the 
free  flow  of  news  in  many 
parts  of  the  world  since  the 
beginning  of  World  War  II. 
Mr.  Bartholomew  said,  many 
governments  still  are  frightened 
of  letting  their  people  know  the 
truth  of  what  is  going  on,  and 
.some  regard  a  free  press  as  a 
luxury  they  cannot  afford. 

UP’s  head  conceded  the  point 
of  this,  adding  that  such  a  luxu¬ 
ry  was  possible  only  where  peo¬ 
ple  respect  their  form  of  gov¬ 
ernment.  He  urgred,  however,  a 
continuing  effort  to  extend  the 
gains  freedom  of  the  press  has 
made. 

• 

For  Electoral  College 

William  O.  Dapping,  man¬ 
aging  editor  of  the  Auburn 
(N.Y.)  Citizen-Advertiser,  and 
Egbert  D.  Corson,  Publisher  of 
the  Loekport  Union  Sun  & 
Journal,  are  on  the  Steven  son- 
Kefauver  slate  of  Electors. 
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In  considering  a  legislative  program  for  nuclear  generation 
of  electric  power,  all  sides  of  the  issue  should  be  studied 
carefully . 

Nuclear  power  generation  beyond  the  research  and  development 
stage  should  stand  on  its  own  feet  in  our  competitive  free 
enterprise  system  by  carrying  its  fair  share  of  state,  local 
and  federal  taxes,  and  still  generate  a  margin  of  profit 
sufficient  to  provide  a  reasonable  return  to  its  share¬ 
holders  .  Since  most  forecasts  on  nuclear  power  plants 
indicate  that  they  will  have  a  higher  capital  cost  than 
conventional  thermal  plants,  their  advantage  is  forecasted 
to  lie  in  the  possibility  of  lower  fuel  costs.  This  forecast 
and  claim  of  advantage  should  be  examined. 

In  the  annual  statement  of  a  large  midwestern  electric 
utility,  only  16.7  per  cent  of  total  revenue  went  to  fuel 
costs  whereas  28.9  per  cent  was  required  for  local,  state 
and  federal  taxes .  The  question  of  whether  the  enterprise 
is  to  be  a  full  tajc  paying  member  of  the  economy  is  much 
more  important  than  any  possible  reduction  which  could  be 
achieved  in  fuel  costs .  Especially  when  fuel  costs  are  such 
a  small  fraction  of  the  total  cost  per  kilowatt  hour. 

The  competitive  effect  of  nuclear  power  for  electric  utility 
generation  should  be  exajnined  carefully  also .  When  we 
discuss  nuclear  power  as  a  commercial  source  of  energy  in 
general  competition  with  other  conventional  sources,  we  must 
make  this  comparison  on  the  assumption  that  nuclear  power 
will  carry  all  of  its  own  weight,  including  all  real  costs 
from  the  initial  mining  of  ore  through  the  fuel  cycle  and 
including  the  disposal  of  waste  without  any  Government 
assistance  or  subsidy. 

A  comparable  degree  of  safety  for  both  the  employees  and  the 
public  must  be  assured  in  all  types  of  generating  stations 
too.  In  the  commercial  generation  of  electric  energy, 
nuclear  power  will  have  to  compete,  without  subsidy,  on  an 
equal  economic  basis  with  conventional  fuels. 

These  facts  should  be  more  widely  understood  by  all  the 
people  and  given  more  weight  in  any  debate  on  nuclear 
generation  of  electric  power--particularly  since  the  United 
States  faces  no  energy  deficit  that  warrants  hasty  or  crash 
legislation . 


MLatarial  in  Cool  Facts  may  ba  quotod  or  raproducod  for  any  purpeto.  If  fwrthor  information  is  dasirod,  contact  Notionoi  Cool  Asseciotion. 


editors 


PUBLISHER 


for  October  6,  1956 


(Advertistmtnt) 


I 


PROMOTION 


Papers^  Market  Maps 
Show  the  Way  to  Sales 


By  T.  S.  Irvin 

It’s  possible  that  a  national 
advertiser  conld  do  business  in 
the  Memphis  market  without 
ever  seeing  a  couple  of  maps 
produced  by  the  Memphis 
(Tenn.)  Commereial  Appeal 
and  Press  Scimitar.  It’s  a  lot 
more  likely,  however,  that  he 
would  do  business  there  a  lot 
more  efficiently,  which  means 
more  profitably,  if  he  used  the 
maps. 

'The  maps  are  excellent  of 
their  kind,  although  in  all  fair¬ 
ness  it  must  be  said  that  many 
newspapers  provide  maps  or 
other  market  data  that  are  com¬ 
parable.  They  are  typical  of 
the  practical  help  newspapers 
all  over  the  country  provide  to 
make  advertising  and  market¬ 
ing  more  efficient  and  more 
profitable. 

What  these  maps  show  ts  the 
Memphis  market,  promoted  by 
the  Memphis  newspapers  as 
“the  Sooth’s  largest  trade 
area.”  The  market,  as  here 
shown,  spreads  over  76  counties 
in  four  states — Tennessee,  Mis¬ 
souri,  Arkansas  and  Mississippi. 
It  covers  a  population  of  2,600,- 
400  with  an  effective  buying 
income  of  $2,462,312,000. 

What  you  find  on  these  maps 
is  the  population  of  the  im¬ 
portant  cities  and  towns  in  the 
market,  and  their  highway 
miles  from  Memphis.  You  get 
the  number  of  families  and  the 
number  of  persons  per  family. 
You  get  the  1950  census  figures, 
of  course — but  you  also  get 
estimated  population  increases 
since. 

The  point  Robert  C.  Berke¬ 
ley,  promotion  and  research 
manager  of  the  Memphis  pa¬ 
pers,  tries  to  make  in  the  pro¬ 
motional  messages  that  go  along 
with  these  maps  is  that  it’s 
smart  to  apply  sales  power 
where  sales  are.  And  his  papers, 
he  notes,  apply  that  power. 

Bob  is  understandably  proud 
of  these  maps,  into  which  he 
and  his  staff  pour  endless  man¬ 
hours  of  labor,  because,  as  he 
says,  “these  are  two  of  the  most 
popular  pieces  of  promotion  we 
produce.” 

There  is  evidence  that  Bob 
liked  these  maps  better  as  the 
work  of  producing  them  pro¬ 
ceeded.  One  notes  that  the  Mem¬ 
phis  market  is  “adequately 
covered  by”  the  Memphis  pa¬ 


pers.  The  other  says  flatly  that 
the  market  is  “best  covered  by” 
the  papers.  At  any  rate,  this  is 
good  promotion  that  advertisers 
should  be  happy  to  get  and  use. 

Telephone  Selling 

The  New  York  Times  has  re¬ 
published  for  the  guidance  of 
its  classified  sales  staff  a  man¬ 
ual  prepared  some  years  ago 
by  C.  M.  Carroll,  its  classified 
advertising  manager,  tt  is  a 
sales  manual  that  could  be 
studied  with  profit  by  everyone 
concerned  with  selling  or  pro¬ 
moting  newspaper  advertising, 
cla.'ssified  or  display. 

“Fundamentals  of  Telephone 
Selling”  breaks  the  problem 
down  into  five  steps — the  ap¬ 
proach,  attention,  interest,  de¬ 
sire  and  the  close.  It  provides 
good  and  bad  examples  of  each. 
It  lists  21  common  objections 
and  shows  “how  to  hurdle 
them.”  It  provides  two  sample 
solicitations,  with  critiques  on 
each,  and  14  points  to  remem¬ 
ber. 

Retail  Sales  Memo 

Eighteen  of  the  Thomson 
newspapers  in  Canada  are  now 
publishing  monthly  Retail  Sales 
Memos  for  retailers  in  their 
respective  markets.  Each  memo 
carries  its  newspaper’s  logo¬ 
type  on  page  one,  and  the  signa¬ 
ture  of  its  advertising  manager 
over  the  page  one  editorial. 
Otherwise  the  memos  are  uni¬ 
form,  most  of  the  material  pro¬ 
vided  by  the  Thomson  newspa¬ 
pers’  advertising  service,  some 
adapted  by  them  from  Bureau 
of  Advertising  material  to  give 
it  a  Canadian  flavor. 

Current  distribution,  accord¬ 
ing  to  Brian  Slaight,  assistant 
to  the  advertising  director  of 
the  Thomson  Newspapers,  is 
over  3,000,  with  an  increase 
slated  soon.  This  type  of  re¬ 
tailer  help  is  widely  used 
throughout  the  States  now.  Its 
advent  in  Canada  should  be  wel¬ 
comed  by  national  advertisers 
because  of  the  practical  mer¬ 
chandising  help  it  provides 
their  retailers. 

In  the  Bag 

Philadelphia  (Pa.)  Inquirer 
for  the  fifth  consecutive  year 
has  distributed  free  with  its 


weekday  circulation  a  colorgra- 
vure  magazine  supplement  on 
“Delaware  Valley  U.  S.  A.” 
This  year’s  supplement  con¬ 
tained  74  pages  inside  a  heavier 
stock  cover.  Editorial  content 
traced  the  growth  of  Ddaware 
Valley  in  its  five  years  of 
growth  as  one  of  the  impor¬ 
tant  industrial  areas  of  the 
country.  Supplement  carried  73 
advertisers  and  was  heavilly 
promoted,  as  Leonard  E.  Bach, 
general  promotion  manager,  re¬ 
ports  “via  radio,  television, 
standcards,  truck  posters,  etc.” 

St.  Paul  (Minn.)  Dispatch- 
Pioneer  Press  drew  more  than 
45,000  entries  this  year  in  its 
annual  Plug  Horse  Derby  con¬ 
test.  Plug  Horse  Derby  races 
were  staged  at  18  county  fairs 
throughout  the  summer,  with 
the  championship  derby  at  the 
state  fair. 

Vineland  (N.J.)  Times  Jour¬ 
nal  has  published  a  booklet  giv¬ 
ing  the  results  of  a  day-long 
telephone  survey  conducted  to 
find  out  how  much  radio  listen¬ 
ing  was  taking  place.  Booklet 
gives  names  of  telephone  sub¬ 
scribers  called,  their  addresses 
and  phone  numbers,  and  what 
they  were  listening  to  if  any. 
Result  is  a  .strong  plug  for 
newspapers. 

• 

300  Attend  Daily’s 
Publicity  Workshop 

No.  Hollywood,  Calif. 

For  the  second  year  the 
Valley  Times’  women’s  depart¬ 
ment  press  workshop  attracted 
a  crowd  of  300  women.  It  took 
place  recently  at  Glen-Airc 
Country  Club. 

Inaugurated  as  a  service  to 
press  chairmen,  presidents  and 
representatives  of  organiza¬ 
tions  which  submit  material  to 
the  newspaper’s  women’s  sec¬ 
tion,  the  conference  takes  the 
form  of  a  mid-morning  brunch, 
covening  at  10  a.m.  when 
guests  are  served  coffee,  rolls 
and  juices. 

Mistress  of  Ceremonies  was 
Frances  Dewberry,  Valley 
Times  women’s  editor.  Speak¬ 
ers  included  Publisher  Russell 
Quisenberry;  John  J.  Tuttle, 
the  paper’s  secretary-treasurer, 
and  Jackson  Berger,  editor. 

• 

PM  Meets  the  Press 

Ottawa 

Prime  Minister  St.  Laurent 
would  like  to  see  newspapers 
name  the  sources  of  their  infor¬ 
mation  in  News  stories.  At  his 
first  press  conference  in  14 
months,  the  premier  told  some 
40  newspapermen  that  some¬ 
times  some  portions  of  the  press 
do  exaggerate  reports. 


Divorce  Case 
Secrecy  Rule 
Up  to  Court 

Bermuda 

Editors  of  the  Royal  GazetU 
stepped  on  thin  ice  to  test  thdr . 
rights  to  publish  court  docu¬ 
ments;  now  they  are  awaiting 
the  verdict  of  the  Supremt 
Court.  Will  it  be  carte-blanch* 
to  print  details  of  divorce  casee 
or  will  it  be  a  fine  and  maybe 
imprisonment? 

The  colony’s  Judicial  Pro¬ 
ceedings  Act  states  certain  limi¬ 
tations  on  publication  in  divorce 
proceedings;  the  Gazette  editors 
contended  they  were  vague  and 
needed  clarification.  The  Act’s 
provisions  are  similar  to  those 
for  the  press  in  England. 

The  Act  which  the  defendants 
(Edward  T.  Sayer  and  others) 
are  charged  with  breaching 
says  that  in  the  publication  of 
divorce  proceedings  only  the 
following  information  may  be 
printed:  Names,  addresses  and 
occupations  of  the  parties  and 
witnesses;  grounds  of  the  action 
and  a  concise  statement  of  the 
charges,  defenses  and  counter¬ 
charges  in  support  of  which  evi¬ 
dence  has  been  given;  submis¬ 
sions  on  legal  points  and  the 
summing  up  by  the  judge. 

The  Gazette’s  editor,  explain¬ 
ing  why  additional  information 
was  introduced  into  its  story  of 
a  case  involving  a  well-known 
couple,  said  the  Supreme  Court 
had  denied  access  to  petitiois 
and  counter-petitions,  specified 
in  the  Act. 

“These  documents,”  Mr.  Sayer 
pleaded,  “have  been  refused  to 
us,  leaving  us  to  take  the  only 
course  we  have  been  taking— 
to  anticipate  as  carefully  and 
as  intelligently  as  we  might  the 
charges  and  counter-charges  in 
the  petitions  as  shown  by  the 
evidence  in  court.” 

The  Attorney  General  pro¬ 
tested  that  the  newspaper’s 
alleged  violation  of  the  Act  had 
resulted  in  “frightening  away’’ 
witnesses.  He  argued  that  the 
public  did  not  need  “this  ad¬ 
ditional  latitude”  (reports  of 
divorce  cases  in  progress) 
granted  them. 

In  defense  of  the  Act,  the 
government  spokesman.  Hector 
Barcilon,  declared:  “The  evi¬ 
dence  can  come  out  in  the  judg¬ 
ment,  so  the  papers  cannot  say 
the  public  are  being  deprived  of 
essential  news.  Thus,  the  pa¬ 
pers  don’t  have  to  be  in  such 
a  hurry  to  provide  that  wonder¬ 
ful  .service  to  the  public.” 
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You  never  heard  of  a  guy  getting 
slapped  for  giving  a  girl  a  Look. 
What  a  difference  the  capital  makes! 

The  capital  makes  a  difference  with 
“Coke,”  too.  When  you  have  occa¬ 
sion  to  refer  to  our  product  by  its 
friendly  abbreviation,  you’ll  keep 
your  meaning  clear  if  you  make  it 


“Coke” . .  .  with  a  capital,  please. 
And  you’ll  help  us  protect  a  valuable 
trade-mark. 

P.  S.  A  frosty  bottle  of  Coke  is 
capital  refreshment.  Look  for  it . . . 
wherever  you  go. 


Aak  tor  it  either  way . . .  both 

THE  COCA*COLA  COMPANY  trade-marks  mean  the  same  thing 
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look  is  an  appraisal . . . 
but  Look  is  a  magazine 


Kesler  Fund 
Will  Aid 
J-Students 

Chicago 

The  Chicago  Headline  Club 
of  Sigma  Delta  Chi,  profes¬ 
sional  journalistic  fraternity, 
has  established  the  Carl  R.  Kes¬ 
ler  Fund  to  help  journalism 
students. 

Club  members  unanimously 
voted  the  fund  into  existence  at 
their  Sept.  28  meeting.  They 
seek  to  raise  an  initial  $1,000 
this  year. 

Memorial  to  Kesler 

James  R.  Brooks,  club  presi¬ 
dent,  termed  the  fund  “an  ex¬ 
pression  of  the  void  left  in 
Sigma  Delta  Chi  ranks  by  the 
recent  death  of  Carl  Kesler  — 
a  newspaperman’s  newspaper¬ 
man.” 

Mr.  Kesler  was  an  editorial 
writer  for  the  Chicago  Daily 
News  and  for  many  years 
edited  Quill. 

The  Kesler  Fund  will  provide 
financial  aid  to  a  senior  jour¬ 
nalism  student  attending 
either  Northwestern  University 
or  the  University  of  Illinois. 
Amount  of  the  scholarship  pre¬ 
sently  is  $200. 

“We  hope  other  SDX  chap¬ 
ters — and  Carl’s  many  friends 
— will  help  us  in  our  efforts  to 
formalize  something  lasting 
and  useful  in  memory  of  one 
who  gave  so  much  to  journal¬ 
ism,”  Mr.  Brooks  said. 

Discusses  Desegregation 

John  Howard  O’Dowd,  Chi¬ 
cago  Srtn^Times  reporter,  was 
guest  speaker  at  the  meeting. 

Mr.  O’Dowd,  29,  former  edi¬ 
tor  of  the  Florence  (S.  C.) 
Morning  News,  analyzed  cur¬ 
rent  desegregation  trends  in  the 
South.  He  asserted  that  the 
South  is  “welding  itself  into  a 
flaming  sword  to  destroy  itself. 
The  present  sentiment  toward 
desegregation  threatens  its  pro¬ 
gress  and  will  lead  only  to  an 
unhappy  future.” 

Referring  to  news  coverage 
of  the  Dixie  dilemma,  he  stated 
that  a  few  Southern  metropoli¬ 
tan  newspapers  have  .shown 
courage  in  use  of  debate  and 
reason  but  that  “smaller,  do¬ 
mestic  papers  don’t  give  a  fair 
hearing.” 

He  lauded  newsgathering  ef¬ 
forts  of  the  Ford  Foundation  as 
being  fair,  complete  and  of  fu¬ 
ture  historic  value. 

“The  wire  services,  however, 
have  done  a  relatively  poor  job, 
due  mostly  to  the  limited  size 
of  reporting  staffs,”  he  said. 


Dick  Tracy 

(Continued  from  page  14) 


for  having  overstepped  the 
bounds  of  good  taste,  in  his 
opinion,  but  he  probably  con¬ 
tinues  to  carry  crime  news  in 
his  paper,  including  gory  de¬ 
tails,”  said  Mr.  Gould. 

How  1  Paper  Felt 

So  it  was  with  mixed  emo¬ 
tions  that  Mr.  Gould  read  an 
editorial  in  the  Meriden  (Conn.) 
Record  last  June,  headed 
“Exit,  Dick  Tracy.”  The  edi¬ 
torial  stated  in  part: 

“Why?  Because,  in  the  opin¬ 
ion  of  the  editors,  the  subject 
matter  of  the  Dick  Tracy  strip 
deals  with  crime  in  a  manner 
unsuited  to  the  columns  of  a 
family  newspaper.  Crimes  do 
exist,  of  course,  they  continue 
to  be  news,  and  they  will  be 
reported  as  such.  But  the 
Tracy  strip  exploits  crime  for 
the  sake  of  entertainment,  and 
we  don’t  think  crime  is  enter¬ 
taining  .  .  .  There  is  no  doubt 
that  Tracy  enjoys  a  wide 
readership.  Surveys  show  that 
he  is  one  of  the  most  widely 
read  and  best  known  comic 
.strip  characters  His  motives 
are  above  reproach.  No  one  can 
quarrel  with  his  thesis  that 
crime  does  not  pay  .  .  ,  but  we 
consider  that  the  potential  harm 
of  the  strip  overcomes  any 
usefulness  which  it  may  have 
as  entertainment.” 

Popular  With  Police 

On  the  other  hand,  Chet 
Gould  is  mighty  proud  of  the 
high  esteem  in  which  he  is  held 
by  police  officers  across  the 
country.  He  has  become  a  keen 
student  of  criminology  and 
crime-detecting  methods.  His 
contributions  to  police  work  are 
appreciated  by  law  enforcement 
officers. 

Early  in  Tracy’s  career  he  in¬ 
troduced  the  “first”  wrist  radio, 
which  aided  Dick  in  keeping  in 
touch  with  fast-breaking  crime 
developments.  Only  recently, 
Tracy’s  wrist  radio  became  a 
virtual  reality.  Bell  Telephone 
Laboratories  have  devised  a 
wrist  radio  which  utilizes  trans¬ 
istors  instead  of  vacuum  tubes 
and  has  a  solar  powered  bat¬ 
tery,  approaches  in  reality  the 
one  used  by  Dick  Tracy. 

Similarly,  Tracy  was  the  first 
to  introduce  closed-circuit  tele¬ 
vision  “showups”  between  two 
cities,  a  use  of  TV  that  is  like¬ 
ly  to  have  real  life  practical 
application.  Last  June,  L.  Bam¬ 
berger  &  Co.,  Newark,  N.  J., 
department  store  put  into  oper¬ 


ation  closed-circuit  television  to 
seek  out  shoplifters. 

A  Dick  Tracy  Touch 
Tracy  first  introduced  the 
idea  of  using  TV  in  police  work 
several  years  ago — to  monitor 
potential  criminal  acts.  At 
Bamberger’s,  the  camera  is  in¬ 
stalled  in  a  semi-concealed  po¬ 
sition  on  the  mezzanine.  It 
flashes  pictures  on  a  screen  in 
the  store’s  security  office.  As 
.soon  as  the  camera  spots  a 
“likely  .suspect,”  an  officer 
presses  buttons  on  a  control 
panel  to  bring  the  suspect  into 
close-up  focus.  Then  he  phones 
a  store  detective  on  the  first 
floor  and  directs  him  to  the 
trouble  spot. 

A  “Dick  Tracy  touch”  has 
been  added  at  Bamberger’s  in 
recent  weeks.  Store  guards  now 
carrying  pocket  radios,  some¬ 
thing  like  the  wrist  radio  used 
by  Tracy.  This  enbles  the  man 
monitoring  the  television  screen 
to  direct  guards  to  suspects  in 
four  or  five  seconds,  where  it 
formerly  took  about  a  minute 
by  telephone  messages. 

•And  What  Characters! 

Don’t  get  the  idea  that 
Chester  Gould  is  a  “square.” 
He  has  a  sense  of  humor  that 
expresses  itself  through  the 
queer  characters  he  has  dream¬ 
ed  up  over  the  years.  “Flat 
Top,”  “B.  0.  Plenty,”  “Gravel 
Gertie,”  and  “Joe  Period,”  just 
to  mention  a  few.  And  when 
Gravel  Gertie  and  B.  0.  Plenty 
were  married  in  1946,  news¬ 
papers  from  coast  to  coast  car¬ 
ried  stories  about  the  wedding 
and  congratulatory  telegrams 
and  letters  poured  into  the  sym- 
cate  office  in  New  York.  Wed¬ 
ding  gifts  included  plug  tobacco, 
soap  deodorants,  hairpins,  etc., 
for  the  Gertie-Plenty  nuptials. 

Right  now  there  is  a  ghost 
of  a  girl  around  Flattop  Junior’s 
neck.  “Everybody  has  some 
form  of  ghost  around  his  neck,” 
says  Gould.  “It  may  be  death, 
mother-in-law  trouble,  or  some 
other  frustration,  but  we  all 
have  a  ghost  around  our  neck 
or  our  conscience.” 

Not  Afraid  of  TV 

Chet  Gould  takes  issues 
with  those  editors  who  contend 
that  television  is  going  to  re¬ 
place  adventure  strips  in  news¬ 
papers.  “Nor  anything  else  that 
is  running  in  newspapers  that 
is  better  than  TV,”  he  declared. 
“You  don’t  win  battles  by  run¬ 
ning  away  in  defeat.” 

Granting  that  weak  cartoon 
strips  will  disappear,  and  with¬ 
out  seeming  to  be  boastful,  Mr. 
Gould  admits  the  remaining 
strips  will  have  to  be  better 
and  better.  ‘“The  strip  that 
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stands  still  will  be  tossed  ot;« 
in  the  face  of  competition,”  k  1 
added.  1 

Hits  at  Crowded  Stripe  ] 

“I  think  it’s  a  serious  mi^  | 
take  to  keep  a  whole  raft  g!  1 
features,  none  of  which 
printed  large  enough  to  be  easi-  i 
ly  read,”  he  asserted,  referriai  1 
to  the  four-column  strips  cran  1 
med  into  many  comic  page  sec  ■ 
tions  today.  “If  I  were  editinijl 
a  comic  feature  page,”  he  cot  < 
tinued,  “I  would  select  strip  | 
worth  publication  and  print  ) 
them  large  enough  to  be  reao  | 

If  space  is  the  problem,  let’s  1 
have  fewer  features  that  arc  i 
printed  large  enough  to  be  easi-  ' 
ly  read.  If  a  feature  is  wortl 
printing,  it  should  be  run  bir 
enough  to  be  followed.” 

Getting  back  to  his  own  style 
of  drawing,  Gould  readily  ad¬ 
mits  that  he’s  no  great  shakes 
as  a  artist.  Fellow  cartoonist' 
have  referred  to  his  drawings 
as  “blueprints.”  And  that’s  what 
Gould  intends  them  to  be — ei 
plicit  diagrams  that  tell  a  store 
in  pictures  as  well  as  words 
-\s  a  stylist  and  story  teller 
Gould  stands  today  at  the  top 
But  he  says  he  is  constant!; 
trying  to  improve  his  drawin? 
and  to  keep  Dick  Tracy’s  read¬ 
ership  tops,  as  well.  Indicatiw 
of  his  continued  enthusiasm 
Gould  added: 

“When  I  complete  a  strip,  1 
feel  that  I  have  helped  to  put 
that  day’s  paper  to  bed.  I  like 
to  feel  that  I  am  a  part  of  the 
paper.  That  helps  me  to  keep 
my  strip  very  much  alive.” 

Lives  on  a  Farm 
For  the  past  20  years,  the 
Goulds  have  lived  on  a  130-aere 
farm  near  WoodstocK,  Ill.,  about 
60  miles  West  of  Chicago.  Chet 
does  his  drawing  at  the  farm, 
having  a  studio  on  the  second 
floor  of  the  rambling  12-room 
house. 

He  runs  the  farm  on  a  busi¬ 
ness  like  basis,  raising  com. 
cattle  and  an  occasional  litter 
of  porkers.  But  because  he  u 
shadowed  con.stantly  by  Tracy, 
he  seldon  finds  time  to  take 
part  in  actual  farming.  What 
little  farm  work  he  does,  usual- 1 
ly  over  the  weekend,  he  charges 
off  to  keeping  his  waist  line  as 
trim  as  a  man  in  his  fifties 
can. 

The  Goulds’  daughter  is  now 
married.  She  and  her  husband. 
Richard  O’Connell,  of  Geneva. 
III.,  recently  presented  Chet 
with  a  grandson,  Tracy  Richard 
O’Connell.  “I  had  the  gray  hair 
for  being  grandpa  two  years 
ago,”  remarked  Chester  Gould, 
who  is  just  as  plain  today  as 
when  he  first  conceived  Plain¬ 
clothes  Tracy. 
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has  been  selected 


IMPORT  AM 


FOR 


.  .  .  to  ret  ruit  and  train  the 
technUnl  manpotver  for,  and 
to  maintain  and  operate 


the  DEW  LINE 

WHITE  ALICE 


Young  Men 

Outxtunding  rareer  op¬ 
portunity  for  qualified 
men  in  Elertronirs, 
Transportation  and 
Supply  or  Diesel  and 
Merhaniral  fields.  Send 
resume  of  previous  ex- 
perienee  and  education 
to:  Personnel  Director, 
Federal  Electric  Cor¬ 
poration,  Box  347,  Lodi. 
New  Jersey. 


Two  of  the  greatest  Arctic  construction  jobs  ever  ultenipted  are  drawing  to  a 
dramatic  climax. 

One,  the  Distant  Early  Warning  (DEW)  Line,  will  flash  the  first  warning  of 
an  enemy  approaching  from  the  north.  It  is  America's  latest  answer  to  the  chal¬ 
lenge  of  maintaining  world  peace. 

The  other,  .Alaska  Integrated  ('.ommunications  Exchange  (White  .Alice),  is 
a  vital  network  including  “over-the-horizon”  and  “line-of-sight”  microwave  links 
connecting  isolated  communities  and  defense  installations  across  Alaska,  as  well 
as  existing  telephone  and  telegraph  services. 

Manpower  of  the  highest  order  in  skills,  stamina  and  intelligence  is  impera¬ 
tive.  The  U.  S.  Air  Force  has  selected  Federal  Electric  Corporation,  a  subsidiary 
of  International  Telephone  and  Telegraph  Corporation,  to  operate  and  maintain 
both  these  far-flung  installations. 

Federal  Electric  Corporation’s  experience  on  military  assignments  in  the 
Arctic  ...  in  the  maintenance  of  specialized  navigational  equipment  for  the  Air 
Force  ...  as  a  field  service  and  maintenance  organization  for  ITaT's  laboratories 
and  factories  .  .  .  coupled  with  the  world-wide  experience  of  ITaT.  make  this  an 
ideal  partnership  for  so  broad  and  technical  an  undertaking. 


INTERNATIONAL  TELEPHONE  AND  TELEGRAPH  CORPORATION,  67  Rreofl  Street,  New  York  4,  N.  Y. 
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INP^s  Boss  Covers 
Crucial  Doubleheader 


By  James  L.  Collings 

Even  the  boss  has  to  go  to 
work  at  times. 

This  was  the  case  Saturday, 
Sept.  29,  when  the  Brooklyn 
Dodgers  faced  the  Pirates  in  a 
dpubleheader.  The  two  games 
were  crooshul,  as  the  sports- 
writers  say,  and  INP’s  situation 
was  crooshul,  as  Edwin  C. 
Stein  wonld  say. 

Mr.  Stein  happens  to  be  ex¬ 
ecutive  director  of  INP,  and  on 
this  particular  day  he  found 
himself  with  the  shorts,  as  they 
say  on  Broadway.  That  is,  he 
lacked  manpower  and  equip¬ 
ment. 

It’s  understandable  enough. 
You  see.  Herb  Scharfman,  one 
of  the  service’s  best  sports 
photographers,  was  out  in  St. 
Louis  covering  the  Braves- 
Cardinals  game  with  a  Big 
Beitha,  and  two  other  INP  BBs 
had  been  shipped  to  Milwaukee 
in  case  the  World  Series  started 
there,  as  it  appeared  it  had  a 
good  chance  of  doing. 

Well,  sir,  other  BBs  were 
being  used  at  football  games 
and  at  Belmont  Park  for  the 
Nashua  raee,  leaving  head¬ 
quarters  in  New  York  holding 
one  little  old  lonely  BB.  After 
all,  you  can  have  just  so  many 
of  the  cameras. 

Which  brings  us  right  back 
to  Mr.  Stein  and  his  predica¬ 
ment.  Since  the  two  games  were 
so  important,  he  had  to  have 
coverage  of  the  first  and  third 
base  sides  at  least,  Frank 
Jurkoski,  of  course,  could  han¬ 
dle  first  with  the  remaining  BB, 
but  who  would  take  third? 

It  seems  that  the  only  other 
long-lens  equipment  available  in 
the  home  office  was  a  Leica  M-3, 
rigged  with  a  400  mm.  f.5  lens. 
Fine,  but  the  only  trouble  was, 
none  of  the  INP  cameramen 
knew  the  workings  of  this  par¬ 
ticular  job. 

Mr.  Stein,  however,  had  taken 
a  sort  of  short-course  in  it  and 
had  made  several  tests.  If  noth¬ 
ing  else,  he  knew  the  buttons 
to  push.  So — as  you’ve  guessed 
by  now — Mr.  Executive  Direc¬ 
tor  him.self  was  elected  to  be 
the  official  INP  recorder  at 
third. 

This  was  his  debut  as  a 
cameraman,  although  he  once 
covered  baseball  as  a  youth  for 
the  old  Brooklyn  Standard 
Union.  And  it  was  the  hard 
way  to  do  it,  for,  as  he  pointed 
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out,  the  camera  is  not  flexible 
enough  for  such  a  need.  No 
gear  shift,  as  on  the  BB.  The 
novice  photographer  had  to 
compensate  for  this  lack  by 
pasting  tape  on  the  barrel  of 
the  lens  to  indicate  different 
focusing  points. 

In  spite  of  the  handicaps,  Mr. 
Stein  acquitted  himself  well. 
INP  had  a  portable  unit  at 
Ebbets  Field,  and  not  long 
after  action  started  clients 
began  receiving  photos  with  the 
creditlines:  Edwin  C.  Stein. 

They  weren’t  the  best  base¬ 
ball  pictures  ever  taken,  but 
they  were  good  enough  to  war¬ 
rant  making  Mr.  Stein  INP’s 
Rookie  Cameraman  of  the  Year. 

Crying  Spahn 

Speaking  of  baseball.  Jack 
Hogan  of  the  St.  Louis,  Mo., 
bureau,  was  strongly  rebuffed 
when  he  shot  a  picture  of  War¬ 
ren  Spahn  of  the  Braves  crying 
on  the  pitching  mound. 

The  emotional  outburst  came 
just  after  Mr.  Spahn  lost  a 
squeaker,  2-1,  to  the  Cardinals. 
When  Stan  Musial  scored  the 
winning  run,  the  photographer 
hurried  to  the  mound.  The 
Braves  hurler  was  in  tears. 

As  Mr.  Hogan  made  his  pic¬ 
ture  of  the  disconsolate  pitcher, 
Mr.  Spahn  threw  his  glove  at 
the  AP  man.  The  glove  missed, 
but  Gene  Conley,  another  Brave 
pitcher,  didn’t.  He  managed  to 
shove  the  photographer. 

Later,  in  the  dressing  room, 
all  was  peace.  Messrs.  Spahn 
and  Conley  apologized,  and 
Warren  Spahn,  his  composure 
regained,  even  posed  for  a  pic¬ 
ture  with  Mr,  Hogan. 

There  was  no  questioning  Mr. 
Spahn’s  anger.  “I  didn’t  want 
him  to  get  that  picture  of  me,” 
he  said.  “If  I’d  had  a  gun,  I 
would’ve  shot  him.  I’m  afraid.” 

$500  Reward 

The  Moultrie  (Ga.)  Observer 
this  week  offered  a  $500  reward 
for  information  leading  to  the 
arrest  and  conviction  of  the 
person  who  attacked  its  photog¬ 
rapher-reporter,  Bud  Paine. 

Mr.  Paine  was  bashed  in  the 
face  by  a  rock  as  he  tried  to 
take  pictures  of  striking  work¬ 
ers  near  a  food  plant.  There 
was  also  an  attempt  made  to 
wrest  away  his  camera. 


ONE  SAMPLE  of  Mr.  Sfoin't  work:  a  dilly  of  a  rhubarb  at  hemi 
plata  befwaan  tha  Bums  and  the  Pirafat. 


After  Mr.  Paine  was  hit,  the 
president  of  the  Observer  Pub¬ 
lishing  Co.,  Max  Nussbaum, 
took  the  camera  and  continued 
making  pictures.  Labor  officials 
apologized  to  the  photographer 
and  his  paper  for  the  incident, 
saying  such  action  was  not  ap¬ 
proved  by  them. 

Crabtree  Honored 

The  Photographic  Society  of 
America’s  highest  award,  the 
progress  medal,  was  presented 
John  I.  Crabtree  of  Kodak  re¬ 
search  laboratories  Sept.  29  at 
the  society’s  annual  dinner  in 
Denver.  The  medal  is  given 
each  year  for  a  major  contribu¬ 
tion  to  the  progress  of  photog¬ 
raphy.  In  Mr.  Crabtree’s  case, 
it  came  for  “outstanding”  con¬ 
tributions  to  photographic 
chemistry  and  methods  of 
photographic  processing.” 

Instructor  Williams 

Robert  Williams  of  the 
Memphis  (Tenn.)  Commercial 
Appeal  will  teach  photography 
at  the  University  of  Tennessee 
extension  starting  Oct.  13.  He 
will  lecture  on  picture  taking 
and  processing,  for  amateurs. 

• 

Paper  Is  a  ‘First’ 

On  New  Phone  Cable 

Toronto 

The  Toronto  Daily  Star  was 
the  first  commercial  user  of 
the  Canadian  section  of  the 
new  trans-Atlantic  telephone 
cable  which  went  into  use  Sept. 
25.  The  Star  put  in  a  call  for 
its  London  correspondent,  W.  G. 
Matters.  Canada  has  six  tele¬ 
phone  circuits  on  the  36  circuit 
cable  between  North  America 
and  Great  Britain.  The  United 
States  has  29  circuits,  and  one 
is  reserved  for  radio  and  pic¬ 
ture  facsimile  transmission. 


Automatic  Buys 
Newsvend  Rights 

St.  Louis 

Automatic  Newsvending  Cor¬ 
poration  has  purchased  the 
NEWSVEND  division  of  United 
Sound  and  Signal  Corporatioi 
of  Columbia,  Pa. 

According  to  Robert  E 
Sprow  vicepresident  of  Auto¬ 
matic  Newsvending  Corpora¬ 
tion,  this  gpves  the  company 
all  rights  to  the  NEWSVEND 
machine.  Machines  made  by 
both  companies  have  been  on 
the  market  since  early  in  1954. 

For  the  time  being,  NEWS¬ 
VEND  machines  and  accesso¬ 
ries  will  continue  to  be  manu 
factured  for  Automatic  by 
United  Sound  and  Signal  Corp. 

Horvitz  Newspaper 
Interest  $2.7  Million 

Cleveland 
An  inventory  filed  this  week 
in  Probate  Court  disclosed  a  net 
value  of  $8,016,318  on  the  estate 
of  the  late  Samuel  A.  Horvitz 
He  was  a  paving  contractor 
and  owner  of  newspapers  in 
Mansfield  and  Lorain. 

His  widow,  Mrs.  Hattie  M. 
Horvitz,  and  three  sons,  Har¬ 
ry,  Leonard  and  William,  were  ^ 
named  chief  beneficiaries.  The 
inventory  listed  his  holdings  in 
the  Mansfield  News  Journal  at 
$1,794,600  and  those  in  the 
Lorain  Journal  at  $971,000. 

• 

Mourning  Border 

Milwaukee 
The  Milwaukee  Sentinel  gave 
the  Brooklyn  Dodgers  a  top 
page  one  banner  when  they 
won  the  pennant.  But  the  line 
was  encased  in  a  heavy  black 
border,  and  an  underline  read: 
Braves’  Fans  Still  Champs. 
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In  Washington 


L-uiui 


You  can  reach  I 

,  I 

44%  more  women  ■ 
through  The 
Washington  Post  \ 
and  Times  Herald 


and  as  many 
as  the  two  evening 
papers  combined 


as  shown  by  the  most  comprehensive  readership  study 
ever  made  of  the  Washington  newspaper  audience 


POST  TH 

STAR 

NEWS 

per  cent 

per  cent 

per  cent 

65 

45 

26 

67 

43 

27 

65 

45 

28 

67 

43 

29 

70 

49 

25 

All  women  6S  4S 

Working  women  67  43 

Housewives  65  45 

Housewives  who  work  67  43 

Government  women  70  49 

Only  a  few  of  the  many  facts  available  to  adiertisers 


The  survey  reveals 
MORE  SALES  OPPORTUNITY 
through  The 

Washington  Post  and  Times  Herald 


Readership  for  Washington  daily  papers 


lof  Angeles:  Dunkirk  9-1371 


See  the  results 


New  York:  Plaza  3-3800 
Chicogo:  Randolph  6-9149 
Detroit  Woodward  3-5005 


Atlanta  Murray  8-6523 
Philadelphia:  locust  4-2736 
San  francisca:  Garfield  1-1168 


by  Publication  Research 
Service  —  Chicago,  III. 


of  this  survey 
at  your  earliest 


convenience. 


call  Sawyer, 
Ferguson, 
Walker  texlay 
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SYNDICATES 


Medical  Theme  Subject 
Of  Columbia  Feature 


By  Janies  L.  (Pollings 

Sixty  M.D.  specialists  have 
combined  their  talents  to  pre¬ 
sent  through  Columbia  Features 
a  three-a-week  column,  “Mod¬ 
em  Medicine,”  starting  Nov. 
12. 

“We  call  it  a  definitive  medi¬ 
cal  feature,”  Glenn  Axlcox, 
Columbia  president  said,  “be¬ 
cause  each  expert  writes  on  his 
own  field  of  medicine.”  One 
of  the  experts  is  Dr.  Paul  Dud¬ 
ley  White,  who  attended  Presi¬ 
dent  Eisenhower  when  he  had  a 
heart  attack. 

Glenn  added  that  the  feature 
will  be  edited  by  Dr.  Mathilde 
M.  Gould,  who,  among  other 
things,  is  director  of  a  children’s 
allergy  clinic  in  a  New  York 
hospital  and  supervising  doctor. 
Secondary  Schools  of  New 
York  City. 

The  Columbia  executive  was 
reminded  that  the  feature 
looked  familiar.  Not  mentioning 
names,  of  course,  Glenn,  or  the 
syndicates  that  had  it  before, 
but  what  gives? 

“I’ll  be  glad  to  straighten  it 
out,”  he  said.  “While  I  was 
with  Hall  Syndicate,  I  sold  this 
feature — back  in  January  of 
’55,  it  was — and  it  got  a  good 
reception,  but  contractual  diffi¬ 
culties  arose  and  the  feature 
was  turned  over  to  another 
syndicate  by  the  creators. 

“It  was  then  withdrawn  from 
general  syndicate  offering  by 
mutual  agreement,  and  just  re¬ 
cently  I  was  asked  to  handle  it. 
That’s  the  story. 

“Anyway,  from  the  start  I 
have  been  sold  completely  on 
the  idea  of  having  some  of  the 
top  specialists  write  on  the  sub¬ 
jects  they  know  best.  These 
doctors  are  the  first  to  become 
aware  of  new  medicines  and 
techniques.  I  am  prejudiced, 
naturally,  but  I  believe  the 
column  has  tremendous  prestige 
value.” 

Famous  Byliners 

AP  Newsfeatures’  fourth  an¬ 
nual  “Merry  Christmas”  supple¬ 
ment  received  this  week  by  AP 
managing  editors  in  sample 
form  is  loaded  with  famous 
byliners. 

Among  those  contributing 
articles  are  Admiral  Richard  E. 
Byrd,  Fannie  Hurst,  Mary 
Margaret  McBride  and  the 
Lunts. 


APN  said  it  started  working 
on  the  section  last  Spring. 
You’ll  find  material  on  the  true 
spirit  of  Christmas,  how  yule- 
tide  traditions  grow,  the  six 
most  memeorable  Christmases, 
how  children  can  enjoy  the  oc¬ 
casion  even  more  and  how  each 
land  celebrates  Christmas. 

Cartoon  Committee 

President  Eisenhower’s  Peo- 
ple-to-People  Cartoon  Commit¬ 
tee  has  recommended  for  Ike’s 
consideration  these  policies: 

Visits  to  America  by  foreign 
cartoonists  and  trips  abroad  by 
our  cartoonists  to  provide  a 
better  understanding  of  each 
other  through  the  medium  of 
the  comic  strip. 

Publication  of  comic  books 
and  newspaper  cartoon  features 
to  explain  the  principles  of 
democracy. 

A1  Capp,  committee  chairman 
(Milt  Caniff  is  administrative 
chaii-man),  said  that  American 
cartoonists,  through  the  univer¬ 
sally-understood  images  of  car¬ 
toons,  will  be  able  to  make 


clear  the  peaceful  policies  of 
our  country  and  the  other  free 
countries  of  the  world,  and  to 
delineate  the  economic,  social, 
religious  and  cultural  principles 
of  those  nations  outside  the 
Iron  Curtain. 

Specific  plans  and  programs 
will  be  determined  later,  he 
said. 

Caniff  Caper 

Milt  Caniff  and  his  “Steve 
Canyon”  put  the  Post  Ex¬ 
change  “behind  the  eight-ball,” 
King  Features  explained  this 
week. 

The  Post  Exchange,  fyi,  is 
the  national  system  of  govern¬ 
ment-operated  stores  on  Army 
and  Air  Force  bases. 

It  .seems  that  John  Ryan,  PX 
official,  called  Milt  the  other 
day  to  ask  the  cartoonist  to 
revise  his  continuity.  A  recent 
story  line  had  a  fictitious  Air 
Force  base  named  “Big  Thun¬ 
der”  offering  unlimited  PX 
privileges  to  civilians  working 
on  the  base. 

As  a  result,  the  PX  has  been 
flooded  with  hundreds  of  beefs 
from  the  strip’s  readers  who 
actually  ivork  at  real  military 
installations.  They  too  wanted 
the  privileges. 

In  truth,  Mr.  Ryan  reminded 
Milt,  the  real-life  workers  enjoy 
limited  PX  privileges.  Food  and 
tobacco  they  can  get,  but  hard 
goods,  no.  Only  military  per¬ 


Boy! 


"The  copy  deskmen,  you'll  find,  ere  a  liHle  difficult 
to  work  for  until  you  get  to  know  them  better.” 


sonnel  can  get  the  latter. 

“Actually,  we  were  both 
right,”  Milt  explained,  “and  I 
was  very  happy  for  the  promo¬ 
tion  received.  Obviously,  it  was 
too  late  to  revise  the  strip, 
which  I  wouldn’t  have  done  any 
way  since  I  wasn’t  in  tht 
wrong.” 

Teacher  ISeher 
Fred  Neher  (“Life’s  lake 
That,”  Consolidated  News  Fea¬ 
tures)  is  teaching  a  weekly  art 
class  at  the  University  of  Colo¬ 
rado.  According  to  Mr.  Neher, 
“Emphasis  will  be  on  individual 
instruction  on  technique,  ideas 
and  marketing  cartoons  to 
newspapers  and  magazines.” 

• 

Sunday  Paper 
Enlarged.  25e 

Providence,  R.  I. 
Two  24-page  tabloid  sections 
were  added  to  the  Providenet 
Sunday  Journal  last  week  when 
the  paper  went  from  20c  to  2.)c 
per  copy. 

One  of  the  pull-out  sections 
is  devoted  to  television  and 
radio,  the  other  to  business, 
finance  and  industry. 

The  first  25-cent  edition  of 
the  Sunday  Journal  consisted 
of  11  section.^,  226  pages. 

The  TV-radio  tah  carried  69 
*■2  colums  of  advertising. 

The  business-finance-industry 
section  was  launched  with  35 
columns  of  ads. 

A  new  “potpourri”  page  was 
added  to  the  Sunday  paper.  It 
includes  a  new  column  “for  men 
only”  by  Kenneth  W.  Parker  of 
the  staff,  and  a  feature  entitled 
“In  Your  Medicine  Chest,”  by 
Bernard  Segal,  pharmacist  at  a 
local  hospital.  This  page  also 
carries  the  crossword  puzzle, 
and  a  general  feature  story. 

• 

$100,000  for  Hero 

Philadelphia 
The  Philadelphia  Inquirer 
has  been  publishing  daily  the 
names  of  persons  and  amounts 
they  have  contributed,  nearly 
$100,000,  to  a  fund  for  a  heroic 
policeman  who  is  permanently 
crippled  by  a  gunman’s  bul¬ 
lets.  The  drive,  sponsored  by 
Philadelphia  Inquirer  Charities, 
Inc.,  ran  11  days. 

• 

Goes  lo  Weekly  Basis 

Mechanicsburg,  Ohio 
Beginning  Oct.  1,  the  Me¬ 
chanicsburg  Telegram  went  to 
weekly  publication  (Thursday). 
It  has  been  published  four 
times  a  week. 
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1  George  Waldo, 
I  Conn.  Editor, 
Dies  at  68 


Bridgeport,  Conn. 

George  Curtis  Waldo,  68,  a 
newspaperman  sinee  his  teens, 
died  Sunday,  Sept.  30,  in  his 
Fairfield  home.  He  had  been  on 
his  job  as  editor-in-chief  of  the 
Post  Publishing  Company  up  to 
Thursday,  although  he  had  been 
in  ill  health  the  past  five  years. 
He  underwent  surgery  in  1955. 

Youngest  of  four  children  in 
his  family,  Mr.  Waldo  left  high 
school  at  the  age  of  16,  before 
graduation,  to  become  a  re¬ 
porter  on  the  Bridgeport  Stand¬ 
ard.  That  was  in  1904  and,  ex¬ 
cept  for  two  brief  excursions 
to  other  journalistic  fields,  he 
remained  on  newspapers  here. 

He  came  naturally  by  his 
selection  of  the  newspaper  field. 
His  father,  who  joined  the 
Standard  as  a  reporter  in  1867 
after  serving  with  Union  forces 
in  the  Civil  War,  had  been  in 
the  newspaper  field  for  37 
years  and  was  editor-in-chief 
of  the  Standard  when  his  son 
became  a  reporter. 


The  younger  Waldo  became 
city  editor  of  the  Post  in  1909. 

In  1913  the  McNeil  family 
purchased  the  Telegram  and 
Mr.  Waldo  moved  to  that  paper 
as  managing  editor.  Soon  after 
the  Telegram  and  the  Post  were 
united  under  the  joint  owner¬ 
ship  of  the  McNeil  interest  and 
F.  W.  Bolande  and  R.  N. 
Blakeslee,  Mr.  Waldo  becoming 
editorial  chief  of  these  papers. 

In  1916  Mr.  Waldo  quit  news¬ 
paper  work  for  about  a  year 
to  operate  his  own  advertising 
and  publicity  agency. 

He  returned  to  his  chosen  pro¬ 
fession  when  the  late  Walter 
B.  Lashar  acquired  the  former 
Standard- American.  When  Mr. 
Lashar  acquired  the  Post-Tele¬ 
gram  in  1918,  Mr.  Waldo  be¬ 
came  editor-in-chief  of  the  com¬ 
bined  papers. 

Ultimately  Mr.  Lashar  drop¬ 
ped  out  of  the  publishing  field 
and  his  interest  were  taken  over 
by  the  late  Edward  Flicker. 
After  Mr.  Flicker’s  death  in 
1939,  Mr.  Waldo  was  elected 
president  of  the  company. 

For  nearly  30  years  Mr.  Wal¬ 
do  alone  handled  the  task  of 
getting  out  the  editorial  page 
of  the  Post,  Telegram  and  Sun¬ 
day  Post. 

Probably  his  most  famous 


George  C.  Waldo 
editorial  quip  was  his  charac¬ 
terization  of  former  President 
Truman  as  “High  Tax  Hari’y,” 
a  description  widely  and  re¬ 
peatedly  quoted  in  the  nation’s 
press  in  the  1948  presidential 
campaign. 

In  his  only  bid  for  elective 
office,  Mr.  Waldo  ran  for  city 
clerk  in  1911  on  the  Socialist 
ticket  with  his  friend  of  many 
years.  Mayor  Jasper  McLevy. 
Although  defeated,  he  achieved 
the  distinction  of  being  the  only 
candidate  to  poll  more  votes 
than  McLevy  while  running  on 


the  same  ticket,  until  Gustav  G. 
Samuelson  equalled  this  feat  in 
1954. 

Parkway  Sponsor 

Mr.  Waldo’s  outstanding  ac¬ 
complishment  in  the  early  years 
of  his  editorship  of  the  Post 
and  Telegram  was  the  role  he 
played  in  bringing  about  con¬ 
struction  of  the  Merritt  park¬ 
way  as  a  means  of  relieving 
traffic  on  the  Boston  Post  road. 

In  later  years,  he  took  an 
equally  leading  role  in  pro¬ 
moting  the  $445  million  Con¬ 
necticut  turnpike. 

In  recent  years  Mr.  Waldo 
turned  his  attention  to  the  prob¬ 
lem  of  stream  pollution. 

On  his  father’s  side  Mr.  Wal¬ 
do  was  descended  from  Dean 
Cornelius  Waldo  who  came 
from  England  in  1647  and  set¬ 
tled  in  Salem,  Mass.  On  his 
mother’s  side  he  was  descended 
from  Col.  James  Frye  of  An¬ 
dover,  Mass.,  who  commanded  a 
regiment  in  the  Battle  of  Bunk¬ 
er  Hill. 

Mrs.  Waldo  (Ethel  Louise 
Donaldson)  died  Sept.  15,  1945. 
The  Waldos  had  two  daughters, 
Susan,  who  has  lived  with  her 
father,  and  Annie  Lou  (Mrs. 
Rudolph  Furrer,  of  Bronxville, 
N.  Y.)  Mr.  Waldo  is  survived 
al.so  by  a  sister  and  a  brother. 


Blatchford  Metal  salesman 

doubles  as  truckman 


. . .  carts  quarter- ton  of  metal  in  car 

to  help  Commercial  Printer  get  out  rush  job 


Mary  and  I  are  just  leaving  the  house 
for  the  parade.  That’s  when  we  hear 
the  phone  ring. 

It’s  Veterans  Day,  but  this  customer 
tells  me  he’s  on  the  griddle  ...  a  lot  of 
composition  to  be  finished  “the-day- 
before-yesterday.”  He’s  got  to  have  a 
thousand  pounds  of  metal.  And  by 
eight  the  next  morning. 

Mary  sighs,  sheds  her  coat  and  starts 
watching  the  parade  on  TV.  I  get  on 
the  phone  .  .  .  finally  track  down  our 
Blatchford  warehouse  foreman.  At  the 
American  Legion  Post.  He  says,  “I’ll 
have  a  truck  pick  up  metal  at  the  ware¬ 
house  by  sun-up.” 

He’s  bright  and  early,  next  AM,  but 
he’s  missed  the  truckman  .  .  .  already 
on  his  way  to  make  other  deliveries. 

We  start  lugging  pigs  out  to  my  car. 

Five  hundred  pounds  of  them. 

By  8:05  we’ve  got  metal  on  the 
feeders  .  .  .  and  the  customer  off  the 
hot  spot.  By  a  little  after  nine,  the 
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truck  arrives  with  the  balance  and  I 
leave  for  .  ,  .  but  that’s  another  story. 
You  could  write  a  book  about 
Blatchford  Service 

Blatchford  has  more  than  a  century 
in  the  metal  business.  Along  the  line, 
Blatchford  men  have  met  and  solved 
practically  every  metal  problem  a 
printer  can  have. 

Often  our  experience  and  good  serv¬ 
ice  proves  as  important  as  our  good 
type  metal  to  Blatchford  customers. 
So  do  Blatchford  resources  .  .  .  our 
well-equipped  National  Lead  metal 
laboratories  .  .  .  our  nation-wide  net¬ 
work  of  sales  and  service  offices. 

So  next  time  you  need  metal,  next 
time  you  need  service,  do  this!  Call 
Blatchford. 


Blatchford  Division  ■ 
NATIONAL  LEAD  COM-  I 
PANY  Atlanta.  Baltimore,  1 
Chicago.  Cincinnati,  Cleve-  I 
land,  Dallas,  Philadelphia.  ' 
Pittsburirh,  St.  Louis;  New 
York:  E.W.  Blatchford  Co.; 
New  England:  National  Lead 
Co.  of  Mass.,  Boston;  Pacihc 
Coast:  Morris  P.  Kirk  A  Son, 
Inc.,  Los  Anireles,  Emeryville 
(Calif.),  Portland,  Seattle, 
Phoenix,  Salt  Lake  City;  Cana¬ 
da:  Canada  Metal  Co..  Ltd., 
Toronto,  Montreal,  Winnipeg, 
Vancouver. 
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Campaigning 

{Continued  from  page  12) 


said  frankly  they  did  not  know.  Daily  News;  John  O’Donnell,  ing  up  in  Pittsburgh  for  a  TV 

This  category  of  voter  eventu-  New  York  Daily  News;  Doris  date. 

ally  appeared  to  be  the  major-  Fleeson,  New  York  Post;  Vir-  Handling  copy  for  WU  with 

ity.  The  newspaper  men  pointed  ginia  Pasley,  Newsday,  and  the  Stevenson  party  was  David 


teleprinter  circuits  there;  six  out  they  were  burned  badly  in  Ruth  Montgomery,  INS. 


Rush,  better  known  to  sporti 


more  just  off  Public  Square, 
where  the  President  spoke  at 
noon;  and  another  six  at  the 
airport. 

Checking  into  the  pres.s 
center  were  Paul  Block  and 
George  Jenks,  Toledo  Blade; 
Lew  Henderson,  Bill  Hunter, 
Clyde  Mann,  and  Frank  Knight, 
Akron  Beacon  Journal,  and 
Bayard  Hooper  and  Grey  Villet 
of  Life. 

At  two  30-foot  tables,  nearly 
50  newsmen  worked  elbow-to- 
elbow. 

Most  impressive  among  news¬ 
hawks  in  appearance  was  Wil¬ 
liam  Knighton,  Baltimore  Sun. 
He  towers  6-feet,  4*^  inches. 
He  has  been  on  the  Hill  for  14 
years,  has  gone  everywhere 
with  Ike  since  1954. 

“Harry  Truman  was  in¬ 
formal,  chatty”  Mr.  Knighton 
said.  “You  could  always  get 
good  stories  from  him.  He  mixed 
freely  with  the  newspaper  men. 
You  never  get  near  Ike  to  talk 
to  him  on  these  trips.” 

Next  Speech 

Right  to  the  minute  he  had 
promised,  Mr.  Hagerty  reached 
the  press  room  with  copies  of 
the  President’s  Lexington,  Ky., 
speech. 

“Flat  morning  release”,  he 
called  out. 

“Is  that  the  extent  of  the 
press  conference?”,  several 
wanted  to  know. 

“That’s  all,  and  that’s  what 
I  promised”,  Jim  replied. 

Merriman  Smith,  of  UP, 
used  a  “handie-talkie”  to  talk 
from  the  hotel  press  room  with 
Bill  Loftus,  local  UP  staffer, 
assigned  to  keep  watch  outside 
the  eighth  floor  conference 
room  where  the  President  was 
meeting  Ohio  politicians.  Mr. 
Smith  moved  several  State 
stories  dictated  over  the  radio 
telephone  by  Mr.  Loftus. 

The  gadget  is  extremely  use¬ 
ful  to  flash  on  arrivals  and 
departures,  Mr.  Smith  said.  “For 
instance,  editors  are  told  in  ad¬ 
vance  the  President  is  to  arrive 
at  a  certain  place  by  6  P.M. 
If  he  hasn’t  arrived  at  6:15, 
they  begin  to  put  questions  on 
the  wire.  ‘Handy-Talkie’  cuts 
minutes  off  transmission  of  this 
kind  of  flash.” 

Strict  Objectivity 


1948  when  they  predicted  the 
election  of  Thomas  E.  Dewey, 
and  in  1962  when  so  many 
thought  Gov.  Stevenson  had  a 
chance. 

“My  paper  is  for  the  Presi¬ 
dent,”  said  Arthur  Sylvester, 
Newark  News.  “I  am  trying  so 
hard  to  be  absolutely  objective 
that  right  now  I  don’t  know 
how  I  personally  will  vote.” 

David  Sentner,  Hearst  News¬ 
papers,  was  quite  willing  to 
predict — President  Eisenhower. 

You  move  fast,  or  miss  out, 
when  you  are  on  a  trip  with 
the  President.  Ike  was  13  min¬ 
utes  ahead  of  schedule  in  start¬ 
ing  his  speech  in  Cleveland. 
The  mimeographed  schedule 
listed  departure  of  the  Colum¬ 
bine  III,  his  private  plane,  at 
1:45  P.M.  Actually  it  was  air¬ 
borne  at  1:32  and  the  chartered 
press  plane  was  in  the  air  for 
Lexington  at  1:34  P.M. 

On  ‘Joe  Smith  Express’ 

On  a  trip  such  as  was  made 
by  Gov.  Stevenson  this  week, 
real  difficulties  develop.  Dead¬ 
lines  must  be  met  and  hardly 
can  be  from  a  bus  rolling 
through  suburban  New  Jersey 
or  along  a  turnpike. 

Mimeographed  copies  of 
speeches  were  handed  out  in 
advance.  More  than  half  of 
Mr.  Stevenson’s  speeches  were 
off  the  cuff  and  he  interpolated 
freely. 

Possibly  because  of  the  at¬ 
tack  made  by  President  Eisen¬ 
hower  in  Cleveland  in  his 
“wicked  nonsense”  speech,  66 
reporters  and  photographers 
were  assigned  to  follow  the 
Democrat  this  time  on  what 
they  call  the  “Joe  Smith  Ex¬ 
press.”  It  was  the  largest  num¬ 
ber  so  far. 

Some  among  them  have  been 
reporting  Stevenson  since  his 
nomination,  and  even  before, 
during  the  primaries.  Real 
veterans  included  Robert  Nixon, 
INS;  Tom  Nelson,  UP;  Tony 
Vaccaro,  AP;  Earl  Mazo,  New 
York  Herald  Tribune;  Harri.son 
Salisbury,  New  York  Times; 
Chesley  Manley,  Chicago  Trib¬ 
une;  Carlton  Kent,  Chicago 
Sun-Times;  Fletcher  Knebel, 
Cleveland  Plain  Dealer;  Bob 
Roth,  Philadelphia  Bulletin; 
Edward  Folliard,  Washington 


Less  Formal  Start 

Less  formal  than  the  Repub¬ 
lican  start  was  the  beginning 
of  the  Stevenson  trip  from  Na¬ 
tional  Airport,  Washington. 
Absent,  of  course,  were  police 
and  secret  service  men.  News¬ 
paper  men  were  checked  on  the 
press  airplane  by  the  airline 
company’s  clerks.  Roger  Tubby, 
press  assistant  to  the  Presi¬ 
dential  candidate,  made  himself 
helpful.  He  is  a  former  press 
secretary  to  President  Truman, 
and  is  himself  a  newspaper 
publisher.  Three  years  ago  he 
purchased  the  Adirondack  Da'ly 
Enterprise  in  Saranac  Lake, 
N.  Y. 

The  press  was  as  isolated 
from  Gov.  Stevenson  as  from 
the  President.  Mr.  Tubhv  said 
this  was  necessary  because  the 
Governor’s  time  must  be  occu¬ 
pied  by  talking  to  local  popt'cal 
candidates,  preparing  strategy, 
organizing  speeches.  Frequent 
press  conferences  would  leave 
no  time  to  be  a  candidate. 

Newspaper  men  who  had  cov¬ 
ered  previous  campaign  trips 
with  Gov.  Stevenson  joined  Mr. 
Tubby  in  remarking  about  the 
“poor  journalism”  displaved 
by  some  newspapers  in  failing 
to  play  up  advance  not'ces  of 
the  candidate’s  arrival  in  their 
cities. 

A  Literary  Man 

On  this  trip,  there  was  a 
large  group  of  New  Jersey 
newspaper  men  to  report  the 
arrival  at  Newark  Airport. 
Noted  were  Leroy  Galperen, 
and  Eric  Groething.  Jersey  C  ty 
Journal;  Conover  Spencer  and 
Franklin  Gregory,  Newark  Star 
Ledger.  John  Davies,  Newark 
News,  was  on  the  plane  from 
Washington. 

A  literary  tone  was  given  to 
the  press  party  by  John  Dos 
Passos,  the  author.  He  and  Gov. 
Stevenson  met  at  the  Demo¬ 
cratic  Convention.  Mr.  Steven¬ 
son  commented  that  there 
should  be  more  literature  on 
politics,  which  prompted  Mr. 
Passos  to  see  what  campaigning 
was  like. 

Nine  New  Jersey  towns  and 
cities  were  visited. 

Tuesday  was  a  long,  hard  day 
of  campaigning.  At  10:30  P.M. 


writers  than  by  those  who  cover 
political  news.  He  has  been  “all- 
the-way-with-Adlai”  literally 
during  this  campaign.  So  far  he 
has  traveled  well  over  20,000 
miles.  He  expects  before  elec¬ 
tion  the  total  will  reach  50,000.  p- 
Copy  filed  by  newsmen  covering 
the  Democratic  candidate  hai 
averaged  80,000  words  a  day. 

• 

Adlai  Pleased 
With  Coverage 

“Newspaper  coverage  of  my 
1956  campaign  has  been  gen¬ 
erally  good,”  Adlai  Stevenson 
said  in  a  statement  to  E&P.  “In 
fact,  I  think  it  has  been  better 
than  in  1952.  Almost  all  the 
newspapermen  traveling  with 
me  have  consistently  turned  in 
excellent  reports,  reports  that 
are  as  complete  and  well  writ¬ 
ten  as  the  rigors  of  campaign¬ 
ing  permit,  reports  which  I 
think  fairly  represent  what  I 
have  said  and  done. 

“It  is  of  vital  importance  to 
the  healthy  functioning  of  our 
democracy  that  newspapermen  | 
write  what  they  see  and  hear 
whether  or  not  it  pleases  a 
candidate.  But  where  there  is 
deliberate  distortion,  where  one¬ 
sided  presentation  of  political 
news  exists  in  a  community, 
that  community  sutlers.  For 
voters  cannot  make  wise  deci¬ 
sions  if  they  read  in  newspa¬ 
pers  only  one  point  of  view 
or  get  but  meager  and  imper¬ 
fect  digests  of  what  is  being 
said  by  the  candidates  of  the 
party  the  publisher  opposes. 

Editorial  Myopia 

“There  are  still  far  too  many 
big  and  little  newspapers  in 
America  with  editorial  myopia 
in  the  handling  of  political 
news.  Distortion  by  them  is  bad 
enough  with  respect  to  the 
treatment  of  major  candidates, 
but  worse,  too  often  they  utter¬ 
ly  frustrate  and  make  a  mock¬ 
ery  of  the  democratic  process 
and  the  free  press  in  respect  to 
the  news  treatment  of  state  and 
local  opposition  candidates.  For 
these  candidates  a  news  black¬ 
out  or  burial  on  back  pages  is 
the  custom  in  all  too  many  com¬ 
munities. 
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Most  of  the  newspaper  men  Post,  and  Jerry  O’Leary,  Wash-  the  press  and  party  boarded  a  “Newspapers  strongly  biased 
declined  to  prognosticate  the  ington  Star.  train  for  the  “whistle-stop”  sec-  on  their  news  pages,  whether 

winner  in  November.  This  re-  For  this  trip  they  were  tion  of  this  particular  tour,  for  the  Republicans  or  the 
porter  started  an  informal  poll,  joined  by  James  “Scotty”  Res-  First  stop  Wednesday  was  7:45  Democrats,  do  a  d'sservice  not 
When  abandoned,  the  vote  ton.  New  York  Times;  Jack  A.M.  in  Scranton,  Pa.  By  motor  only  to  their  communities,  but 
stood  10  to  1  in  favor  of  the  Steele,  Scripps-Howard  News-  and  train  the  campaign  reached  to  themselves,  and  most  im-  t 
President’s  re-election.  Four  papers;  Peter  Lisager,  Chicago  into  12  cities  and  towns,  wind-  portant  to  the  whole  free  press." 
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London  Tab 

(Continued  from  page  2) 


Mr.  Cudlipp,  who  has  the 
looks,  manner  and  forcefulnesa 
of  an  actor  like  Frederic  March, 
said  nothing  would  dissuade 
him  from  presenting  news  in 
an  “exciting,  dramatic  and  dif¬ 
ferent”  way. 

“We’ve  not  afraid  of  losing 
circulation  if  that  is  to  be  the 
price  of  displaying  serious  news 
in  a  popular  paper.  But  the 
Mirror  has  proved  it  is  not  the 
price.  The  Daily  Mirror  has 
never  sold  more  copies  than  it 
is  selling  now. 

“The  whole  idea  must  be 
presented  dramatically  with  a 
new  presentation  idea  every 
time.” 

Although  “we  certainly  don’t 
lose  interest  half-way  through 
a  crisis,”  Mr,  Cudlipp  watches 
his  timing  as  carefully  as  any 
actor. 

During  the  Parliamentary 
debate  following  the  Menzies 
mission  to  Cairo,  one  24-page 
issue  carried  seven  pages  on 
Suez,  including  a  full-page  at¬ 
tack  on  the  Mirror’s  position  by 
a  Conservative  M.P. 

During  last  week’s  18-nation 
Suez  Conference  here,  Suez  re¬ 
turned  to  the  back  page — and 
sometimes  not  all  of  that. 

“It’s  not  big  any  more,” 
Mr.  Cudlipp  said.  “If  Dulles 
shot  the  ministers,  we’d  go  out 
on  it  again.” 

The  Mirror’s  first  big  spread 
on  Suez  came  on  August  14, 
17  days  after  the  Canal  was 
nationalized.  Its  front  page  edi¬ 
torial,  with  letters  two  inches 
high,  “No  War  with  Egypt,” 
jumped  to  the  center  spread. 

At  The  Critical  Point 


The  next  day,  half  of  the 
front  page  was  devoted  to  head¬ 
lining  another  editorial  which 
took  up  most  of  page  two  as 
well. 

On  Augpist  17,  Suez  develop¬ 
ments  were  on  the  back  page 
but  the  front  page  carried  a 
full  spread  cartoon  against  Sir 
Anthony  Eden. 

The  side-ways  front  page, 
with  only  the  logotype  right- 
side  up,  came  on  .September  4, 
quoting  the  papers  and  politi¬ 
cians  who  agreed  with  the  Mir¬ 
ror  that  force  was  not  the  an¬ 
swer  to  the  Suez  crisis. 

For  Scholars 

On  September  11  came  the 
paper’s  foray  into  Latin.  “Si 
Sit  Prudentia,”  the  motto  of 
Sir  Anthony’s  family,  was  the 
streamer. 

“This  is  the  first  headline 


ever  to  appear  in  the  Mirror 
in  Latin.  (And  we  hope  the 
last!),”  the  paper  said,  and 
and  translated  the  motto,  “If 
there  be  but  prudence”,  as  a  re¬ 
minder  to  the  Prime  Minister. 

On  September  14,  the  front 
page  carried,  inside  a  black 
border,  the  words,  “The  Man 
Who  Can  Prevent  War — See 
Page  Three.”  The  man  was 
John  Foster  Dulles. 

On  September  18,  the  front 
and  back  pages  were  devoted  to 
a  brilliant  question  and  an¬ 
swer  presentation  of  a  speech 
made  by  Hugh  Caitskell,  leader 
of  the  Labour  Party,  which  did 
not  rate  a  single  line  in  the  op¬ 
position  Daily  Express. 

The  next  day,  the  front  page 
was  back  to  normal  with  a 
picture  of  an  86-year-old  Afri¬ 
can  chief  with  52  wives. 


Geo.  Chalnier  Dies 

Boca  Raton,  Fla. 

George  C.  Chalmers,  68,  wide¬ 
ly  known  sales  representative 
in  the  printing  trades  held, 
died  here  Sept.  29.  He  pioneered 
in  the  development  and  sale  of 
Vulcan  rubber  press  blankets 
and  was  associated  with  Vulcan 
Rubber  Products,  a  division  of 
Reeves  Brothers,  Inc.,  for  30 
years. 

• 

Beg  Your  Pardon 

The  theatre  involved  in  an 
advertising  dispute  with  the 
Geneva  (N.Y.)  Times  was  in¬ 
correctly  named  as  a  unit  of 
the  Warner  Bros,  chain  (E&P, 
Sept.  29,  pagre  46).  It  is  a 
Schine  enterprise. 


20% 

MORE 

R.O.P. 


Mr.  Cudlipp  had  come  back 
from  a  holiday  on  his  boat,  it 
was  the  eve  of  the  first  London 
Conference  and,  in  Mr.  Cud- 
lipp’s  words,  “the  situation  had 
boiled  up  to  a  critical  point.” 
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WICHITA,  KANSAS 
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In  1956  the  San  Diego  Union  and  Evening  Tribune  have  run 
20%  more  R.O.P.  color  than  in  1955  -  dramatic  evidence  that 
color  can  be  used  effectively  to  sell  this  third  largest  market 
in  the  West. 

1955  -  First  Six  Months  -  Total  Lineage  755,545 

1956  -  First  Six  Months  -  Total  Lineage  948,105 

Quality  reproduction  is  always  assured,  too  -  with  our  new  Goss 
Headliner  presses  that  are  fully  equipped  for  excellent  color  work. 
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PRINTABLES— Af  Newspaper  Week  luncheon:  Left  to  right — Charles 
Gould,  assistant  publisher,  New  York  Journal  American;  Harry  Rosen, 
vicepresident.  New  York  Post;  Vincent  J.  Kelley,  vicepresident  of 
Jann-Kelley;  Anton  W.  Bondy,  print  media  manager.  Lever  Bros.;  and 
Douglas  Hathaway,  media  director,  J.  M.  Mathes,  Inc. 

newspaper,  according  to  each 
lies  Solute  reader’s  varied  and  intimate 

interests; 


Sales  Salute 

[Continued  from  page  18) 

many  newspaper  organizations 
as  well  as  columnists  and  cor¬ 
respondents. 

The  new  four-color  advertis¬ 
ing  presentation  of  the  Ameri¬ 
can  Association  of  Newspaper 
Representatives,  “What’s  the 
Big  Idea?”  was  presented  with 
narration  by  John  McKnight 
and  Fran  Carlon.  The  story 
declared: 

Newspapers  Cover  All 

“The  idea  back  of  a  news¬ 
paper  is  to  cover  all  the  inter¬ 
ests  of  all  the  people  and  do  it 
every  day  without  limitations 
concerned  with  Time  or  Place. 

“Other  media  exist  to  ser%’e 
specialized  interests  and  tastes. 
But  none  are  as  indispensable 
or  as  universally  appealing  as 
newspapers  are  in  the  lives  of 
all  people.  You  yourself  know 
how  intimately  newspapers  are 
part  and  parcel  of  your  daily 
life.  They  are  the  great  ALL- 
AMERICAN  IDEA  for  supply¬ 
ing  every  family  with  the  news 
and  the  information  they  crave, 
need  and  demand. 

“Newspapers  are  not  designed 
for  relaxation  only.  They  are 
exciting  and  realistic.  Typical 
of  the  dynamic  idea  that  Amer¬ 
ica  lives  by.  The  greatest  public 
utility  ever  invented  for  main¬ 
taining  an  informed  and  pro¬ 
gressive  nation. 

“A  veritable  horn  of  plenty, 
freshly  filled  every  day,  news¬ 
papers  bring  you  the  running 
story  of  history  in  the  making. 
And  blended  in  their  content 
are  scores  of  practical  services 
and  advertisements  that  exploit 
the  newest  ideas  in  modem  liv¬ 
ing  and  ser\'e  as  convenient 
guides  to  our  everyday  pur¬ 
chases.” 

The  narrator  listed  these 
things  that  can  be  found  in  a 


What  to  wear — and  where  to 
buy 

Whether  prices  are  low  or  high 
What  to  eat  and  what  to  drink 
What  to  use  in  the  kitchen  sink 
Where  to  bank  and  where  to 
borrow 

What  stores  are  having  sales 
tomorrow 

Who  was  married,  who  was 
bom 

Who  got  pinched  for  a  honking 
horn. 

V/hat  to  put  on  the  bedroom 
floor 

Where  to  buy  that  new  screen 
door 

What  to  rub  on  Johnny’s 
bruise 

Where  to  go  for  a  restful 
cmise. 

Where  to  rent  or  buy  a  home 
What  does  it  cost  to  go  to  Rome 
What  books  to  read  —  what 
shows  to  see 

What  to  view  on  the  new  TV. 
How  to  sew  and  dam  and  knit 
And  what’s  the  latest  movie  hit 
Where  to  pray  and  who  will 
preach 

What  parents  ought  to  learn 
and  teach. 

Why  to  buy  that  brand  new  car 
How  to  drop  your  score  to  par 
Whether  stocks  went  up  or 
down 

When  will  the  circus  come  to 
town. 

And  so  it  g  o  e  s — the  list  i  s 
legion 

In  every  market  in  every 
region.  .  .  . 

The  narrative  ended  with  this 
declaration : 

“Every  d  a  y,  these  millions 
create  a  huge  flow  of  shopping 
traffic  through  the  pages  of 
their  newspapers.  There,  these 
mass  millions  are  pre-sold, 
charged  with  buying  impulses, 
and  channeled  to  the  proper 
sources  of  supply. 

“The  daily  newspaper  is  read 
by  all  who  buy  today,  tomorrow 


OUTSTANDING  Newspaperboy  of  the  Year,  Frank  DeBartoU  «l 
Pastaic-Cllfton,  N.  J.  i$  found  in  nice  company  at  New  York  Sale 
Executives  Club.  With  him  are  John  M.  Fox,  president  of  Minxh 
Maid  Corp.;  Barton  Lewis  (Miss  Newspaper)  and  Willis  H.  GurUf 
of  Borden  Food  Products  Co. 


and  every  day  .  .  .  the  only  me-  O  1  O 

dium  that  completely  self-mer-  ^  XlOIlOr 

chandises  product  and  cam- 

paign  to  all  distributors-to  all  iNcwspa j3erboy  Uhi 

dealers-to  all  retail  sales  per- 

sonnel,  every  day.  programs  in  New  York  men- 

“To  get  the  best  performance  tinned  or  featured  Nationii 
from  even  the  best  sales  tool,  Newspaperboy  Day  (Oct.  6) 
continuity  of  use  counts  heavily  throughout  the  last  week, 
in  the  results.  That’s  why  it  is  Arrangements  for  the  public 
all-important  to  set  up  an  ade-  jty  were  made  by  A.  D.  Wil 
quate  newspaper  budget  and  lace,  circulation  manager,  anc 
stick  with  your  program.  Like  William  Clayton,  New  Fort 
a  blue  chip  investment  with  World-Telegram  &  Sun  pro» 
growth  potential,  an  investment  tion  department,  acting  for 
in  newspapers  inevitably  pays  Cyrus  H.  Favor,  Utica  (N.  Y.) 
off  in  growing  sales.  Press,  chairman  of  ICM.k 

“So  when  you’re  looking  for  Newspaperboy  Committee, 
the  Big  Idea  for  that  big  selling  Andy  Williams,  a  newspaper 
job  ahead  .  .  .  just  remember  boy  of  the  Aimes  (Iowa) 

.  .  .  it’s  right  under  your  nose:  Tribune,  and  his  circulator, 
Your  daily  newspaper  .  .  .  The  Vergil  McKee,  are  to  be  inter- 
World’s  Best  Seller.”  viewed  on  the  Perry  Como 

,  Show,  Oct.  6,  with  Walter  Win- 

^  -  J  ,  -  chell  as  a  guest.  Blurbs  were 

rOrtlancl  Journal  promised  by  the  Garry  Moore 

Announces  Discounts  “I’ve  Got  A  Secret”  show, 

Portland,  Ore.  Powers  fight  report  on 

,  ,  .  ,  .  Friday  night,  the  radio  “Moni- 

Adoption  of  a  new  schedule  Crusade  for 

of  frequency  discounts  on  four-  Freedom,  and  the  Ed  Sullivan 
color  run-of-paper  general  rate  Oct.  7.  Newspaper¬ 

advertising  has  been  announced  ^oys  of  the  New  York  World 
by  the  Portland  (Oregon)  Jour-  Telegram  &  Sun  were  inter- 
■  viewed  on  the  Happy  Felton 

The  .schedule  announced  by  Show  and  the  Frank  Farrell* 

Arthur  B.  Wallace,  national  ad-  show, 
vertising  manager,  allows  for  • 

7  Vi  %  frequency  discount,  either  »  x-  i 

daily  or  Sunday,  for  10  full  Largest  l^olor  Ad 
ROP  4-color  pages  in  one  year,  Cleveland 

10%  on  20  pages  and  15%  on  The  largest  color  ad  ever  run 
40  pages.  in  a  Cleveland  newspaper  ap- 

These  discounts  apply  to  peared  across  17  columns  in 
gross  amount  of  combined  gen-  the  Cleveland  Press  on  Sept 
eral  advertising  rate  and  the  27.  The  ad,  spread  across  two 
50%  surcharge  for  four  colors,  pages,  was  run  by  the  Larsen 
These  basic  charges  remain  un-  Co.,  of  Green  Bay,  Wis.,  to 
changed  from  the  paper’s  most  advertise  Freshlike,  canned 
recent  rate  card,  March  1,  1956.  vegetables. 
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The  turbine  that  transformed  air  travel 


You  are  looking  at  the  most  important  advance  in  airline 
engine  design  in  30  years.  It’s  one  of  the  turbines 
that  add  a  spectacular  20  to  24% ,  depending  on  altitude, 
to  the  power  of  the  Curtiss-W right  Turbo  Compound® 
engine.  It’s  a  turbine  that  makes  America’s  Douglas  DC-7s 
and  Lockheed  Super  Constellations  the  world’s  fastest, 
longest-range  airliners  ...  as  well  as  the  most  deluxe. 

By  using  three  of  these  turbines  to  convert  previously 
wasted  exhaust  gases  into  more  thrust,  Turbo  Compounds 
enable  today’s  luxurious  airliners  to  fly  coasMo-coast, 
continent  to  continent,  5000  miles  and  more  non-stop. 

They  make  the  American  way  of  air  travel  a  standard  for  the 
world.  And  they  symbolize  Curtiss-Wright’s  leadership 
in  every  area  of  engineering  and  scientific  advancement  today. 

Turbo  Compound  by 

WRIGHT  AERONAUTICAL  DIVISION 


Turbo  Compound  power  hat 
changed  the  pace  of  American 
butinett  and  pleasure  . . .  takes 
you  to  your  destination  faster 
and  in  utmost  comfort. 


Divisions  and  Wholly  Ownod  Subsidiarios; 

Uood-Rid$r,  N.  I.  •  Paapcu-M  DitisioN,  Caldwrll,  >.  /.  •  PusTicf  Ui«isio<>,  Qurhanna.  Pa.  • 
uffalo,  i>.  Y.  •  Sptci4LTit9  Division.  9 ood-Ridgr,  N.  J,  •  Dtica-Brnd  Coiiroii^TiON.  Vtieo,  MUh. 
Udweli,  Na  /.  •  Ariiophvsics  Drvrlopnint  CorpoR4tion.  .Soigfa  Barbara,  Calif.  •  Resrakcii  Dn 
iCTi  Division.  Caldttrll,  S.  /.  •  CtirriiS-WRicHT  Elropa.  N,  K.,  Amrirrdam,  The  Nethmrhmdg  • 
'isioN.  Ciaveland,  Ohio  •  CtRTiss-WRiCNT  op  Canada  Ltd..  Montreal,  Canada  •  Pdopclsion  Rksk^ 


ROP  Color, 

Sales  Builder 

ROP  newspaper  color  per¬ 
forms  today,  and  stands  ready 
to  perform  even  more  in  the 
future,  a  communication  serv¬ 
ice  for  the  business  world  that 
is  unparalleled  in  the  whole 
history  of  producer  talking  to 
consumer,  said  Joyce  A.  Swan, 
Minneapolis  (Minn.)  Star  and 
Tribune  executive  vicepresident, 
at  the  Friday  luncheon  session. 

“That  ROP  newspaper  color 
moves  goods  massively  and 
swiftly  has  been  amply  docu¬ 
mented,’’  he  asserted.  “When 
vast  amounts  of  merchandise — 
advertised  in  newspaper  color 
— move  into  consumers’  hands, 
or  when  such  advertising  moves 
consumers  en  masse  into  new 
houses,  ROP  color  advertising 
is  affecting  people’s  lives. 

“Newspapers,  advertisers  and 
agencies  alike  must,  if  they  are 
to  enlarge  ROP  color’s  role  in 
making  a  difference  in  people’s 
lives,  cooperatively  explore  new 
and  more  effective  ways  of  pro¬ 
ducing  and  using  color  adver¬ 
tising — each  in  their  own  shops, 
each  continually  exchanging  in¬ 
formation.” 

Cites  General  Mills 

Mr.  Swan  called  attention  to 
General  Mills’  recent  decision  to 


Color  Confab 

(Continued  from,  page  10) 

still  continuing  the  expensive 
and  time-consuming  practice  of 
using  one  of  its  new  presses  to 
make  a  trial  press  run  of  prac¬ 
tically  every  full  color  job  be¬ 
fore  it  is  printed  in  the  paper. 

“We  want  to  discontinue  this 
expensive  practice,  but  we  do 
not  feel  that  the  techniques  of 
plate-making  and  mat-making 
have  as  yet  developed  to  the 
point  where  trial  runs  can 
be  completely  eliminated  with¬ 
out  affecting  the  quality  of  run- 
of-paper  color  reproduction,” 
said  Mr.  Grumhaus. 

“The  press  proofs  produced 
during  the  trial  run  enable  the 
engravers  to  spot  and  correct 
the  defects  in  the  original  en¬ 
graving  plates  and  are  largely 
responsible  for  the  improvement 
in  the  color  mat  making  oper¬ 
ation.  Mat  making  is,  in  our 
opinion,  the  most  important 
single  factor  in  the  run-of-pa- 
per  color  operation.” 

He  said  it  was  reasonable  to 
assume  that  there  will  be  some 
improvement  in  the  quality  of 
ROP  color  printing,  with  pres¬ 
ent  day  equipment,  and  as  tech¬ 
niques  become  more  refined. 


embark  on  the  largest  cam¬ 
paign  of  ROP  color  programmed 
to  date  by  a  single  national 
advertiser.  In  announcing  a 
three-cities  test  campaign  to 
General  Mills  sales  people,  C. 
S.  Samuelson,  grocery  products 
advertising  manager,  said, 
“General  Mills  again  is  pioneer¬ 
ing,  by  employing,  on  the  vast¬ 
est  scale  yet  by  a  national  ad¬ 
vertiser,  ROP  newspaper  color, 
which  we  hope  and  expect  will 
prove  to  be  the  most  effective 
medium  we  have  yet  used.” 

Mr.  Swan  pointed  out  whether 
ROP  color  remains  the  most 
effective  advertising  medium  in 
’GO’S  and  ’VO’s  will  depend  how 
well  newspapers  share  their 
production  and  selling  know¬ 
how. 

“In  the  opinion  of  many  of 
us,  it  hinges  also  on  our  per¬ 
suading  advertisers  that  their 
greatest  results  —  and  their 
overall  lowe.st  cost  per  unit  of 
sale — lie  in  the  use  of  the  full- 
page  color  unit,”  declared  Mr. 
Swan.  “It  depends  on  whether 
we  can  continually  better  the 
quality,  step  up  productivity, 
improve  equipment  and  reduce 
costs.  It  will  take  uncommon 
effort  because  the  achievement 
at  stake  is  vast.  It  depends,  in 
the  last  analysis,  on  continu¬ 
ing  discontent  and  curiosity.” 


Mr.  Kurz  pointed  out  that 
while  46%  of  all  magazine  ad¬ 
vertising  is  in  color,  the  best 
possible  estimate  shows  that 
only  2%  of  newspaper  adver¬ 
tising  is  in  color.  “But  this  over¬ 
all  picture  is  misleading,”  he 
said.  “In  our  situation  at  the 
Chicago  Tribune,  we  have  a 
rather  surprising  figure — 19.2% 
of  the  ROP  general  advertis¬ 
ing  linage  was  printed  in  color 
in  the  first  eight  months  of 
1956.  And  this  amounted  to 
23%  of  the  general  advertising 
dollars.  For  the  total  year  of 
1956,  we  will  bill  more  than 
$3  million  in  ROP  color  adver¬ 
tising.  This  does  not  include 
comics  and  roto.” 


Color  Ads  on  March^ 
Says  Hassinger 


Chicago 


7  Reasons  Why 

Walter  C.  Kurz,  Chicago 
Tribune  advertising  director, 
pointed  out  that  ROP  color 
provides  the  best  vehicle  for 
creative  advertising  currently 
available.  He  offered  seven  rea¬ 
sons  w’hy  color  is  admirably 
suited  for  this  challenging  fu¬ 
ture: 

“Through  the  great  newspa¬ 
pers  carrying  ROP  color,  the 
necessary  depth  of  coverage  can 
be  achieved,”  he  said.  “Not  the 
skinning  coverage  of  magazines, 
not  the  thinking  coverage  of 
radio,  and  not  the  fleeting 
coverage  of  television,  but  the 
full  penetration  of  the  market 
is  achieved  by  newspapers  .  .  . 
ROP  color  advertisements  are 
attention-getting  .  .  .  They  pro¬ 
vide  an  association  with  mod¬ 
ernness,  with  realism,  with  high 
quality,  with  sincerity  .  .  .  And 
lastly,  color  advertisements  are 
capable  of  producing  a  number 
of  different  yet  rich  moods, 
such  as  cheerfulness,  confi¬ 
dence,  contentment,  warmth  and 
vitality. 

“The  giant-size  ROP  full 
color  page  is  the  greatest  mer¬ 
chandising  tool  in  marketing,” 
he  continued.  “It  is  not  hard 
to  see  from  these  characteristics 
that  the  glamour  girl  of  today’s 
and  tomorrow’s  advertising  is 
ROP  color — not  television.” 


The  Bureau  of  Advertising’s 
ROP  Color  Presentation  was 
shown  by  Dent  Hassinger,  Cen¬ 
tral  Manager,  at  the  First  An¬ 
nual  ROP  Color  Conference.  He 
illustrated  the  high  interest  in 
the  entire  subject  by  quoting 
remarks  from  adveitisers  and 
agencies  to  whom  this  presen¬ 
tation  has  been  shown. 

In  introducing  the  presenta¬ 
tion,  the  Bureau’s  Director  of 
Sales  and  Marketing,  R.  L. 
Moore,  stated  that  it  was  cre¬ 
ated  in  direct  response  to  the 
many  inquiries  and  explained 
the  Bureau  policy  of  making 
sales  efforts  for  color  only  in 
conjunction  with  those  for  black 
and  white.  He  called  the  pres¬ 
entation  “objective”  and  char¬ 
acterized  its  tone  as  informative 
rather  than  promotional.  News¬ 
paper  ROP  color  is  certain  to 
have  continued  growth,  he  said, 
because  practically  all  orders 
now  on  the  books  of  press 
manufacturers  are  calling  for 
equipment  with  reversible  cylin¬ 
ders  and  multi-color  units. 

The  latest  report  of  color 
availabilities,  said  Mr.  Has¬ 
singer,  shows  that  780  news¬ 
papers  with  a  combined  circula¬ 
tion  of  almost  41  million  daily 
now  offer  at  least  one  extra 
color.  A  map  shows  that  these 
papers  are  quite  well  distrib¬ 
uted  over  the  country  already 
and  an  analysis  shows  that  all 
sizes  of  dailies  are  included. 

He  quoted  Media  Records 
figures  in  calling  attention  to 
the  90  million  lines  of  ROP 
newspaper  color  advertising  in 
1955  and  stated  that  the  first 
7  months  of  1956  show  a  25% 


arranged  for  a  showing  to 
client  and  later  credited  tb 
presentation  with  helping  | 
secure  approval  of  the  agency 
ROP  color  recommendation!. 

2.  An  agency  requested  m 
secured  copies  of  19  of  the  gluie 
which  are  now  being  used  * 
regional  sales  meetings  g 
enthuse  the  client’s  sales  fom 
over  their  new  ROP  color  can 
paign. 

3.  An  8:45  AM  showing  ton® 
agency  head  resulted  in  tv 
more  showings  that  morning  ti 
a  total  of  34  persons  and  i 
showing  to  the  top  managemw: 
of  a  client  two  days  later. 

4.  An  advertiser,  a  traditioc 
ally  heavy  user  of  broadcar. 
media,  was  outspoken  in  praij 
and  in  leading  an  hour’s  dk 
cussion  among  his  16  colleague! 
At  a  later  presentation  to  ow 
of  this  advertiser’s  agencies, 
the  statement  was  made  the 
newspapers  will  be  pleasantly 
surprised  at  the  increased  u» 
of  ROP  color  this  year  by  this 
client. 
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AISPA  Research  Group 


Making  Color  Studies 


In  citing  examples  of  the 
reactions  to  this  presentation, 
Mr.  Hassinger  told  how: 

I.  An  agency  requested  and 


Because  reproduction  oft« 
varies  greatly  from  paper  tt 
paper,  ANPA  Research  Inst 
tute  has  embarked  on  two  color, 
studies,  Franklin  D.  Schun' 
South  Bend  (Ind.)  Tribune  pub¬ 
lisher  and  president  of  the  fe 
stitute,  told  the  color  confer 
ence. 

First,  the  Institute  hopes  tt  ) 
find  the  best  way  to  utili#  i 
the  materials  and  equiptnen;  j 
now  available  to  bring  abom  i 
more  uniform  reproduction.  Th* 
second  project  involves  a  long 
range  examination  of  colo: 
separation  filters. 

“The  Institute  is  experiment  ; 
ing  with  relief  offset,  both  fron  ; 
magnesium  plates  and  froir  ; 
stereo  plates,”  said  Mr.  Schun  ! 
“Either  of  these  processes  of¬ 
fers  further  advantages  for  the 
use  of  color,  chiefly  because  the 
inks  will  lay  down  on  newsprint  ■ 
better  through  use  of  the  off  ■ 
set  principle  than  by  the  con¬ 
ventional  letter-press  process  : 
The  relief  offset  process  hold;*  I 
promise  for  economy  of  inks- 
coupled  with  appreciable  redne 
tion  in  ink  misting. 

“The  Institute  is  interested 
also  in  finding  means  of 
whitening  newsprint,  particu 
larly  for  color  reproduction.  Ex¬ 
periments  in  the  ANPA  labors 
toi’y,  as  well  as  experiment- 
conducted  by  many  othen. 
prove  conclusively  that  more 
pleasing  and  accurate  color  can 
be  obtained  on  a  whiter  sheet 
than  on  normal  newsprint.” 


lx 
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Ad  Agency  Rates 
Print  Quality 

Leonard  S.  Matthews,  vice- 
pre.-sident  in  charge  of  media, 
Leo  Burnett  Co.,  said  that  agen¬ 
cy  believes  in  ROP  color  ad¬ 
vertising,  both  in  its  present 
effectivness  and  “in  the  almost 
untapped  potential  which  we 
see  in  the  future  of  the  me¬ 
dium.” 

He  told  how  the  Burnett 
agency  has  conducted  a  study 
of  ROP  color  reproduction  and 
has  established  a  rating  for 
specific  papers  based  on  a  pub¬ 
lisher’s  average  ROP  color  per¬ 
formance  over  a  period  of  time. 
Out  of  the  study  has  come  an 
rating,  he  said;  The 
“A”  paper  can  be  expected  to 
produce  consistently  good  color 
work;  the  “B”  paper  is  some¬ 
what  inconsistent;  and  the  “C” 
paper  has  produced  consistent¬ 
ly  bad  color  work. 

With  television  becoming 
more  and  more  a  continuity 
medium  for  advertisers,  he  said 
newspapers  are  more  an  im¬ 
pact  promotional  medium  to¬ 
day.  Agencies  and  their  clients 
want  to  use  more  ROP  color  in 
more  markets,  “but  we  want  to 
be  confident  that  we  are  getting 
extra  value  for  our  extra  dol¬ 
lars,”  he  warned. 

The  average  percentage  rate 
premium  for  newspapers  cur¬ 
rently  offering  full  color  is 
.')9%,  said  Mr.  Matthews.  For 
comparison,  he  offered  the  four- 
color  premiums  charged  by 
other  print  media — newspaper 
magazine  supplements,  24% ; 
magazines,  42%. 

67%  of  Papers  Comply 

A.  G.  Ensrud,  J.  Walter 
Thompson  Co.,  said  most  space 
buyers  would  agree  that  avail¬ 
ability  and  reproduction  are  the 
most  important  problems  in 
buying  ROP  color  space.  De¬ 
spite  the  work  done  by  NAEA, 
Four-A’s  and  Standard  Rate  & 
Data  Service  in  establishing  a 
-Standardized  format,  only  67% 
of  the  668  newspapers  accept¬ 
ing  color  are  using  the  new 
check  list  formula  he  said. 

Charles  B.  Lord,  advertising 
director,  Indianapolis  (Ind.) 
Star  and  News,  and  NAEA 
second  vicepresident,  streaking 
at  the  Thursday  luncheon,  urged 
the  219  newspapers  who  have 
ignored  the  new  SRDS  formula 
to  provide  such  information. 
There  is  still  need  for  progress, 
said  Mr,  Lord,  who  showed, 
however,  what  has  been  ac- 
complisshed  since  1954: 

85%  of  the  papers  accept¬ 
ing  ROP  color  did  not  specify 
leeway  of  days,  now  only  37% 
fail  to  do  so. 


72%  did  not  list  color  avail¬ 
abilities,  now  only  26%  fail  to 
do  so. 

62%  did  not  list  closing  dates, 
now  only  25%  fail  to  do  so. 

92%  did  not  list  cancellation 
dates,  now  only  35%  fail  to  do 
so. 

Peoria  Color  Team 
Tells  Its  Story 

The  Peoria  (Ill.)  Journal 
Star  color  team  told  how  they 
handle  ROP  Color,  using  slide 
presentations  to  illustrate  their 
step-by-step  operations.  Henry 
P.  Slane,  publisher,  served  as 
moderator  and  his  panelists 
were  Clarence  S.  Mugge,  Frank 
Green,  Ralph  Skinner  and 
Thomas  Lowry. 

They  climaxed  their  story  by 
passing  out  some  600  tear 
sheets,  featuring  Busch  Ba¬ 
varian  beer  foui'-color  ads. 
They  pointed  out  that  Busch, 
after  90  days  in  the  Journal 
Star,  became  the  second  larg¬ 
est  selling  beer  in  the  Peoria 
area,  through  use  of  color  ads. 
At  the  Friday  luncheon,  con¬ 
ference  delegates  sampled  the 
product  itself,  courtesy  of  the 
Peoria  Newspapers. 


Tennessean  Promotion 

Charles  Andrews,  Nashville 
(Tenn.)  Banner  and  Tennes¬ 
sean,  used  a  slide  film  presenta¬ 
tion  to  show  the  equipment 
used  for  ROP  Color  on  large 
newspapers.  His  colorful  ac¬ 
count  was  also  climaxed  by  a 
Tennessean  promotion  stunt. 

At  the  opening  of  the  con¬ 
ference  on  'Thursday,  the  Nash¬ 
ville  promotion  manager  ar¬ 
ranged  to  have  a  color  picture 
taken  of  himself  and  A.  G. 
Ensrud  of  the  Thompson  agen¬ 
cy.  On  Friday  morning,  copies 
of  that  day’s  Tennessean  were 
flown  to  Chicago  and  distribu¬ 
ted  at  the  conference,  featur¬ 
ing  the  full  color  shot  on  page 
one. 

Advice  to  Beginners 

James  R.  Brumby,  Miami 
(Fla.)  Daily  News,  served  as 
moderator  of  the  Friday  ses¬ 
sions.  Addressing  his  remarks 
to  those  whose  papers  were 
planning  to  print  ROP  Color 
for  the  first  time,  Mr.  Brumby 
issued  a  few  warnings: 

(1)  Good  color  starts  with 
good  printing  materials;  (2) 
you  can’t  go  “artistic”  in  ROP 
Color;  (3)  management  must 


CHEESECAKE  MIT  BEER — Busch  Bavarian  baer  mad*  naws  at  tha 
nawspapars'  ROP  color  confaranca  whan  tha  Paoria  Journal  Star 
showad  how  a  color  taam  works.  Modals  in  Bavarian  drass  mada  tha 
prasantation  plaasing  to  tha  aya.  Shown  with  tham  ara  Hanry  Slana. 
publishar;  Orvilla  Summars,  national  ad  managar,  and  C.  S.  Muqga, 
assistant  ratail  ad  manaqar,  of  tha  Journal  Star. 
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have  the  desire  and  determina¬ 
tion  to  improve  the  paper 
through  the  use  of  color;  (4) 
management  must  look  for  and 
expect  failures  at  the  start; 
(5)  it  is  important  to  have 
one  person  in  the  organization 
with  plenty  of  color  “know¬ 
how,”  who  can  study  each  in¬ 
dividual  problem  and  imbue 
his  fellow  workers  with  the 
desire  to  improve  each  color 
undertaking. 

Small  Daily  Editor 
Scores  at  Parley 

There  was  considerable  tech¬ 
nical  discussion  of  ROP  color, 
both  from  the  standpoint  of 
agency  production  men  and 
from  the  work-a-day  experience 
of  newspaper  color  teams  on 
large  and  medium  size  dailies. 
However,  it  remained  for  Ted 
Durein,  managing  editor  of  the 
Monterey  (Calif.)  Peninsula 
Herald,  to  steal  the  show  at  the 
closing  conference  session. 

“Color  on  a  Shoestring”  was 
the  title  of  Mr.  Durein’s  talk, 
given  a  salty  vein  as  to  how 
this  19,000  circulation  paper  is 
producing  good  color,  and  this 
year  will  print  over  a  half  mil¬ 
lion  lines  of  color  advertising. 

“Our  only  distinction,  if  any, 
is  that  we  do  it  with  practically 
no  special  equipment  and  at 
very  little  cost,”  he  asserted. 
“Perhaps  competent  craftsmen 
should  be  classified  as  special 
equipment.  If  so,  we  have  some 
of  ^e  best.  Other  than  that, 
however,  our  only  equipment  is 
a  $52  densitometer,  a  few  home¬ 
made  gadgets  in  the  dark  room, 
and  a  color  hump  on  our  24- 
page  stovepipe.  For  the  uniniti¬ 
ated,  that’s  a  tubular  press,  in 
our  case  a  Duplex.” 

With  only  one  photographer 
and  one  engraver,  the  Herald 
produces  considerable  local  news 
color,  reproduces  AP  Wirephoto 
color  pictures,  and  recently  de¬ 
voted  its  entire  front  page  to 
a  series  of  full  color  pictures 
taken  at  the  opening  day  of  the 
county  fair  and  published  the 
following  day. 

• 

4-(x>lor  Ad  in  Cuba 

Havana 

For  the  first  time  in  Cuba, 
a  newspaper  has  run  a  four- 
color  ROP  ad.  El  Mundo  car¬ 
ried  a  full-page  ad  for  the  de¬ 
tergent  Tide,  which  is  being  in¬ 
troduced  on  the  Cuban  market. 
El  Mundo  was  the  first  Cuban 
paper  to  use  ROP  color  in  ad¬ 
vertising,  but  this  is  the  first 
four-color  ad  it  has  carried. 

• 

■More  Color  Conference  news 
on  next  page. 
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Hou-  Libby  Registers 
Brand  Vote  Via  Color 


A.  J.  Maleske,  sales  promo¬ 
tion  manager  for  Libby,  McNeill 
and  Libby,  told  how  his  firm 
is  “registerinn”  its  brand  vote 
with  Mrs.  Homemaker  through 
ROP  color  pages  in  newspapers. 
He  told  how  18  months  ago 
Libby  experimented  with  full 
page  color  in  five  markets;  in¬ 
creased  this  to  13  last  Fall, 
and  beginning  this  month  has 
expanded  to  24  markets  and  by 
December  will  be  in  27,  using 
approximately  50  newspapers. 

“Those  of  us  in  the  canned 
foods  business  are  in  a  constant 
election  campaign  every  day  of 
the  year,”  said  .Mr.  Maleske. 
“The  candidates  are  the  many 
brands  competing  for  favor  with 
the  ever-changing  moods  of 
Mrs.  Homemaker.  And,  like  the 
hard-working  precinct  captain 
who’s  boosting  his  ticket,  we 
have  to  be  on  the  alert  for 
new  and  better  ways  to  win 
votes  for  our  brand.  That’s  one 
of  the  reasons  Libby  has  chosen 
ROP  color  advertising  to  do  a 
major  part  of  this  big  job.” 


produce  and  summer  picnic 
specials. 

“Never  before  have  we  been 
able  to  captivate  our  retailers’ 
enthusiasm  as  we  have  through 
full  color  in  the  newspaper,” 
said  Mr.  Purles,  whose  organi¬ 
zation  also  uses  radio,  tele¬ 
vision  and  diiect  mail.  He 
showed  how  AG  Food  Stores 
uses  the  color  library  of  Pills- 
bury  and  the  ROP  Color  Serv¬ 
ice  to  build  attractive  full  color 
ads  with  great  appetite  appeal. 

Harley  B.  Howcott,  vicepresi¬ 
dent,  Fitzgerald  Adverti.sing 
Agency,  Inc.,  New  Orleans, 
documented  with  case  history 
research  the  tremendous  impact 
of  ROP  color,  at  the  same  time 
emphasizing  the  need  for  news¬ 
paper  industry  -  sponsored  re¬ 
search  on  a  broad  and  compre¬ 
hensive  scale. 

“Such  research,  which  would 
be  underwritten  by  the  news¬ 
papers  offering  color  facilities,” 
he  said,  “would,  of  course,  have 
to  be  acceptable  research,  but 
surely  would  be  an  excellent  in¬ 
vestment,  for  it  would  doubt¬ 
less  point  up  the  effectiveness 
of  ROP  color  and  its  impact  not 
only  on  housewives,  but  on  the 
trade  as  well.” 


Captivating  Retailers 
Another  trail  blazer  is  As¬ 
sociated  Grocers  in  the  Salt 
Lake  City,  Utah,  area.  Claude 
E.  Purles,  advertising  manager, 
told  how  the  AG  Food  Stores 
are  using  full-page,  full  color 
ads  to  sell  food  items  with 
great  success.  The.se  color  ads 
supplement  the  stores’  regular 
weekly  black-and-white  food 
ads,  he  said,  but  they  have 
became  a  vital  part  of  the 
chain’s  year-around  program, 
with  special  color  pages  at 
Thanksgiving,  Christmas  and 
Easter,  as  well  as  for  meat. 
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WASHINGTON,  0.  C. 
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Jock  V.  Harvay 
Washington  SIdg. 
Starling  3.4341.2 
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Ray  V.  Hamilton 
Tribuno  Towar 
Dalawara  7-27S5.d 


ATLANTA 

Clifford  B.  Marshall 
Haalay  Bldg. 
Jackson  S. 1376.7 


SAN  FRANCISCO 
William  T.  Stubblafiald 
W.  R.  Twining 
111  Suttar  St. 

Exbrook  2-5671.2 
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Sept.  29,  page  59),  and  went  on 
to  show  what  it  could  mean  in 
terms  of  markets  and  sales 
potentials.  He  stated  in  part: 

“Would  you  like  to  see  the 
results  of  a  quick  statistical 
report  we  made  this  morning 
of  the  53  cities  with  over  200,- 
000  circulation — here  it  is  for 
the  61  Metropolitan  Markets: 


Guideposts  for  Artists 


Praise  for  Discounts 

He  commended  those  pub¬ 
lishers  who  have  recently  an¬ 
nounced  large  volume  or  fre¬ 
quency  discounts,  as.serting  such 
a  “strategic  move  is  sure  to 
attract  the  large  advertisers  and 
really  big  users  of  space.”  Such 
discounts,  he  said,  will  not  only 
encourage  continuity  in  news¬ 
papers,  but  will  “go  a  long  way 
in  establishing  newspapers  as 
a  frequency  medium,  ju.st  as 
television  and  radio  have  done.” 

Clifford  E.  Bolgard,  media 
director,  Wherry,  Baker  &  Til- 
den,  Inc.,  referred  to  the  Mil¬ 
waukee  Journal  ad,  which  pre¬ 
sented  the  cost  details  for  full 
color  in  255  newspapers  (E&P, 


#1.  Families  t  17,653.1  OH 

#2.  Total  Retail  Sales  $72,993,046,000 
#3.  Total  Food  Sales  $16,271,860,000 
#4.  Total  Drutt  Sales  $  2,404,269,000 
#6.  Total  Automotive 

Sales  $14,336,602,000 


Time  did  not  permit  a  study 
of  the  additional  172  newspa¬ 
per  group,  but  our  estimate 
would  be  approximately 
of  the  figures  you  have  just 
.seen.  The  2  groups  would  total 
75%  of  the  national  market. 


Challange  for  Salesmen 


“The  51  Metropolitan  Markets 
accounted  for  automotive  sales 
of  14  billion  dollars  in  1955. 
This  represents  39.8%  of  the 
total  United  States  sales  in  this 
classification.  Assuming  that 
39.8%  of  all  these  cars  were 
sold  in  the  51  Metropolitan 
Markets,  the  resulting  adver¬ 
tising  budget  would  be  $12,779,- 
034. 

“If  only  one-third  of  this 
amount,  or  $4,259,000  were  al¬ 
located  for  4-color  newspaper 
advertising — a  schedule  of  36 
full  pages  in  each  newspaper 
is  possible.  A  frequency  of  20 
messages  per  family  per  year 
would  be  delivered.  This  is  cer¬ 
tainly  a  challenge  for  the  sell¬ 
ing  forces  of  the  newspaper 
field.” 

He  said  the  same  opportunity 
exists  in  the  soft  drink  field, 
where  big  budget  advertisers 
could  be  switched  to  ROP  color 


campaigns  in  newspapers. 


Changes  His  View 


Harold  C.  Jensen,  art 
tor,  Tatham-Laird,  Inc.,  ^  r  . 
fered  agency  artists  and  pn  I  .1 
duction  men  some  “ROP  cdi 
facts  of  life”  in  the  prep»n 
tion  of  artwork.  “Don’t  cog  vy 
pare  magazine  color  with  nevs 
print  color,”  he  said.  “Hon* 
wives  don’t — only  admen  j  Cal 
this.  Don’t  demand  faithful  k  ment 
production,  for  you’re  not  goig  can 
to  get  it.”  Com 

Mr.  Jensen  agreed,  howevt  Sm 
that  ROP  color  can  be  i 
reasonable  register  and  offers 
the  following  guideposts  to  »n 
ists  preparing  artwork  shou 
newspaper  color:  (1)  kee, 
your  ail  story  simple;  (2)  ke«(  "ith 
the  layout  in  the  simplest  of  J" 
shapes;  (3)  keep  the  colors  W 
gether ;  ( 4 )  keep  the  colop 

simple  and  clean;  (5)  prepip 
yourself  for  color  inaccuracies  ''*P® 
<6)  stay  away  from  over-print  ' 
ing  and  drop  outs;  (7)  avoki  1^® 
cheap  artwork;  (8)  give  yoo  l  ^ 
engraver  permission  to  elim  \ 
nate  colors,  if  neces.sary;  (j 
don’t  comjiare  color  transparer  I 
cies  with  newsprint  color  (llii  •  ®''^ 
don’t  compare  “souped-up"  coki  8“' 
proofs  with  newspaper  tei  > 
pages.  4  P*"® 


Chicago  Metes  Prints  y 
Conference  Speeches  ^  the 

The  Chicago  Dailg  .Vetes  «iq  ' 
planning  to  print  the  texts  fl(|J 
conference  speeches  in  a  speck  S  to 
tabloid  .section,  copies  of  whidS  be 
can  be  obtained  by  writing  tk  1  mi 
ROP  Color  Conference  Secre¬ 
tary,  Mrs.  Helen  Prag,  Root  4 
520,  333  N.  Michigan  Ave.  *  ^ 

Conference  delegates  wer^  1 
guests  of  R.  Hoe  &  Company,  i  , 
Goss  Printing  Press  Co.,  Lake  | 
Shore  Electrotype  Division,  ane  | 
Howard  Flint  Ink  Co.,  at  three  4 
receptions  held  during  the  twee  j  ^ 
day  meeting.  1 


Erwin  A.  Miessler,  produc¬ 
tion  manager,  Needham,  Louis 
&  Brorby,  Inc.,  reminded  his 
audience  that  in  1953  he  had 
opposed  the  term  run-of-paper. 
“At  that  time  I  said  that  ROP 
seemed  to  infer  run-of-the  mill, 
run-of-the  mine  color  printing,” 
he  said.  “In  other  words,  any¬ 
thing  that  happens  to  come  out 
is  okay.  Then  I  went  on  to 
say,  ‘that  is  exactly  what  we 
are  getting  today’.” 

He  hastened  to  add,  how¬ 
ever,  that  such  a  severe  state¬ 
ment  would  not  be  true  today. 
He  said  many  newspapers  have 
made  notable  progress  in  the 
reproduction  of  color  ads. 

Mr.  Miessler  stressed  the  im¬ 
portance  of  standards  of  col¬ 
umn  width,  materal  preparation 
and  plant  procedure. 


Wood  in  California 

Lee  B.  Wood,  executive  edi¬ 
tor,  Sew  York  World-Telegrm 
&  Suv,  is  on  a  “busman’s  holi¬ 
day”  for  a  few  weeks,  sittinj 


in  with  management  at  the 
Francisco  (Calif.)  Sews,  ib- 


other  Scripps-Howard  news¬ 
paper.  Mr.  Wood  is  expected  to 
return  to  New  York  before 
Christmas. 


Weeklies  .Appoint 

The  Journal  group  of  week¬ 
lies  of  Alexandria,  Va.  hu 
appointed  City  &  Suburbw 
Weeklies,  Inc.,  as  national  ad¬ 
vertising  representatives,  ^d-  ^ 
vertising  Manager  William  F-  ’ 
Came  announces. 
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,  *1 1  T  T  their  government  to  do  stanc 

)mi_th  Urges  H  >n^y 

!ri||^Q>  i^-P  T^ot^  “I  can  assure  you  there  would  (Continued  from  page  108)  parki 
wl  UClll  be  no  lack  of  volunteers.  There  _ *  num« 

A  T)  J  r^U*  ^  to  say,  many  produced  from  wood,  including 

Jn  Itea  L-nina  profession  who  consider  p^p^^.  g^^jes.  Tr 


Shop  Talk 

(Continued  from  page  108) 


stance,  when  we  have  reluct¬ 
antly  approved  the  slaughter  of 
wild  animals  in  our  national 
parks  when  they  became  too 
numerous  for  their  own  wel- 


Albany,  N.  Y. 

Calling  on  the  State  Depart¬ 
ment  to  lift  its  ban  on  Ameri- 
c  a  n  correspondents  entering 
Communist  China,  Kingsbury 
Smith,  general  manager  of  In¬ 
ternational  News  Service,  said 
here  this  week  that  “American 
newspapermen  and  women 


.  , _ I  per  of  all  grades.  Trees  are  pretty  much  in  the 

getting  the  facts  for  the  Ameri-  issue  is  whether  forests  same  category, 

can  people  a  sacred  duty,  and  national  and  state  parks  • 

who  have  not  in  the  past  and  left  idle,  or  whether 

would  not  in  the  future  hesitate  national  and  state  policies  Walter  Kariff  Dies; 
to  nsk  their  lives  to  do  so.  should  provide  for  scientific  JVavy’s  Historian 

♦  *  ♦  forest  management  and  con-  ^ 

.  i>  ♦  *  trolled  cutting  which  would  ashington 

apa  ese  ro  es  preserve  and  perpetuate  the  Walter  Karig,  who  fitted  a 

tOKYO  fQj.gg^g  noteworthy  naval  experience  be- 


Japanese  Protest 


Walter  Karig,  who  fitted  a 
noteworthy  naval  experience  be- 


newspapermen  and  women  The  newspaper  Yomturi  Paper  manufacturers  and  fween  two  newspaper  careers, 
should  be  allowed  to  visit  any  this  week  that  free  Q^ber  wood  users  have  learned  Sept.  30  following  a  long 

and  every  country  in  the  world  specifically  the  ^  gj^gg  ^be  days  of  “strip-  illness. 

with  whom  we  are  not  at  war.”  States  and  Japan  are  pj^g”  when  land  was  cleared  He  began  as  a  sports  car- 

In  a  Newspaper  Week  speech  ®nntting  out  dirwt  news  con-  ^j-ggg  They  have  learned  toonist  on  the  Norfolk  Virgini- 

Oct.  2  before  the  Kiwanis  Club,  tacts  between  them  and  the  ^bat  with  controlled  cutting  and  an-Pilot  and  was  an  editorial 


.Mr.  Smith  declared  that  “some  ®o™niunist  bloc  countries.  reseeding  they  not  only  insure  writer  for  the  Newark  Evening 

goo<i,  fresh,  first  hand  American  Yomiuri  referred  to  the  U.S.  ^  perpetual  yield  but  reduce  News  when  he  took  a  civilian 

reporting  on  Red  China  would  State  Department  s  refusal  to  ^be  danger  of  pest  infestation  appointment  in  the  Navy  De¬ 
help  our  people  to  understand  Pf™it  American  newsmen  to  fires.  Paper  manufacturers  partment  and  built  it  to  a  cap- 

the  menace  which  confronts  us  Japanese  ^jQ^e  have  done  more  in  the  taincy.  He  became  book  editor 

in  Asia.”  Foreign  Ministry  s  refusal  to  25  years  to  conserve  exist-  for  the  Washington  Post  and 

Mr.  Smith  said  that  while  “it  two  correspondent  of  forests  through  scientific  Times-Herald,  Sept.  6,  1954. 

would  be  wrong  for  any  Ameri-  official  New  China  ^^g^bods  and  reforestry  pro-  ^be  meantime  he  wrote 


reseeding  they  not  only  insure  writer  for  the  Newark  Evening 


I  can  newspaperman  or  woman  to  Agency  to  visit  Japan.  grams  than  almost  any  other  novels  and  was  on  two 

enter  Red  China  as  long  as  our  Until  now,  the  iron  curtain  group.  They  have  learned  that  best  seller  lists;  he  was  the 
government’s  policy  remains  un-  countries  did  not  welcome  re-  programs  are  not  only  Navy’s  official  historian;  he 

changed,”  he  felt  the  newspaper  Porters  from  the  free  wwld  ^be  forests  and  the  ^^s  the  technical  adviser  for 

profession  was  justified  in  urg-  countnes,  Yomluri  said.  But  but  for  their  own  fu-  ^be  TV  series  “Victoi-y  at  Sea” 


the  State  Department  to  become  the  re- 


lift  the  ban. 

“This  has  nothing  to  do  with 


‘The  free  world  countries  are 


We  feel  that  the  .American 
people  as  a  whole  would  bene- 


and  for  “Battle  Report.” 


the  question  of  diplomatic  rec-  shutting  o  u  t  correspondents  ultimately  through  a  pro-  op  ruins 

ognition  of  Red  China.  We  al-  from  communist  countries.  This  providing  scientific  and  neconis  oains 

lowed  American  newspapermen  's  not  the  attitude  that  should  gontrolled  u.se  of  government-  Francisco 

to  visit  the  Soviet  Union  long  be  taken  by  countries  and  gov-  forest  resources  designed  Recent  gains  have  brought 

before  we  recognized  the  Com-  emments  which  have  as  their  improve  and  perpetuate  those  membership  of  the  Press  & 
munist  regime  in  that  country.”  premise  freedom  of  speech.”  growths.  A  “wilderness  policy,”  Union  League  Club  of  San 


t  Plenty  of  Volunteers  •  commented,  ‘‘under  these  mentioned  by  Mr.  Swift,  has  an  Francisco  to  the  .3,000  mark, 

]  Rpr«lHnJ  ®motional  appeal.  But  we  have  reports  Paul  Speegle,  San 

i  Recalling  that  the  State  De-  weeping  in  the  free  world  je^rned  that  i.sn’t  always  the  Francisco  Call-Bulletin,  retiring 

apartment  gave  as  the  primarv  countries”  learneu  iimi  1.  n  i  .  . 

i  reason  for  its  ban  the  fLt  that  .  best  jiomt  of  view,  for  in-  president.  _ 

;  the  Chinese  Communists  are  mjfii  fy  i  I 

*  still  holding  American  citizens  "***•  Miller  Head;  -  ^ 


best  point  of  view,  for  in-  president. 


as  hostages,  Mr.  Smith  said:  Headed  PR  Firm 

“We  kept  our  newsmen  in  Wi'liam  Moscrin  Miller.  .59, 
Ru.ssia  and  other  Communist-  nresident  of  AfRliated  Public 
controlled  countries  where  Relations  Counsel,  Inc.,  New 
Amencan  citizens  were  being  York,  died  this  week  from  in- 
illep^ally  held  in  prison.  I  know  iunes  suffered  in  a  tractor  ac-  ' 
of  no  reasonable  person  who  cident  on  his  r.ong  Valley,  I , 
would  not  agree  that  the  re-  v  .j..  farm. 

ports  of  our  correspondents  on  Born  in  Glaseow.  Scotland.  ' 


classified  section 

Benefit  from  our  Vast  Newspaper  Audience 


ANNOUNCEMENTS 

pons  01  our  correspondents  on  Born  in  Glasgow,  Scotland,  i - T - S"" 7 - , - b. 

conditions  in  Red  Russia  and  Mr.  Miller  received  a  BA.  de-  I^ewspaper  Brokers _ - Newspaper  Br 

the  satellite  states  helped  the  o^cee  in  journalism  from  North-  APPRAISALS  FOR  r<?ora»nization.  RALPH  J,  ERi 

\meripan  rwinnlo  tn  iin^lorstanH  j.  tt  •  ‘  -a.  ti  i  i  ^  «<Ute  and  all  purposes.  Newspaper  Newspapers  and  radio  ■ 

.American  people  to  understand  western  Un'versitv.  He  later  1  sales  and  management.  NF.WSPAPER  S.  Trenton,  Tulsa.  Okla. 


ANNOUNCEMENTS 

Newspaper  Brokers 


APPRAISALS  FOR  reoraanixation.  i  RALPH  J.  ERWIN 

estate  and  all  purposes.  Newspaper  Newspapers  and  radio  stations.  1448 


the  nature  of  the  Soviet  men-  worked  as  a  reporter  and  fea-  1  service  company,  601  Georaia 

ace"  .  .1  .  .L  •  !  Savinas  Bank  Blda..  Atlanta.  Georaia. 

ture  writer  for  ‘he  Chtcago  i 

Answering  the  State  Depart-  (Ill.)  Trihxine.  the  Chicago  \  confidential  INTORMATION 
ment’s  argument  that  the  lack  Journal  and  the  Paris  edition  |  w.  H!*'Giover***Co!!*^  Ventoral" Calif, 
of  diplomatic  relations  with  of  the  New  York  Herald  Trib-  \  may  BROTHERS.  Binahamton.  N.  Y. 

communist  China  also  would  une.  From  19.3.3  to  19.38  Mr.  |  Established  1914.  Newspapers  bouaht 

make  it  impossible  for  the  Miller  worked  for  the  New  ,  »nd  sold  without  publicity. 

U.S.  government  to  extend  pro-  York  J ouma^- American .  1  ,  WESTERN  newspapers 


WESTERN  NEWSPAPERS 


Newspaper  Appraisers 

NEWSPAPER  VALUATIONS 
Tax  and  all  other  parposes 
Over  12s  valuations  made 
Papers  from  coast  to  coast 
Experienced  court  witness 
Complete  reports  submitted 
A.  S.  VAN  BENTHUYSEN 


tection  to  Arnerican  correspond-  After  several  years  of  free-  Tn^n  Biiui^irf!’  LSi'^Anwle^' 
ents,  Mr.  Smith  said:  lancing  and  PR  work,  he  |  Cal.  Day  or  Nite  Phone;  ex  i-S2S8. 

“I  believe  American  corres-  founded  his  own  PR  firm  in  !  sales  -  PURCHASES  handled  with 
u  ij  i  u  ;  discretion.  Write  Publishers  Service, 

pondents  should  go  to  such  1946.  !  p.o.  Box  3182,  Greensboro,  N.  C. 

countries  completely  on  their  He  was  a  member  of  Phi  COUNSELOR,  friend,  auTde  to  the 
own  responsibility,  and  at  their  Kappa  Sigma  and  Sigma  Delta  A™*!*'®’* 

own  risk.  They  should  not  ex-  Chi  fratemities.  w.  Wiiiiii.  Detroit,  Mich,  te  i-090». 
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Joseph  A.  Snyder.  12168  W.  Wash-  j  446  Ocean  Avenue,  Brooklyn.  N.  Y. 
inirton  Boulevard.  Los  Angeles  66,  ■  — 


National  Advertising  Space 

GULF  BEACH  JOURNAL 
TREASURE  ISLAND.  FLORIDA 
P.O.  Box  8008,  MADEIRA  BEACH 
AMAZING  suburban  business  1 
Test  it  in  Sanders  ABC  3 
Geneseo,  N.  Y. 


ANNOUNCEMENTS 


Newtpaper  Broker* 


MIDWEST  NEWSPAPERS 
Good  opportunitiM  in  proven  fields. 

HERMAN  H.  KOCH 
2923  VirKinia  St.,  Sioux  City,  Iowa 
IT'S  NOT  the  down  payment  that 
buys  the  newBpai)er  —  it’s  the  i)er- 
sonality  and  ability  of  the  buyer.  'This 
is  why  we  insist  on  personal  contact 
selling. 

LEN  FEIGHNER  AGENCY 
Box  192  Mt.  Pleasant,  Mich. 

DAILY,  Semi-Weekly  and  Weekly 
Newspapers.  J.  R.  GABRERT,  3937 
Orange  St.,  Riverside.  California. 


Publication*  For  Sale 


WEEKUES-DAILIES 
WE  OFFER  an  outstanding  list  oi 
Western  papers.  Why  not  write  foi 
our  latest  Bulletin  now.  No  charge 
or  obligations. 

JACK  L.  STOLL  A  ASSOCIATES 
422  Hollywood  Security  Bldg., 

6381  Hollywood  Blvd. 

Los  Angeles  28,  Calif. 
sbufHERbT calIfornTa  weekly 

Grossing  348,000.  16,000  population 

area,  plant  is  tops.  Owner  retiring, 
$16,000  down.  Rnl  opportunity  fot 
publisher  with  competitive  spirit.  J. 
A.  Snyder.  Broker,  12163  W.  Washing¬ 
ton  Blvd.,  Los  Angeles  66,  Calif.  _ 
MID  WEST  DAILIES-WEEKLIES.  ask 
for  current  list.  Bailey-Krehbiel.  Box 

396,  Salina,  Ks. _  _ 

COUNTY-SEAT  weekly,  unopposed  in 
lively  growing  Mississippi  town  of 
6.000.  Splendid  equipment;  fine  brink 
building.  Grossing  $46,000,  mostly 
voluntary  business.  Asking  $19,500 
down,  balance  terms.  Please  write  fully. 
Tbe  DIAL  Agency.  640  W.  Willis,  De¬ 
troit,  Mieh. 

DAILY ;  desirable,  fast-growing  Chart 
Area  7  location;  about  $150,000  gross; 
owner  making  change;  state  financial 
condition.  Box  4112,  Editor  &  Pub¬ 
lisher. 

FLORIDA  WEEKLY-county  seat  ex- 
elusive.  Grossing  better  than  $30,000. 
Very  high  net.  Please  don’t  answer 
unless  you  can  make  $20,000  down 
payment.  Owner  wants  larger  prop¬ 
erty.  Box  4136,  Editor  &  Publisher. 


Publication*  Wanted 


FOREIGN  SERVICE  Officer  finishes 
Indochina  tour  January,  interested 
purchase  weekly  newspaper,  small  pub¬ 
lication  or  interest  in  same.  Can  cor¬ 
respond  details  meantime.  Box  2610, 
Editor  A  Publisher. 


Advertising  Rates 

CLASSIFIED 

Lina  Roles  Each  Consecutive 
Interlien 

SITUATiONS  WANTED  (Payable  with  \ 
order)  4  timet  @  45c  per  line  each 
insertion;  3  times  @  50t;  2  @  55c; 

1  @  65c.  Add  15c  for  Box  Service. 

ALL  OTHER  CLASSIFICATIONS: 

4  times  @  90c  per  lin:  each  insertion; 

3  times  ®  9Sc;  2  times  ®  $1.00; 

1  ®  $1.10.  3  line  minimum.  Add  15c 
for  Box  Service. 

DEADLINE  FOR  CLASSIFIED  AD¬ 
VERTISING,  Wednesday,  2  p.m.  ^ 

Count  30  units  per  line,  no  abbreviations  ’ 
(add  1  line  for  box  information.)  Box-  • 
holders’  identities  held  in  strict  con-  I 
fidence.  Replies  mailed  daily.  Editor  &  j 
Publisher  reserves  the  right  to  edit  all 
copy.  _ 


DISPLAY  RATES 


Agate 

1 

6 

13 

26 

52 

Lines 

Time 

Timet  Timet 

Timet 

Times 

564 

$510 

$430 

$405 

$370 

$330 

282 

290 

240 

228 

210 

190 

141 

165 

140 

128 

123 

110 

70 

105 

95 

84 

72 

66 

35 

62 

54 

48 

45 

40 

Editor  &  Publisher 

1700  Times  Tower,  N.  Y.  36.  N.  Y. 
Phone  BRyant  9-3052 


ANNOUNCEMENTS 


Publications  Wanted 


WANTED— Exclusive  wet‘kly  or  semi- 
weekly  in  Midwest  grossing  $40,000  up. 
County  seat  town  preferred.  Able  to 
finance.  Send  copies  of  paper,  com¬ 
plete  operating  brc'akdown  of  last 
year,  this  year’s  business  to  date  show¬ 
ing  net  profit,  first  letter.  All  replies 
treated  confidentially  and  will  be  an¬ 
swered.  Box  3813,  Editor  &  Publisher. 


NEWSPAPER  SERVICES 


Book* — Magazine* 


THE  CORRESPONDENT 
instructiunal  pamphlet  on  editor-re- 
porter-public  relations.  For  editors  U 
give  their  writers-author  over  2i 
years’  experience  $.30  per  copy.  E 
Dickinson,  126  Argyle,  Rochester  7 
New  York. 


Special  Edition* 


SPECIAL  EDITION  man  availabh  I 
immediately.  Excellent  references.  WiL  { 
work  on  commission  basis  only  a',  i 
preferred  rate.  We  do  not  call  on  youi 
regular  accounts.  All  plus  business  I 
Let’s  Get  to-gether.  Box  3802,  Editoi  i 
A  Publisher.  i 


Syndicate*  •  Feature* 


EYE-STOPPING  PINUP  GIRLS  ! 

in  color  A  Black  A  White  pix 
for  newspapers,  magazines,  j 

press  services,  ad  agencies. 

Box  4037,  Editor  A  Publisher. 
EDITORS  —  SMALL  WEEKLIES  | 
Liven  up  your  patter  with  Walt  Trag’s  | 
new  cartoon  feature  "Dad".  Low  cost  i 
mats.  Write  for  free  proof.  Box  4101,  ^ 
Editor  A  Publisher. 


Pre**  Engineer* 


j  PAUL  F.  BIRD 

'  Press  Erector,  Moving.  Rebuilding  i 

I  Flatbed  Semi-Cylindrical  ’Tubular.  I 

'  7  Oak  Ckturt,  Islip,  New  York  I 

j  JU  1-0687  _  ; 

I  UPECO,  INC. 

SPECIAUZING  IN  DUPLEX  ! 
AND  GOSS  FLAT-BED  WEBS 
DISMANTLING  -  MOVED  -  EREfTTED  ! 

Universal 

Printing  Equipment  Co.,  Inc. 

420  Valley  Brook  Ave.  I 

Lyndhurst.  N.  J.  j 

Dearborn  Machinery  Movers  Co. 

DISMANTLING 

MOVING 

ERECTING 

We  offer  a  complete  "Turn  Key”  job 
Anywhere  i 

P.O.  Box  277  New  Orleans  9,  La.  I 
Phone :  By  water  7534 

Newspaper  Press  Installations 
MOVING— REPAIRING— TRUCKING 
Expert  Service — World  wide 
SKIDMORE  AND  MASON,  INC. 
65-59  Frankfort  Street 
New  York  38,  N.  Y. 

Barclay  7-9776  ] 


MACHINERY  and  SUPPLIES 


Conipo*ing  Room 


REID  V  belt  motor  drive  for  Lino¬ 
type-Intertype  in  use  several  years. 
Users  very  well  pleased.  Re  d  maga¬ 
zine  racks  31  stock  sizes  or  make  to 
suit  your  needs.  Like  to  have  your 
order.  Arch  Reid.  William  Reid  Co.. 
2271  Clybourn,  Chicago  14,  III. 
COMPLETELY  reconditioned  Ludlow 
Unit  Gas  or  Electric.  May  be  seen  in 
operation.  Good  selection  of  Lino  and 
Ludlow  mats.  90  and  72  chan,  full  and 
split.  Lino  or  Intertype  Magazines. 
Also  side  Aux.  Midwest  Matrix  Mart. 
633  Plymouth  Court,  ^icago  6.  III. 
BRAND  NEW  MATS  being  liquidated. 
18  to  36  pt. — 200  other  fonts.  Lino. 
Intertype  A  Ludlow.  Shipped  on  ap¬ 
proval.  Write  for  list.  Foster  Mfg.  Co., 
13th  A  Cherry,  Phila.,  LOcust  8-2166. 


MACHINERY  and  SUPPUES 


Competing  Room 


FOR  SALE:  One  Used  Power  Equip¬ 
ment,  Type  CA  334C,  Push  Key  Switch¬ 
ing  Unit  that  will  handle  up  to  Six 
lines.  Has  been  used  leas  than  one 
year  as  switching  unit  between  TTS 
Punchers  and  Linotype  machines — re¬ 
placed  because  of  increast-  in  needed 
units.  Contact  Fort  Worth  Star-Tele¬ 
gram,  Fort  Worth,  Texas. 
WE’RE~THE“  largest  distributor 
of  Newspaper  Form  Trucks  in  the 
World—  there  must  be  a  reason — 
$76.50  to  $88.50  each,  FOR  Elkin. 
None  better  at  any  price.  Write  for  i 
descriptive  circular.  L.  A  B.  Sales  1 
Company,  P.O.  Drawer  560.  Elkin,  I 
North  Carolina. 


Mail  Room 


STANDARD  Mailroom  belt  conveyor, 
19"  wide,  12'  long,  28"  wide,  adjustable 
frame,  with  1  HP  220  AC  motor.  Avail¬ 
able  at  Plainfield  (N.J.)  Courier  News, 
C.  F.  Stout,  Publi^er. 


Metetprint 

STANDARD 

CANADIAN  I 

NEWSPRINT  I 

Any  Size  Rolls,  I 

Made  up  to  order,  | 

Direct  mill  shipments  at  I 

new  low  prices,  I 

IMMEDIATE  and 
DEFERRED  SHIPMENTS.  i 

BURLINGTON  ^ 

PULP  &  PAPER  CO.  INC. 

160  E.  86  St..  N.  Y.  16,  N.  Y. 

Phone  MUrray  Hill  6.8664 

Tughest^^alitTes 

STANDARD  WHITE  NEWSPRINT 

Prompt  Delivery  Schedules. 

Regular,  Future  and  Contract  Ship¬ 
ments. 

Few  Hundred  tons  61"  Spot. 

Large,  Half  and  %  Rolls, 
also  smaller  widths. 

BUNGE  PULP  A  PAPER  CO. 

45  W.  45th  St.,  New  York  36,  N.  Y. 
Phone  JU  2-4830;  JU  2-4174 
DOMES’nC— IMPORT— EXPORT 

STANDARD  NEWSPRINT  ROLLS 
Inquiries  invited.  R.  H.  Silverstein 
m  Grand  St.,  N.Y.C.  AL  4-8728 

BEHRENS  SALES  CO.' 
Newsprint  Specialists 

15V4— 16— 16V4— 17— 17>A— 31 
!  34—46—60—61—62—64—66 

Rolls,  Sheets  —  Your  Size. 
BEHRENS  SALES  CO. 

427  2nd  Ave.  NYC,  NY  MU  6-6960 

:  MIDWEST  LOCATION 

LOW  PRICES 

i  STANDARD  CANADIAN 

32  LB.  NEWSPRINT 
All  widths.  Also  Roto-Gravure — 100 
tons  November  delivery  mill  trim  93". 

1  car  81"  green  November  delivery. 
193  rolls  assorted  colors  up  to  31"  im-  | 
mediate  delivery.  j 

CONTRACT  PRINTING  COMPANY 
9101  E.  Jefferson  Ave.,  Detroit  14,  Mich. 

VAIley  1-9100  | 

I  NEWSPRINT 

Your  best  Source  of  Supply 
MELROSE  PAPER  CO..  INC. 

I  ^8  Walnut  Street,  Pbila.  6,  Pa. 

'  CANADIAN  Newsprint  standard 
32  lb.  16"  1BV4"  16"  16>4"  17" 
17%"  22"  24"  29"  80"  81"  82" 
i  88"  84"  86"  46"  52%"  60"  62" 

I  64"  66"  70"  rolls  for  Sept.  Oct. 

I  Nov.  shipments.  Contracts  available. 

BROCKMAN  PAPER  CORP. 

655  Westchester  Ave.  N.  Y.  55,  N.  Y. 
Mott  Haven  5-5022  Est.  1930 


MACHINERY  and  SUPPUtS 


Netatprint 


SCANDINAVIAN.  AUSTRIAN 
DOMESTIC  Newsprint. 

ALL  SIZES 


BEHRENS  SALES  CO. 

427  2nd  Ave.,  N.  Y.  MU.  6-6MI 


Pre**  Room 


GOSS  3  UNIT  PRESS 


24-48  Page  Newspapers 
High  Spe^  Low  Construction 
Length  Cutoff  23  9/16" 

Paper  Roll  Brackets  &  HolsU 
AC  Motor  Drive 


High 

Btsri 

Drivt 

IMS. 

form 

Imm 


Dnpl 

color 


DE* 


JOHN  GRIFFITHS  CO.  INC 

415  Lexington  Ave.,  New  York  17.  N.! 


if  9t*r 


PRESS  MOTOR  DRIVES  of  25,  « 
50.  76,  100  and  160  H.P.  AC.  t 
complete  with  control,  chain  i, 
sprockets,  (korge  C.  Oxford.  Box  M 
Boise,  Idaho. 


If  I 
Stei 


16-32  PAGE 

DOUBLE  WIDTH— 2  UNIT  HOE 


I  £ 

cok 

Poi 


with  twin  high  speed  folders  and  ^1  ; 
page  folder.  Cut  off  22^1" — Clac'  c 
Drive— D.C.  Serial  jfW-2846.  Ac  k|  i  Hi| 
where  is.  Brooklyn,  N.  Y.  '  Dri 

UPECO.  INC.  I 

420  Vallcybrook  Ave.,  Lyndhurst,  N.IH  BE 

- K  59 

OUR  24  PAGE  DUPLEX  TUBUUlK  — 
PRESS  has  now  been  outgrown  w  J 
we  are  planning  the  purchase  of 
new  one.  As  a  consequence,  we  si  cl 
have  our  present  unit  available  h  I  Tl 
sale  with  delivery  approximately  6  4  B( 
end  of  next  year.  ’This  press  it  k  |  eei 
excellent  condition  and  is  daily  prinfii  ini 
our  more  than  22,000  circulation,  la  fie 
will  include  24  form  tables,  24  chat  ,  ^ 
mat  roller,  centrifugal  mat  forte 
casting  box  and  pot.  plate  finisher  M  ' 
chipping  block.  Sale  price  of  the  k| 
will  be  in  excess  of  $50,000.  If  »; 
terested  write  Box  4117  Editor  n 
Pnb'i  bor.  ; 


16  PAGE  Duplex  Tubular  press,  win 
conveyor,  Cutler-Hammer  drive  lu  r 
stereotype  equipment.  Can  be  seetil 
operation.  Early  delivery.  Contact  tc  f 
Lacure,  Times,  Salisbury.  Maryland,  e  (  > 

T raverse  City.  Michigan.  \  ^ 


GOSS  COMET  f 

8  Pago — Flat  Bod  J 

Automatic  Pross  / 

/ 

Complete  with  AC  motor,  rollov  ( 
chases  and  '4  folder.  Can  be  s*-eii  a  j 
operation.  As  is  where  is.  Port  Jenn  ' 
N.  Y.  $8600. 

UPECO.  INC. 

420  Vallcybrook  Ave.,  Lyndhurst,  N.i 


GOSS  4-DECK,  double  width,  ttM  | 
pages,  22  %  inch  cutoff,  AC  omIh  i 
Price  $25,000.  Available  early  in  IW  i 
Contact  Carl  Hofferbert,  c/o  Gadada 
Times.  Gadsden,  Alabama.  (‘1 


TUBULAR  24-PAGE 


A vR liable  90  days.  Two-to-One  M(dtl 
Vacuum  stereotyi)e.  5  color  fountaii^ 
Excellent  condition. 


GEORGE  C.  OXFORD 


Bo.\  903 


Boise.  IdtW 


DUPLEX  MODEL-A  FLAT  BB 
PRESS — Change  to  rotary  mabi 

available  this  better  than 
press.  Serial  number  A-1879.  Instsis 
new  in  its  present  location  in  Ifw 
Complete  set  of  extra  rollers,  s*® 
new  Universal  and  drive  pinion;  n 
single  page  and  one  double  page  ehsMi 
new  10  H.P.  Westinghouse  motor  sw 
able  first  of  year.  'Times,  Kenton.  0 
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Pret*  Room 


MACHIWERY  and  SUPPLIES 

Pre»M  Room 


HELP  WANTED 

Adm  inistrative 


HELP  VANTED 
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4  UNIT  HOE  PRESS 

Hifh  Speed  —  Steel  Cylinder  —  Roller 
gKrinc — Reels,  Tensions,  Pasters — AC 
privs — 22%*  cutoff.  Installed  new  in 
Iltg,  shut  down  January  1947  at  the 
former  Philadelphia  Record.  Available 
■■mediately. 

8  UNITS— 2  PR  FOLDERS 

Duplex  Metropolitan ;  Leads  for  si>ot 
color;  Roll  Arm  Brackets;  A.C.  Drives 

TUBULAR*-24*  PAGE 

DEKATUBE,  Goss  ;  new  in  1952 ;  Bal> 
ooD  Former:  A.C.  Drive;  Complete 
Stereo. 

DUPLEX  TUBULARS 

It  Paye-  24  Page — %  Fold.  Complete 
Stereo— AC. 

3  UNITS— COLOR 

I  SCXITT  Units  with  2  sufwrimimsed 
color  couples,  end  feed,  AC  drives. 
Pony  auto-plate.  SS^is*  eutolT. 

5  UNIT^GOSS 

Rich  Speed  on  low  Substructure:  A.C. 
Drives;  2J%e'’  cutoff. 

•  •  • 

BEN  SHULMAN  ASSOCIATES 

to  E.  42  St.,  N.  Y.  17  OXford  7-4590 


UNUSUAL  VALUE 

This  press  is  producing  outstanding 
BOP  full  color  printing.  It  is  an  ex¬ 
ceptional  value  for  a  newspaper  deair- 
inc  fine  performance  and  utmost 
flexibility.  Excellent  condition. 

1  UNITS  &  3  COLOR  HALF-DECKS 

DOUBLE  FOLDER- 
BALLOON  FORMERS 

•  e  • 

5  Gost  Anti-Friction  uniti 
I  Headliner  unit 
— Shoulder-High  Colortrol 
on  Half-Decks — 

23-9/16*  cutoff 

2  nests  of  bars  &  bay  window  arrgt. 

Reals-Tensions-Pasters 
Cline  drives 

Hay  be  seen  in  operation  at 
SOUTH  BEND  (IND.)  TRIBUNE 
Being  replaced  by  new  Headliner 

THE  GOSS 

PRINTING  PRESS  COMPANY 

5601  West  Slst  Street, 

Chicago  50,  Illinois 
Phone:  Bishop  2-3300 

DUPLEX  STANDARD  TUBULAR  16 
or  20-page  press.  22%  inch  cutoff. 
Good  Cond.  Speed  rated  at  20.000-22,000 
mpiet  per  hour.  Included  is  60  hp. 
Cline-Watinghouse  chain  drive  eom- 
Pwie  with  push  button  stations  and 
control  panel.  Also  included  are  a 
vacuum-back  Tubular  casting  box, 
tubular  plate  finisher,  chipping  block 
and  2-ton  metal  pot  and  furnace,  with 
und  pump.  Available  about  1  year. 
Write  or  call  Record-Herald  Co.,  Wau- 
•an,  Wisconiin. 


GOSS  ACME  PRESS,  16-page  rotary, 
*ith  full  stereotyping  equipment.  Good 
condition.  Can  be  seen  in  operation 
Wng  replaced.  Available  about  March 
L  1967.  Daily  Star-Herald,  Scottsbiuff, 
Nebraska. 


SALE — 15  Cylinder  Hoe  Pancoast 
fjm.  Hard  Packing;  7/16  Plate; 
cutoff :  One  Folder ;  One  Balloon  : 

Drive;  126  HP  Motor.  Conveyor. 
Installed  in  1924.  Good  Condition.  Con¬ 
tort  Fred  Gross.  Mechanical  Superin- 
a  San  Francisco  Chronicle.  Fifth 
•  Riasion  Sta.,  San  Francisco  19,  Cal. 


NEW  PRESS,  due  in  November, 
makes  our  12-page  Goss  Monitor  avail¬ 
able.  Price  includes  mat  roller  and 
stereotyping  equipment.  In  good  con¬ 
dition,  prints  from  four  to  12  pages 
in  2-page  jumps.  May  be  seen  in 
operation.  The  Daily  Union,  Junction 
City,  Kansas. _ 

COMPLETE  PRESS  4k  STEREO— 

310,000 

Urgent  need  for  more  space  makes  us 
offer  this  2-unit  Hoe  for  such  a  ridicu¬ 
lously  low  figure.  New  equipment  al¬ 
most  ready ;  come  see  press  while  still 
in  operation.  It's  doing  excellent  work. 
210,000  gives  you  press,  furnace,  cast¬ 
ing  box.  trimming-shaving  equipment, 
complete  electrical  equipment  includ¬ 
ing  2  motors,  48  stereo  chases.  Write 
David  Blacker,  South  Omaha  Sun,  800 
Brandeis  Theater  Bldg.,  Omaha, 
Nebraska. 


28-PAGE  GOSS  STRAIGHTLINE  sin¬ 
gle  width  Rotary  press  with  complete 
stereo  equipment  including  vacuum 
back  Pony  Autoplate,  Sta-hi,  chases, 
etc.  325.000.  Hay  be  seen  running. 
Excellent  print.  Write  Business  Man- 
ager.  Key  West  Citisen,  Key  West. 
Florida.  Phone  Cy  6-6661.  Presa  now 
available  for  moving. 


Stereotype 


HALL  MAT  ROLLER 

with  6  HP  Motor,  Medium  Weight 
roller  for  General  Serviee. 

25  DURAL  Chaaea  for  8  Column. 
m  ROUSE  Power  Band  Saw. 
REBUILT  Radial  Arm  Router. 
Furnaces  And  CASTING  BOXES, 
all  sizes. 

#26  Full  Page  Vandercook  Proof 
Press. 

MANY  OTHER  ITEMS 

THOMAS  W.  HALL  CO. 

Stamford,  Conn. 


Wonted  to  Buy 

NEWSPAPER  PRESSES 
COMPLETE  PLANTS 
MAT  ROLLERS 
STEREO  EQUIPMENT 

BEN  SHULMAN  ASSOCIATES 

60  E.  42  St..  NY  17  OXford  7-4690 

LUDLOWS  for  rebnilding.  Highest  cash 
price.  Also  surplus  composing  room 
equipment.  Midwest  Matrix  Mart,  633 
Plymouth  Ct.,  Chicago.  Webster  9-3238. 


WANTED :  8-page  Duplex  or  Goss 
fiat-bed.  Advise  aerial  no.  and  when 
available  —  Northern  Machine  Works. 
323  N.  4tli  St.,  Phils.  6.  Pa. 


WILL  Buy  for  Caah.  Complete  Plants, 
also  Individual  Machines  and  Equip¬ 
ment — anywhere  in  U.S.A. 
PRINTCRAPT  REPRESENTATTVES 
277  Broadway,  New  York  7,  N.  Y. 

WANTED:  Used  rewinder  splicing 
table  and  drive;  capable  of  speeds  to 
2000  F  P  M.  Maximum  roil  site.  42 
inch  diameter,  78  inch  width.  Box 
3906.  Editor  A  Publisher. _ 


WANTED.  Duplex  or  Goes  Flat  Bed 
Web  Press.  Cash  deal.  Inland  News¬ 
paper  Supply  Co.,  422  West  8th, 

Kansas  City  6,  Mo. _ 

WANTED  To  Buy  48  to  64  Page  two 
plate  or  four  plate  wide  press  with  at 
least  one  color  cylinder.  Box  4121 
Editor  4k  Publisher. 


HELP  WANTED 


Adminittrative 


CIRCULATION  Office  Manager.  An 
experienced  man  in  modern  office  pro¬ 
cedure  and  in  circulation.  Small  news¬ 
paper  management  could  qualify.  Start¬ 
ing  salary  to  3126.  Age  to  40.  Write 
fully  to  F.  P.  Turner,  Circulation 
Manager,  The  Florida  Times-Unlon, 
Jacksonville,  Florida. 


editor  &  PUBLISHER  for  October  6.  1956 


OPPORTUNITY  IN 
Advertising  and  Management 

PUBLISHER  Mid-western  daily  in 
6000  circulation  clast  deairea  atrong 
man  to  take  over  advertising  and  part 
of  business  managenaant. 

GOOD  salary  and  incentive  plan  to 
start.  Most  important  U  opportunity, 
after  one  proves  himself,  to  acquire 
substantial  share  of  proi>erty,  with 
ultimate  goal  of  full  i>artnership 
status. 

CONSIDERATION  to  past  record, 
financial  status,  educational  back¬ 
ground,  and  reputation  as  a  substan¬ 
tial  citizen  who  can  make  place  for 
himself  in  community. 

PUBLISHER  to  investigate  thor¬ 
oughly.  Present  references,  details  of 
past  record,  education  and  other  per¬ 
tinent  information. 

REAL  opportunity  for  able  man  now 
located  where  he  cannot  acq-uire  own¬ 
ership.  or  for  able  weekly  publisher 
who  might  wish  to  step  into  larger 
opportunities.  Box  3921,  Editor  4k  Pub¬ 
lisher. 

TOP  ADVERTISING 
SERVICE  FIRM 

IN  DOWNTOWN  NEW  YORK  CITY 

HAS  GENUINE  Opportunities 
for  young  men  over  25.  with 
ability,  to  be  trained  to  eventu¬ 
ally  advance  into  key,  assistant 
and  supervisory  positions. 

LIKE  Figures,  alert,  willing, 
thorough.  Aptitude  or  knowl- 
e^e  of  office  machines  helpful. 

.37%  Hours,  6  day,  permanent, 
employee  benefits.  Write,  Giv¬ 
ing  qualifications,  salary  needs. 

Box  4141,  Editor  4k  Publisher. 


Circulation 


WANTED 

CIRCULATION  MANAGER 


WE  NEED  a  man  27-40  years  of  age 
with  circulation  sales  experience.  Must 
be  able  to  write  sales  letters  and  as¬ 
sume  responsibilities  of  supervising 
salesmen  in  field  from  our  home  office 
and  other  department  details.  Must  be 
a  salesman  because  all  men  under  him 
are  salesmen  and  good  ones.  Experi¬ 
ence  in  selling  to  farmers  of  value. 
ABC  knowledge  essential. 

THIS  IS  a  permanent  opportunity 
and  will  be  filled  in  the  near  future 
by  good  man.  Write  us  if  you  would 
like  more  information.  Give  complete 
details  about  yourself. 

W.  D.  Hoard.  Jr. 

HOARD’S  DAIRYMAN 

Fort  Atkinson,  Wisconsin 


CIRCULATION  MANAGER  for  East¬ 
ern  Kansas  daily  of  6,300  ABC.  Must 
be  experienced  in  supervising  carriers 
and  especially  qualified  for  developing 
trade  area.  Box  4132,  Editor  4k  Pub¬ 
lisher. 


CIRCULATION  MANAGER  wanted  by 
foreign  language  weekly  (ABC)  in 
New  York,  with  main  diatribution  in 
New  York  (atreet  sales)  and  USA 
and  some  circulation  overseas.  Com¬ 
plete  knowledge  of  all  circulation  mat¬ 
ters  and  promotion  experience  required. 
Working  knowledge  of  German  essen¬ 
tial.  No  age  limit.  Box  4100.  Editor  A 
Publisher. 


EXPERIENCED  CIRCULATION  MAN¬ 
AGER  for  growing  prize-winning 
weekly.  Install  Little  Merchant  and 
ARC.  Heart  of  Floriib  Gold  Coast  on 
Atlantic.  Cover  six  cities.  Standard 
newspaper.  Give  age,  marital  status, 
experience,  references,  starting  salary 
or  salary-commiasion,  when  can  come. 
Town  16,000  booming.  The  SUN,  Pom¬ 
pano  Reach,  Florida. 


EXPERIENCED  DISTRICT  M  A  N  - 
AGER  that  will  build  circulation. 
Salary  and  mileage  3100.00  a  week  plus 
bonus  for  increase.  Chart  Area  11, 
Box  4111,  Editor  A  Publisher. 


WANTED:  Circulation  Manager  for 
Large  Midwestern  Metropolitan  news¬ 
paper.  Evening  and  Sunday  publica¬ 
tion.  Permanent.  Plenty  of  opportuni¬ 
ties.  Box  4113,  Editor  A  Publisher. 


Clattified  Advertiting 

SEMI-WEEKLY  in  beautiful,  growing 
city  needs  pleasant  but  firm  Salesman- 
Manager.  Salary,  bonus.  Writ«  fully. 
Santa  Barbara  (California)  Star. 


Display  Advertising 


j  EXPERIENCED  ADVER  T  I  S  I  N  G 
{  SALESMAN  for  eighty  year  old  daily 
:  four  man  department.  State  salary 
j  needed,  experience,  referencas,  etc.  first 
I  letter.  Writ*  John  Q.  Lambert, 
Natchez  Democrat,  Natchea,  Miss. 

I  GOOD  LAYOUT  HAN  who  can  also 
sell  or  is  a  competent  commercial 
j  artist  in  addition  to  having  capability 
producing  good  layouts  and  writing 
I  selling  copy  for  poeition  on  five-man 
I  display  staff  of  Alaska's  best-eqnipped 
I  paper.  Prefer  a  man  who  enjoys  ere- 
{  ating  striking  color  ads  as  we  have 
I  full  r.  o.  p.  color.  Congenial,  efficient 
'  staff,  liberal  fringe  benefits  including 
,  bonus.  State  experience,  salary  re¬ 
quirement  and  enclose  sample  layoots 
in  Air  Mail  letter  to  Advertising  Dt- 
<  rector.  Daily  News-Miner,  Fairbanks, 

;  Alaska.  _ 

ADVERTISING  SALESMAN  on  hia 
I  way  up,  to  handle  major  advertising 
!  rUssifications.  We  want  the  kind  of 
'  man  who  is  anxious  and  able  to  move 
I  into  a  iKwition  of  greater  responM- 
bilitles.  Preference  given  to  a  man 
presently  employed  on  a  smaller  Mid¬ 
western  dally  newspaper.  There  *f* 
exceptional  opportunities  her*  for  sneb 
a  man,  whose  future  Is  before  him. 
All  applications  held  confidential. 
Write  or  wire  Louis  D.  Young,  Adver- 
tising  Director,  The  Indianapolis  Tim**, 
I  A  Scripps-Howard  Newspaper. 


EXCELLENT  OPPORTUNITY 
FOR  EXPERIENCED.  TOP  FLIGHT, 
DISPLAY  AD  SALESMAN 

LEADING.  7-day.  MetropoliUn  New». 
pai>*r  in  Chart  Area  6  has  permanent 
poeition  for  experienced  retail  ad 
salesman.  Man  w*  seek  must  be  pri¬ 
marily  a  salesman,  but  able  to  torn 
out  professional  copy  and  layout,  and 
know  retailing  well  enough  to  eounael 
retailers  on  proper  newspaiier  adver- 
I  tising  programs.  Recent  joumallim 
i  school  graduate  could  qualify.  Exeel- 
I  lent  working  conditions,  6-day  week, 
I  plus  good  salary,  commission  and  pen¬ 
sion  arrangements.  Airmail  reaum* 
I  giving  age.  education,  experienea, 
j  and  salary  requirements  to  Box  4030, 
Editor  A  Publisher. 


ADVERTISING  SOLICITOR 

FDR  Morning  daily  in  Chart  Area  2. 
At  least  1  year  of  experience  in  sell¬ 
ing  and  layout.  Send  complete  resume 
including  availability.  Box  4036,  Edi¬ 
tor  A  Publisher. 


NATIONAL  AD  SALESMEN:  South¬ 
ern  California's  fastest  growing  metiw 
politan  daily  needs  SALESMEN  for 
national  ad  staff.  Vacancies  dne  to 
promotions.  Salary  based  on  experi¬ 
ence.  Future  unlimited.  Write  or  wire 
Box  4109,  Editor  A  Publisher. 

PENNSYLVANIA  DAILY  and  weekly 
papers  need  classified  advertising  man¬ 
agers  and  staffers,  and  display  adver- 
i  tising  solicitors.  Send  application  to 
I  PNPA.  2717  N.  Front,  Harrisburg,  Pa. 


OPPORTUNITY  for  young  man  to 
learn  newspaper  advertising.  Good 
opening  for  right  man.  Western  town 
near  excellent  hunting  and  fishing. 
Send  full  particulars  about  yourself  to- 
.  Box  4106,  Editor  A  Publisher. 
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HELP  WANTED 

Display  Advertising 


HELP  WANTED 

Editorial 


HELP  WANTED 

Mechanical 


INSTRUCTION 


Classified  Advertising 


NOVEMBER  Ist  we  will  have  attrac¬ 
tive  openiner  for  advertisinjc  ftatesman. 
Staff  of  six  on  26,000  circulation  paper 
in  ffood  town  chart  area  11.  Startinf? 
salary  $80  to  $100  dependini^  on  ex¬ 
perience.  Plus  incentive  plan  and  other 
desirable  benefits.  Conscientious  worker 
can  make  substantial  earninsrs.  Box 
4106,  Editor  &  Publisher. 

OUR  STAFF  does  such  a  live  job 
that  every  now  and  then  somebody  is 
‘‘lifted**  from  it.  Result:  openings  for 
one  advertising:  solicitor,  one  reporter- 
photographer.  Company  pays  for  hos¬ 
pitalization  insurance  of  staff  members 
and  dependents,  life  insurance  of  staf¬ 
fers.  Growing  community,  industry, 
agriculture,  college.  Talbot  Patrick, 
Evening  Herald,  Rock  Hill,  S.  C. 

RETAIL  ADVERTISING  SALESMAN 
Excellent  opportunity  for  young  man 
with  3  to  4  years  experience.  Must  be 
good  on  ad  layout  and  copy  writing. 
19,000  daily  in  one  newspaper  town. 
Write  giving  experience,  salary  re¬ 
quired,  etc.  Register-Star-News,  San- 
dosky,  Ohio.  _ 

WANT  a  display  salesman,  young  and 
aggressive,  for  morning,  evening  and 
Sunday  California  newspaper.  Good 
working  conditions,  opportunity  for 
advancement.  Write  full  deUils  to  Box 
4107  Editor  &  Publisher. 


Editorial 


COLLEGE  TOWN  DAILY  of  18,000 
circulation  Chart  Area  2  needs  general 
desk  copyreader  who  can  handle  TTS 
Wire,  assist  city  editor,  sub  for  him 
and  on  sports  desk.  Job  open  Decern* 
ber  1.  Write  Box  8900,  Editor  A  Pub- 
Usiher,  KivinK  resume,  references. 

REPORTER  -  PHOTOGRAPHER,  ex¬ 
perience  not  necessary  but  desired. 
Also  Reporter  for  Bureau  office. 
Apply  George  H.  Bevan,  Editor.  Com¬ 
ing  Leader,  Coming,  New  York. 


SWING-MAN 

At  least  6  years  newspaper  ex¬ 
perience,  for  distinguished 
small-city,  upstate  New  York 
daily.  $110  week.  Knowledge  of 
speed  Graphic  useful.  Oppor¬ 
tunity  for  advancement.  Send 
full  details  to  Box  4029,  Editor 
&  Publisher. 


COLUMBUS,  OHIO.  BIxperienced  cor¬ 
respondent  needed.  Part-time.  Man 
or  woman.  News,  trade  rejMjrts,  fea¬ 
tures.  Write  in  full  to  News  ^itor, 
BOOT  and  SHOE  RECORDER,  Chest- 
■ut  A  Both  Sts.,  Philadelphia  89,  Pa. 


NEWSPAPER  EDITORIAL  POSI¬ 
TIONS  OPEN  FOR  YOUNG  MEN 
AND  WOMEN  BETWEEN  THE  $60 
$90  LEVEL  IN: 

California 

Florida 

South  Carolina 

Illinois 

Colorado 

AND  MANY  OTHER  STATES.  SUB¬ 
MIT  RESUMES  TO:  BILL  McKEE, 
BIRCH  PERSONNEL,  SUITE  1417,  69 
E.  MADISON  ST.,  CHICAGO,  ILL. 
CE  6-6670. 


ASSISTANT  MANAGING 
EDITOR 

Wanted  by  afternoon  daily  of  40,000 
circulation.  Experinced  man,  prefer¬ 
ably  under  46.  Must  have  good  back¬ 
ground  in  writing,  editing,  art,  make¬ 
up.  Send  details  covering  experience, 
schooling,  affiliations,  salao’,  family,  to 
F.  R.  Woodward,  Telegraph-Herald, 
Dubuque,  Iowa. 


NEED  A  COMPETENT  reporter  whose 
primary  responsibility  would  be  a 
labor  —  Industry  beat.  Some  general 
aaaignment.  Northern  Ohio.  6  day 
evening.  Give  complete  details  to  Box 

4081,  IMitor  A  Publisher. 

OHIO  DAILY — opening  a  news  bureau 
in  a  small  adjoining  community.  Needs 
a  person  that  can  fit  into  and  report 
the  life  of  a  small  community.  Box 

4082,  Editor  A  Publisher. 


REPORTER,  some  experience  for  8,100 
P.M.  daily.  Knowledge  of  camera  help¬ 
ful.  Send  all  first  letter  to;  Artesia, 
New  Mexico  Daily  Press. 

SPORTS  EDITOR  for  progressive, 
growing  small  Ohio  daily.  Camera 
know  how  preferred.  Write  qualifica¬ 
tions  to  Paul  Murray,  managing  editor, 

Piqua,  Ohio,  Daily  Call. _ 

TWO  DESK  JOBS  special  opportunities 
on  afternoon  paper  41,000  for  qualified 
young  men  or  women  with  at  least 
some  experience.  Real  chance  for 
someone  on  smaller  paper.  One:  assist¬ 
ant  copy  desk,  wide  variety  duties  and 
responsibilities.  Two:  someone  to  handle 
special  sections  and  copy  assistant. 
Opportunity  for  writing  on  both  jobs. 
Pay  scaled  to  experience,  top  fringes. 
Expanding  staff.  Applicants  limited  to 
160  mile  radius.  Give  full  training  and 
i  qualifications.  Journal  and  Courier,  La- 
I  fayette.  Indiana. 

COMPETENT  REPORTER,  prosper¬ 
ous,  well  established  Michigan  weekly. 
Interesting  work  in  booming  area.  Good 
pay  and  conditions.  Must  be  able  to 
write  concisely  and  rapidly.  Airmail 
replies  to  Box  4122  Editor  A  Publisher. 
EDITOR  —county  seat  daily.  6  days. 
Pleasant  rural  living  in  Central  Cali¬ 
fornia’s  finest  climate.  Start  $96  or 
better.  Write  details,  references.  Even¬ 
ing  Free  Lance,  Hollister. 
EXPERIENCED  REPOR'TER,  after¬ 
noon  paper  college  town.  Chart  Area 
9.  Good  pay,  good  future.  Give  details 
of  background,  experience,  references. 
Box  4129,  Editor  A  Publisher. 
GENERAL  ASSIGNMENT  —  rewrite 
man  with  sound  newspaper  background 
and  willingness  to  assume  responsi¬ 
bility  may  find  good  berth  on  mc-tro- 
politan  morning.  Chart  Area  2.  Box 

4124.  Editor  A  Publisher.  _ 

OUR  STAFF  does  such  a  live  job  that 
every  now  and  then  somebody  is 
“lifbMl”  from  it.  Result:  New  opening 
for  reporter  (preferably  able  also  to 
photograph)  and  one  for  advertising 
solicitor.  Company  pays  for  hospital¬ 
ization  insurance  of  staff  members  and 
dependents,  life  insurance  of  staffers. 
Growing  community,  industry,  agri¬ 
culture.  college.  Talbot  Patrick,  Even¬ 
ing  Herald,  Rock  Hill,  South  Carolina. 
DESK  MAN  and  Reporter  wanted  on 
Lake  Michigan  daily  of  22,000.  Write 
all  first  reply.  Box  4142,  Editor  A 

Publisher^ _ _ 

wTrE  EDITOR  for  Top  Illinois  daily. 
Give  full  background  and  salary  ex¬ 
pected.  Box  4140.  Editor  A  Publisher. 
REPORTER,  male  or  female,  beginner 
or  experienced.  Enterprise,  Livingston, 

Montana. _ 

REPORTER  OR  SPORTS  WRITER 
preferably  with  experience  on  a  smal¬ 
ler  midwest  daily.  Write  giving  back¬ 
ground,  education,  and  experience. 

Personnel  Dept.,  Morning  Star,  Rock¬ 
ford  Illinois^ _ 

REPORTER  with  small  city  experi¬ 
ence  wanted  for  well-equipped  after¬ 
noon  daily  in  11,000  city.  Ford  G. 
Owens.  Times-Bulletin.  Van  Wert,  O. 
TOP  EDITOR  wanted  for  Chart  10 
Area.  Progressive  prize  winning  paper, 
7,000  circulation.  Staff  of  seven.  Want 
humdinger  to  start  in  December.  $130 
with  raises  for  bang-up  job.  Box  4123, 
Editor  A  Publisher. 

WIRE  EDITOR  to  handle  AP  and 
UP  services,  good  working  conditions. 
Phone  or  write  Jacksonville  Daily 
News,  Court  St.,  Jacksonville,  N.  C. 


Free  Lance 


SELL  YOUR  feature  material  to  the 
huge  house  organ  field.  3,000  house 
organs  buy  1  Payment  from  $10  to 
$100  for  single  photo-and-caption  fea¬ 
tures.  Free  information.  Gebbie  Press 
Services,  161  W.  48  St.,  N.Y.C.,  N.Y. 


Mechanical 


FLOORMAN-Compositor,  Ludlow,  some 
lino  experience  preferred.  Open  shop, 
top  wage  in  small  resort  city  in  West¬ 
ern  New  York  State.  Join  a  growing 
paper.  Write  Gregory  Rheude,  foreman. 
Daily  Messenger,  Canandaigua,  N.  Y. 


NIGHT  SIDE  composing  room  fore¬ 
man  for  14,090  circulation  daily.  Per¬ 
manent  job  at  excellent  scale.  Most 
be  thoroughly  qualified  In  production, 
make-up,  Teletypesetter  operation.  Write 
in  full  to  Box  8809,  ^itor  A  Pub¬ 
lisher. 


WORKING  MECHANICAL  SUPERIN¬ 
TENDENT— strong  individual  who  can 
increase  production,  cut  costs.  TTS  op¬ 
eration,  well  equipped,  small  daily  in 
attractive  community.  Pension,  share 
profits,  other  benefits.  More  than 
$7,000  year.  Open  shop,  chart  area  6. 
Box  4014.  Editor  A  Publisher._ 


COMPOSING  ROOM 
HEAD  MACHINIST 


EXPERIENCED  Head  M  a  c  hi  n  i  s  t 
wanted ;  open  shop ;  must  be  compe¬ 
tent  administrator  and  fully  qualified 
on  teletype  operation ;  excellent  salary 
and  benefits.  Chart  Area  9.  Box  4108, 
Editor  A  Publisher. 


COMPOSITORS— Must  be  journeymen. 
For  expanding  daily  newspaper,  on 
night  side.  Open  shop.  Excellent  work¬ 
ing  conditions.  Wages  commensurate 
with  ability.  Chart  Area  2.  Apply  Box 
4114,  Editor  A  Publisher. 


_ Photography 

REPORTER  -  PHOTOGRAPHER  — 
Emphasis  on  photography,  but  must 
be  able  to  write  in  pinch.  11,000  cir¬ 
culation  afternoon  daily  in  West  Texas. 
Good  photographic  equipment,  facilities. 
Send  resume  and  references.  $70  week 
to  start.  Box  4130,  Editor  A  Pub¬ 
lisher. 


Promotion — Public  Relations 


HARD-WORKER  as  Assistant  Pro¬ 
motion  Manager.  Top  Chart  Area  2 
paper.  Know  all  phases  of  business. 
Start  about  $4,000.  Full  details  quickly 
to  Box  4127,  Editor  A  Publisher, 


_ Various  Departments _ 

JOBS  IN  WYOMING:  Reporters  and 
advertising  men.  Send  full  informa¬ 
tion  to  Wyoming  Press  Assn.,  318 
So.  11th,  Laramie,  Wyoming. 


INSTRUCTION 


Linotype  School 

OHIO  UNOTYPE  SCHOOL 
Logan,  Ohio 

Linotype,  Intertype  Instruction 
Free  Information 


MORE  SALES-POWER  1 

FOR  CLASSIFIED  STAFFERS! 

ABILITY  to  sell  more  linage  and  liii ' 
up  more  contracts  .  .  .  New 
and  happiness  in  their  work  — 
are  benefits  enrollees  from  over  M 
daily  papers  report  they’ve  gsisii 
from  the  Howard  Parish  Conrw  a 
Classified  Advertising. 

YOU  get  individualized  attention  a 
this  20-le88on  correspondence  eoutw 
It  explains  tested  sales,  servicing  ssi 
copywriting  techniques  that  my  ol 
in  easy-to-follow  style. 

TOTAL  FEE,  $66.  For  more  stlw  | 
power,  increased  copywriting  sbiliti  i 
and  greater  job-happiness,  mail  yoa  - 
application  with  initial  $16  paynan  ' 
today. 

HOWARD  PARISH 

School  of  Classified  Advertising 


Tested  Want  Ad  Selling  Plant 
2900  N.W.  79th  Street. 
Miami  47,  Florida 


SITUATIONS  WANTED 


Administrative 


GENERAL  MANAGER 


P 


Twenty-five  years  experience  as  geneni 
manager  and  acting  publisher  of  diili  ^ 
newspaper  in  two-paper  market  Ii-  P 
perience  all  phases  of  publishing,  coiti.  ^ 
labor  relations,  advertising  and  li- 
torial.  Administrative,  also  setting  ■)  . 
and  managing.  TV  and  radio  sSik  / 
ates. 

Box  4020  ^ 

e/o  Editor  and  Publisher 

ADVERTISING  EXECUTIVE-Mston 
experience  as  classified  manager,  a- 
sistant  advertising  director,  advertiiiii  A 
director  (17 Vi  million  lines),  businw 
office  consultant :  successful  in  ‘  . 
nomy  operation ;  detail  knowledp 
classified,  retail,  promotion ;  orgsius  . 
or  revitalize  all  advertising  deptrt-  ; 
ments ;  institute  sales  controls,  esUUitt  V 
sales  goals.  Seek  advertising  director,  ^ 
ship  small  -  medium  daily  prefers^!  ^ 
where  there  is  future  possibility  add)  i 
tional  responsibilities  in  business  mu- 
agement.  Now  Chart  Area  6.  Be: 
4139.  Editor  A  Publisher. _ 

Dally  Newspaper 
General  Manager 

Extremely  well-qualified  general  ima- 
ager  available  for  position.  Fiftsn 
years  general  manager  Mas8achu»ett> 
daily,  also  general  manager  Penniyl- 
vania,  New  York  dailies.  Knows  adwr- 
tising,  labor  relations,  all  phases  ne^ 
I)ai)er  production.  Good  jiersonal  habiti. 
capable  public  speaker.  Contact  Box 
No.  4138,  Editor  &  Publisher.  | 


£2 

UJ 

OD 

dr 

an 

of 

A 

CXI 

odi 

Cii 

mi 

vi 

Al 

afi 

Cl 

sh 

fl« 

Al 


as 

N 

814 

to 

Y 

m 

Tt 

ol 

ci 

tc 

1( 

B 


C 

U 

si 

r 

11 

< 

c 

{ 

C 

8 

K 

c 

r 

1 


J 


106 


EDITOR  4:  PUBLISHER  for  October  6,  195« 


SITUATIONS  WANTED 


Editorial 


ATTENTION  EDITORS  I 
LOOKING  for  fait,  accurate  imliihed 
reporter  with  plenty  of  know-how. 
drive?  Now  city  ^itor  on  16,000 
daily.  BS,  81.  Box  8910,  Editor  it 
Publisher. 

JUNE  GRAD.  BSJ,  Girl.  22.  Now  in 
Chart  Area  6.  Will  relocate.  Small 
daily.  Conicientioui,  eaxer  to  learn. 
Willing  to  work.  Box  8902,  Editor  A 
Publisher. 


SITUATIONS  WANTED 
Circulation 

^XpiBIENCED  CIRCU  L  A  T  I  O  N 
manager  now  employed  wants  place 
on  small  daily.  Familiar  ail  phases 
arculation.  EspeciaUy  good  in  personal 
uid  carrier  promotion.  Married,  best 
of  references.  Chart  Areas  9,  8,  10,  8. 

^rite  Box  4018,  HIditor  A  PubllMter. 

rVERY  ACTIVE  MAN  of  60  with 
gperience,  understanding  and  knowl- 
and  from  Pennsylvania  wants  a 
CircuUtkm  Manager’s  position  in  ^ 

Bid  or  far  west  on  a  smaU  daily 
with  plenty  of  promoUonal  activity. 

All  data  furnished  to  publisher  not 
afraid  to  hire  me.  Earl  Bond.  Brad¬ 
ford,  Pennsylvanisu 

riRCULATION  MAN-Young.  aggres- 

SlrKven  years  experience  seeks  new  1  expenence. 

sive  sevrii  /  ^  newsDBDer  feature.  No  sports.  Box  8980,  Editor 

fields  to  conquer  witn  large  newspa^r.  i 

An  excellent  record  in  circulation,  |  «_^uDn8ner^ _ 

s  top  notch  record  in  promotion  and 
s  college  background  bring  a  definite 
asset  to  your  organization.  I  prefer 
New  England  but  will  consider  out¬ 
side  offer  if  attractive.  Box  4183,  Edi¬ 
tor  _ 

YOUNG  AGGRESSIVE  circulation 
manager.  A  builder  of  circulation  and 

revenue.  Well  trained  in  all  phases  I  WEST  COAST  Editor- reporter :  sporta, 
of  circuUtlon  work.  Age  24.  Desire  ejty,  wire  desks  20  years;  dailies  and 
circulation  mannffor  position  on  4,000  weoklios :  proof rcndor;  scMne  ndverti^ 
to  10,000  clw.  Prefer  Chart  Areas  ».  |  Available  now.  Editor,  Route  1, 

10,  or  12.  Available  Oc^r  16,  1966.  ^  Box  200,  Snohomish,  Washington. 

Box  4131,  Editor  A  Publisher.  I 

COMPETTENT  Newspaper  men  and 
women  available  for  all  parts  of  the 
country,  carefully  screened  by  Dan 
Gordon,  a  veteran  newsman.  We  are 


NEW  YORKER  2  years  experience 
Southeast,  mid-  and  southwest  dailies 
seeks  general  reporter  spot  on  daily 
Chart  Areas  1,  2.  Last  employed  in 
important  news  spot  large  Southern 
daily.  Good  references.  Freelance 
magazine  experience.  Report,  rewrite. 


SITUATIONS  WANTED 


REPORTER,  PHO'TOGRAPHER.  EDI¬ 
TOR,  31,  BA.  English,  history ;  MS. 
Columbia.  2  years  NY  state  dailies 
(bureau,  city,  desk,  sporta  editor)  ; 
1  year  news  editor,  top  business  maga- 
zins  house,  NYC.  Want  heavy  duty 
on  aggressive  daily.  Chart  Areas  1,  2 
Box  8914,  Editor  A  Publisher. 


Ciattified  AdvertUing 


CLASSIFIED  MANAGER — Recognised  the  only  private  employment  agency 
top  producer.  Past  records  show  con¬ 
sistent  gains.  Available  now.  Beat 
lefsrsness.  Box  8861,  Editor  A  Puh- 
liibsr. 


CLASSrFTQ)  MANAGER,  display 
classified  20  years  experience,  daily, 
Sunday  competitive  market.  Will  re¬ 
locate.  Box  3924,_  Editor  A  Publisher. 

FLORIDA  PUBLISHERS 
CLASSIFIED  MANAGER— Young,  ag¬ 
gressive,  Outstanding  Record,  All 
phases,  now  employed,  wants  to  lo¬ 
cate  pi-rmanently  in  Florida.  Best  of 
references.  Box  4120,  Editor  A  Pub¬ 
lisher. 


Display  Advertising 


habit.  Interested  only  in  above-average 
income  based  on  results.  Box  4119, 
Editor  A  Publisher. 

TOP  DISPLAY  MAN.  National  Man¬ 
ager  ^ks  Better  Spot;  Good  Writer; 
Magazine  or  Good  Daily.  Box  4110, 
Editor  A  Publisher. 

Editorial 


A-l  ALL-AROUND  newspatierman,  16 
years  experience,  available  for  im¬ 
mediate  employment.  References,  sam- 
plea  Box  3909,  Editor  A  Publisher. 


COPYREADER  post  chart  area  12. 
12  years  experience  New  York,  south¬ 
ern  papers  on  desk,  rewrite,  reporter. 
Single,  32,  sober,  reliable,  J-grad. 
neferences.  Box  8920,  Editor  A  Pub¬ 
lisher. 

EXPERIENCED  BDITOR  of  leading 
New  England  weekly  desires  similar 
position  on  small  daily  or  weekly. 
Married  veteran,  college  educated,  wide 
sdditional  ability  including  j^op  work, 
photogi 

•eoope.  Community  leader.  Prefer 
Chart  Area  1.  Write  Box  8981,  Edi¬ 
tor  A  Publisher. 


looking  to  buy  or  sell 

NEWSPAPER  PROPERTIES? 

RELY  ON  E&P 
CLASSIFIED  ADS 
FOR  QUICK  ACTIONII 


Editorial 


WORKING  NEWS  EDITOR  small 
daily.  Experienced,  capable,  good  ref¬ 
erences.  Prefer  west.  Will  consider 
desk,  reporter  post  medium  daily. 
Write  Box  4003,  Editor  A  Publisher. 


YOUNG  Ex  G.I.  One  year  Junior  col¬ 
lege  Journalism,  seeks  opportunity  in 
New  England  weekly.  Box  4026,  Edi¬ 
tor  A  Publisher. 


TOP-NOTCH  young  copy  reader,  6 
years  daily  experience,  seeks  chal¬ 
lenging  new  joh  at  go^  pay.  Chart 
Area  2.  Box  4033.  Editor  A  Fhiblisher. 


in  the  East  with  a  special  desk  to  fill 
I  newspaper  jobs  AT  NO  COST  TO 
EMPLOYER.  Write  Dan  Gordon. 
Hidtown  Personnel  Agency,  180  W. 

,  42  St..  New  York.  N.  Y. 

!  EDITORIAL  WRITER 

I  with  exceptional  knowledge  of  politica, 

I  world  affairs  and  current  trends. 
Widely  quoted.  National  reputation 
for  historical  research.  Box  8936, 
Editor  A  Publisher. 

COPY  editor””  on  ^Tor  Y^ 

daily,  varied  experience,  seeks  supple¬ 
mentary  part-time  work  related  field. 
Box  4027,  Editor  A  Publisher. 

DAILY  SPORTS  EDITOR,  reporter— 
2%  years  experience.  Journalism  de¬ 
gree.  Prefer  Chart  Areas  1  and  2. 
Box  4004,  Editor  A  Publisher. _ 

j  JOURNALISM  BEGINNERS  —  We 


SITUATIONS  WANTED 


ADVERTISING  SALESMAN.  Manager. 

Aggressive  linage  builder  and  new 
account  developer.  Seasoned  layout  man. 

Accustomed  to  plan  and  sell  mer-  _ _  _ 

^ndising  programs  to  top  accounts.  |  have  many  journalism  grads  seeking 
Married,  fishing  hobby  only  "bad”  |  connections.  Also  have  journalism 


juniors  seeking  jobs  at  minimum 
wages.  Birch  Personnel,  69  E.  Madison 
St.,  Chicago  2,  Illinois. 

EXPERIENCE,  hard  work,  intelligence 
— that’s  what  I  offer.  What  medium 
I  or  large  daily,  needing  a  reporter,  can 
i  use  me?  Box  4028,  Editor  A  Publisher. 

!  HARDWORKING  SPORTSWRITER. 
j  year  large  daily  experience.  Know 
makeup,  heads,  deskwork.  BA-Journal- 
ism  MA  speech.  Vet,  26,  married.  Seek 
permanent  spot  on  large  or  medium 
daily.  Prefer  Chart  Areas  1,  2,  3,  or 
6.  Box  4007,  Editor  A  Publisher. 


NO  SUBSTITUTE  FOR  TAI.ENT— 
Young  man  with  a  year’s  experience  in 
writing  wants  a  job  on  a  newspaper. 
Presently  employed  on  daily ;  have 
city  bent,  write  features,  edit  page. 
Interested  In  getting  more  money. 
Take  a  look  at  what  I’ve  written  and 
see  if  I  won’t  be  an  asset  to  your 
paper.  Box  4011,  Editor  A  Publisher. 


Mechanical 


GENERAL  ASSIGNMENT— Able  girl 
reporter  of  7  years  general  experience. 
Detoured  on  social  desk.  B.A.  Top 
notch  references.  Available  2  we»’ks 
notice.  Box  4108^Edito^A  Publisher. 
J-GRAD,  emphasis  foreign  affairs, 
SDX.  KTA,  graduate  study  in  Europe, 
desires  reportorial  job.  Weekly,  re-  ’ 
write  experience.  Camera  knowledge. 
Relocate,  travel.  Vet,  24,  married,  no 
children.  Prefer  Chart  Area  2.  Box 
692,  Boston  2.  Massachusetts. 
REPORTER-EDITOR.  Five  years  ex¬ 
perience  on  dailies  and  national  mag¬ 
azine.  Courts,  police,  business,  sports 
reporting ;  good  writer.  Can  handle 
desk.  Single.  29,  AB  degree.  Prefer 
small  city  chart  areas  1  or  II,  hut  will 
consider  small  city  elsewhere.  Good 
references.  Available  November  1.  Bo.x 
4184.  Editor  A  Publisher. 

REPORTER 

Ex-Army  Editor,  23,  B.A.,  specialty: 
feature  stories,  ask  for  chance  in  New 
York  or  New  Jersey  area  newspai>er. 

Box  4128,  Editor  A  Publisher. _ 

REPORTER,  30,  ten  years’  experience, 
seeks  reporting  or  desk  job  with  daily 
in  Texas  or  elsewhere  in  Southwest. 
Contact  Allen  Wegemer,  3509  Timon 
Boulevard.  Corpus  Christ!.  Texas. 

10  YEARS  general  experience:  Best 
at  features,  editorial ;  Qualified  for 
desk  or  beats.  Aged  36.  broad  back- 
g round.  Box  4126,  Editor  A  Publisher. 
TOP  DRAWER  reporter,  writer.  5 
years  politics,  police,  labor,  maritime, 
simrts.  Married.  Minimum  8100.  Box 

3985,  Editor  A  Publisher. _ 

SOUTHERN  Editor  -  Rejiorter,  sports, 
city,  wire,  entertainment  desks,  14 
years,  dailies  and  weeklies.  Proof¬ 
reader.  Some  advertising,  circulation, 
radio.  Write  Box  4143,  Editor  A  Pub- 
lisher.  _ 

TOP  GRADE  feature  man,  publicity, 
goodwill  ambassador.  Seasoned  news, 
special  events.  Take  own  photos.  At 
home  with  governors,  sharecroppers. 
Love  rattling  around,  writing,  making 
friends  for  good  paper.  Desire  perma¬ 
nent  connection  in  good  fishing,  scenic 
area.  Highest  references.  Available 
with  reasonable  notice  to  present  em¬ 
ployer.  Box  4116,  Editor  A  Publisher. 

VETERAN  reporter,  feature  writer 
and  all-around  journalist  with  con¬ 
tinental  and  territorial  experience  of 
23  years  wants  Im-ation  at  modest 
rate  immediately.  I  can  do  anything  in 
line  of  writing  you  have-  city  desk, 
editorial  or  state  desk.  Need  job  and 
want  to  get  connectc-d  immediately. 
Write  Box  4116,  Editor  A  Publisher. 


REPORTER.  28,  married,  vet,  J-grad, 
now  4,000  Midwest  daily  16 
assignments,  features, 
press  camera,  assistant  city  editor ; 
seek  job  larger  dally  Chart  Areas  1,  2. 
Box  4009,  Editor  A  Publisher. 


CAPABLE  PRINTER,  38;  21  years’ 
Composing  Room.  N.E.  Daily  and 
Sunday.  Top  man  as  operator,  makeup 
and  ads.  Leadership  potential.  Box 

4^02^  Editor  A  Publisher^ _ 

MECHANICAL  SUPERINTENDENT 
— Wide  composing  room  experience. 
Good  education.  Know  how  to  work  and 
get  along  with  men.  Understand  value 
of  co-ordination  between  departments. 
Excellent  references.  Box  4104,  Editor 
A  Publisher. 

PRODUCTION  MANAGER  TRAINEE 
— Seek  permanent  opportunity  and 
chance  to  do  a  good  job.  7  years  ex¬ 
perience  linotyi>e  operator,  printer  and 
pressman  weekly  and  semi  -  weekly 
newspapers.  30.  single,  vet,  some  col¬ 
lege.  Best  references.  Available  im¬ 
mediately,  any  location.  Box  4137,  Edi¬ 
tor  A  Publisher. 


Photo  Engravings 


PHOTOENGRAVER  9  years  dailies 
commercial  shop  operation.  Experienced 
all  departments.  Want  permanent  po¬ 
sition  on  small  daily  Chart  Area  7 
and  8.  Consider  others.  Box  4118,  Edi¬ 
tor  A  Publisher. 


STAFF  WRITER— Six  years  daily  ex¬ 
perience — features,  straight  news,  edi¬ 
torials,  editing.  Specialties ;  features, 
science  (now  technical  writer),  teen¬ 
agers  doings.  Know  photography  too. 
Seek  daily  or  magazine  post  with 
chance  at  quality  writing,  growth. 
Will  let  samples,  references  prove 
ability.  Journalism  degree,  SDX,  age 
80.  Box  4018,  Editor  A  Publisher. 


Photography 


PRESS  PHOTOGRAPHER,  26  YEARS 
OLD,  seeks  position  with  pietim 
minded  newspaper  or  magazine.  Ca^ 
able  of  organizing  and  sotting  up  a 
photo  department.  Not  afraid  of  bard 
work.  Own  car  and  complete  equi^ 
ment  including  darkroom.  Actisa 
member  N.P.P.A.  Prefer  Pennsyl¬ 
vania,  but  will  consider  other  areaa. 
Box  8908,  Editor  A  Publisher. 

NEWS  PHOTOGRAPHER,  A.F.  Vet¬ 
eran,  Age  26,  married,  3  years  college 
with  8  years  of  Photo-Advertising-B» 
porting  on  small  daily,  wants  Photo- 
Reporting  job  on  medium  daily  nessa- 
paper  or  magazine.  Own  car  and  coas- 
plete  camera  and  darkroom  equipment. 
Experienced  in  press  and  available  light 
photography.  Full  knowledge  of  cam¬ 
eras  and  darkroom  techniques.  Mem¬ 
ber  N.P.P.A.  Now  employed  small 
midwest  daily.  Anxious  for  right  Job 
with  future.  Write  Box  4019,  c/o  Edi¬ 
tor  A  Publisher. 

WANTED!  Position  as  staff  photog¬ 
rapher  with  daily  (or  twin  dailies) 
over  36,000  circulation.  Chart  areas 
12.  11  or  9,  6,  4  A  8~coast  region 
cities  only.  Eight  years  training,  pho¬ 
tojournalism  graduate.  Experieneo 
with  small  Pennsylvania  A  California 
dailies.  Now  want  to  advance  1  Am 
single.  27,  Vet.  Full  Speed  Graphic, 
strobe.  Car.  Available  today — pay  air 
travel  to  interview.  Wire  collect:  Jay 
H.  Auslander,  Jr.,  1236  E.  Coast  High¬ 
way,  Santa  Barbara,  California.  WOod- 
land  9-2422. 


Promotion — Public  Relations 


Mechanical 

PRODUCTION  MANAGER— Thorough 
knowledge  all  departments.  Good  co¬ 
ordinator.  High  shrinkage,  color  Tele- 
tyiiesetter.  Linoty|)e  backgixjund.  Ref¬ 
erences.  Oliver  Jones.  Hampton  Street, 
Menands,  New  York.  Telephone  3- 
0626. 


NEWSPAPER 

PRODUCTION  MANAGER 

EXPERIKNCED  Professional  with 
proven  mechanical  backffround  on  largre 
dailies.  Available  immediately.  Geo- 
frraphic  location  unimportant.  Replies 
in  confidence.  B<»x  3H34,  Editor  & 
Publisher. 

UNION  Newspaper  Printer*  ase  50. 
never  a  foreman*  desires  try  at  fore- 
manship.  28  years  experience  in  com* 
posing  roomH  of  30  to  200  men.  Box 
4006,  Editor  A  Publisher. 


editor  ac  PUBLISHER  for  October  6,  1956 


PUBLIC  RELATIONS— Now  Associa¬ 
tion  Public  Relations-fund  raising  di¬ 
rector,  tripled  membership,  publieitg. 
income  in  2  years.  4  years  experiaaaa 
in  radio-TV-press,  MA  in  public  rala- 
tions,  versatile  writer,  organizer  aad 
public  siteaker,  28.  Relocate  Chart 
Area  2.  Box  8916,  Editor  A  Publisher. 
ABILITY  MAKES  THE  WRITER^- 
Young  man  with  a  year’s  experience 
in  writing,  most  of  it  on  a  daily  news¬ 
paper,  wants  a  public  relations  or 
publicity  job.  Read  my  writings  and 
judge  whether  I  have  the  ability  to 
help  you.  Presently  employed.  Box 
4010,  Editor  A  Publisher. 
EXPERIENCED  PUBLIC  RELA¬ 
TIONS  Assistant  now  employed  East 
Coa-st  wants  agency,  industrial  public 
relations  staff  position  California  only. 
Prefer  San  Francisco.  Single,  vet,  26, 
available  after  December  15th.  Box 

4016,  Editor  A  Publisher^ _ 

SALES  PROMOTION-ADVERTISING. 
16  years  responsible  experience,  all 
phases,  also  public  relations,  publicity. 
Workable  ideas,  aggressive  campaigns. 
Effective  writer,  speaker,  organiser. 
Seeks  career  situation  utilizing  full 
potential,  capacities.  Energetic,  89, 
married,  2  sons.  Resume,  samples, 
write  Box  4126,  Editor  A  Publisher. 
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Shop  Talk  at  Thirty 

By  Robert  U.  Brown 

We  don’t  very  often  rise  to  director  of  the  National  Wild- 
the  defense  of  one  of  our  ad-  life  Federation,  starts  his  at¬ 


vertisers  because  most  of  them 
are  able  to  defend  themselves 
from  attacks  of  any  kind.  But 
it  seems  to  us  that  when  the 
subject  involves  a  phase  of 
newspaper  production,  and 
quotes  are  used  that  did  not 
appear  in  the  ad,  it  is  proper 
for  us  to  say  a  word  or  two. 

Conservation  News,  a  publi¬ 
cation  of  the  National  Wild¬ 
life  Federation,  carries  an  at¬ 
tack  in  its  Sept.  15  issue  on  a 
full  page  ad  placed  by  Rayonier, 
Inc.,  in  the  April  28  issue  of 
Editor  &  Publisher. 

The  ad  was  titled:  “Is  a 
shortage  of  trees  threatening 
your  newspaper?”  It  noted  the 
shortage  of  newsprint,  more 
serious  then  than  it  is  now, 
which  was  causing  some  news¬ 
papers  to  ration  advertising  and 
restrict  the  number  of  pages. 
It  said  that  “the  rising  short¬ 
age  of  the  raw  material  for 
newsprint  —  trees”  was  one 
reason  for  this,  and  Rayonier 
expressed  interest  because  it  is 
the  same  raw  material  for 
chemical  cellulose,  its  primary 
product. 

Here  is  the  rest  of  the  ad 
quoted  in  full: 

“Is  there  really  a  tree  short¬ 
age?  We  don’t  believe  so.  Not 
when  you  include  in  the  na¬ 
tional  inventory  all  the  mature, 
over-ripe  commercial  stands 
(not  scenically  or  biologically 
interesting)  locked  up  by  the 
Federal  Government  or  going 
to  seed  under  state  or  national 
policies  of  under-cutting. 

"For  example,  in  one  area 
managed  by  a  federal  agency, 
millions  of  board  feet  of  com¬ 
mercial  timber — enough  to  sus¬ 
tain  a  200,000  .on  capacity 
newsprint  mill  —  are  wasted 
ever  year,  allow'ed  to  topple 
over  and  rot. 

“Nation-wide,  parallel  condi¬ 
tions  exist.  If  permitted  to  con¬ 
tinue,  they  could  conceivably 
paralyze  the  newspaper  busi¬ 
ness.  This  isn’t  scare  talk.  It’s 
based  on  facts  many  newsmen 
know  so  well. 

“What’s  to  be  done  about  it? 
The  need  is  for  a  far-sighted 
conservation  policy  based  on 
scientific  land  management.  If 
you  are  intere.<ted  in  a  work¬ 
able  solution,  why  not  get  in 
touch  with  us?  We  have  all  the 
facts  and  figures  and  we’d  like 
to  help.” 

*  *  * 

Ernest  F.  Swift,  executive 


tack  in  Conservation  News  this 
way: 

“Rayonier,  Inc.,  recently  ran 
an  advertisement  in  Editor  & 
Publisher  on  ‘Why  There  is  a 
Shortage  of  Newsprint.’  The 
victim  of  their  sound  and  fui*y 
is  the  Olympic  National  Park. 
They  ask  the  question  as  to 
whether  there  are  sufficient  for¬ 
est  resources  in  the  U.S.A.  to 
support  additional  wood  cellu¬ 
lose  mills  to  satisfy  a  now  criti¬ 
cal  newsprint  shortage,  and  then 
answer  their  own  question. 
They  say,  ‘Yes’ — provided  state 
and  federal  governments  inau¬ 
gurate  forestry  management 
programs  paralleling  those  of 
private  industry.  They  further 
state  that  it  will  require  the 
unlocking  of  millions  of  acres 
of  public-owned  timber  stands, 
the  Nation’s  so-called  primeval 
wilderness  tracts.  They  fur¬ 
ther  claim  that  few  if  any  will 
be  served  by  a  wilderness  pol'cy; 
not  the  trees,  not  the  wildlife 
within  the  forests;  not  the  na¬ 
ture  lover. 

“They  paint  a  dark  picture 
of  waste  in  the  Olympic  Na¬ 
tional  Park  —  ‘built  to  a  tre¬ 
mendous,  unwieldy  and  waste¬ 
ful  proportion  by  advocates  of 
an  ill-conceived  consei-vation.’  ” 

We  wonder  if  we  both  read 
the  same  ad.  Rayonier  didn’t 
mention  Olympic  National  Park 
or  use  these  last  quoted  words. 

Mr.  Swift  notes  “all  the 
cheap,  sexy  and  obscene  litera¬ 
ture  thrust  upon  a  naive  and 
thoughtless  public  via  the  news 
stands”  and  says  there  is  no 
shortage  of  newsprint.  Other¬ 
wise,  why  does  industry  permit 
its  use  for  such  purpose,  he 
asks? 

“Industry  cannot  shed  or  ab¬ 
solve  itself  or  its  part  and  civic 
responsibility  as  to  how  its 
products  shall  be  used.  It  may 
rant  and  rave  and  say  that 
what  happens  after  the  product 
leaves  the  mill  is  no  problem 
of  theirs;  but  they  still  have  a 
civic  responsibility  to  this 
country  that  their  goods  are 
to  be  used  only  for  improve¬ 
ment  of  the  human  race. 

“Which  is  better,  to  allow 
timber  to  rot  in  the  woods  or 
process  it  as  a  means  to  rot 
morals?  ...” 

*  *  « 

All  this  is  getting  far  re¬ 
moved  from  the  point  of  dis¬ 
cussion.  Mention  of  question- 
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Oct.  7-9 — Ohio  Circulation  Managers  Association,  meeting, 
Oeshler-Hilton  Hotel,  Columbus,  Ohio.  j 

Oct.  7-10— American  Association  of  Advertising  Agencies,  West-  j 
ern  region  annual  meeting.  Hotel  Del  Coronado,  Coronado,  Calif.  1 

Oct.  8-9 — Now  York  State  Associated  Press  Association,  meeting,  i 
Sheraton-Ten  Eyck  Hotel,  Albany. 

Oct.  8-10 — New  York  State  Circulation  Managers  Association, 

Fall  meeting.  New  York  City. 

Oct.  11-13 — Pennsylvania  Newspaper  Publishers  Association,  an¬ 
nual  convention.  Hotel  Bellevue-Stratford,  Philadelphia,  Pa. 

Oct.  12-13 — Illinois  Press  Association.  Fall  convention.  Hotel 
Orlando,  Decatur,  III. 

Oct.  13— Oregon  Newspaper  Publishers  Association,  ad  mana¬ 
gers'  Fall  meeting,  Heathman  hotel,  Portland,  Ore. 

Oct.  14 — California  Newspaperboy  Foundation,  annual  meeting, 

Palo  Alto,  Calif. 

Oct.  14-16 — Mid-Atlantic  Circulation  Managers  Association,  37tti 
annual  convention,  Columbia  Hotel,  Columbia,  S.  C. 

Oct.  14-16 — Institute  of  Newspaper  Controllers  and  Finance 
Officers,  ninth  annual  meeting,  Sheraton  Hotel,  Chicago. 

Oct.  14-1^— Inland  Dally  Press  Association,  annual  meeting,  Drake 
Hotel,  Chicago. 

Oct.  14-16— California  Circulation  Managers  Association,  annual 
convention,  Palo  Alto,  Calif. 

Oct.  14-15— New  York  State  Advertising  Managers  Bureau  annual 
meeting,  Syracuse  Hotel,  Syracuse,  N.  Y. 

Oct.  14-17 — New  England  Associated  Press  News  Executives  As¬ 
sociation,  Basin  Harbor  Club,  Vergennes,  Vt. 

Oct.  15-16— National  Newspaper  Promotion  Association,  Western 
Workship,  Mission  Inn,  Riverside,  Calif. 

Oct.  16 — New  England  Daily  Newspaper  Association,  Fall  meat- 
ing,  Sheraton  Plaza  Hotel,  Boston. 

Oct.  18-19 — Audit  Bureau  of  Circulations,  42nd  annual  meeting, 
Drake  Hotel.  Chicago. 

Oct.  19-20— American  Association  of  Advertising  Agencies,  East 
Central  Region  annual  meetinq,  Aurora  Inn,  Aurora,  Ohio. 

Oct.  18-20 — National  Professional  Advertising  Fraternity  for 
Women,  convention.  University  of  Illinois,  Urbane,  III.  j 

Oct.  20-21 — New  England  Mechanical  Conference,  Statler-Hilton 
Hotel,  Boston. 

Oct.  21-23— Interstate  Circulation  Managers  Association  meeting. 
Hotel  Claridge,  Atlantic  City,  N.  J.  i| 

Oct.  22-23 — New  England  Newspaper  Advertising  Executives  A^ 
sociation  meeting,  Parker  House,  Boston. 

Oct.  22-24— Association  of  National  Advertisers,  47th  annual 
meeting.  Hotel  Drake,  Chicago. 

Oct.  22-26— Farrar  Seminar  on  Newspaper  Design,  Edgewater 
Beach  hotel,  Chicago. 

Oct.  24-26— Advertising  Madia  Credit  Executives  Association, 
meeting.  Sheraton  Blackstone  Hotel,  Chicago. 

Oct.  25— Gravure  Technical  Association  forum.  Hotel  Sherman 
Chicago. 

Oct.  26-30 — Inter-American  Press  Association,  annual  meeting, 
Havana. 


able  uses  of  newsprint  is  a  red  sides,  even  accepting  Mr. 
herring  clouding  the  issue.  Swift’s  definition,  the  amount 
What  may  be  “cheap,  sexy  and  of  wood  pulp  involved  is 
obscene  literature”  to  Mr.  finitessimal  in  relation  to 
Swift  would  not  represent  the  millions  of  tons  of  product! 
same  to  some  other  people.  Be-  (Continued  on  page  103) 
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Are  You 


Profiting^ 


No  side  magazines  were  needed  for  this  big  dis¬ 
play  because  the  Model  35  Rangemaster  Linotype 
sets  through  normal  36-  and  condensed  48-pt.,  has 
unequalled  main  magazine  capacity. 


Not  if  your  composing  room  is  using  high-cost  methods;  the  increased 
linage  will  simply  mean  more  expense! 

For  an  example  of  the  modem,  economical,  profitable  way  to  set 
mixed  display  composition,  look  at  the  sample  shown  in  actual  size.  It 
was  keyboarded  from  the  main  magazines  of  the  new  Rangemaster 
Model  35  Linotype. 

By  keyboarding  you  eliminate  costly  hand  composition  with  its 
manual  distribution,  “cutting  in”  and  underpinning  that  take  up  so  many 
expensive  job  hours. 

Rangemaster  Linotypes  have  unmatched  main  magazine  capacity, 
and  carry  complete  fonts  of  type  so  big  and  so  black  that  no  other  main 
magazine  machine  can  equal  them. 

The  newly  engineered  Rangemaster  Linotypes  will  set  your  large 
display  (and  headlines)  at  minimum  cost  and  bi^f^er  profit.  Write  your 
Linotyjxj  Agency  for  the  factual  story. 


•  LINOTYPE  •  )  Mergenthaler  Linotype  Company,  29  Ryerson  Street,  Brooklyn  5,  N.Y. 


Ag«nci«s:  Atlanta,  Boston,  Chicago,  Cleveland,  Dallas,  Los  Angeles,  New  York,  San  Francisco.  In  Conoda:  Canadian  Linotype,  Limited,  Toronto,  Ontario 


Ad  Linage 
Is  Up  9.8% 
For  Home 
Furnishings 


Regularly  $95,501  Satin-finish  Nevermar  tpps. 
Choke  of  walnut,  birch,  mahogany,  blond. 
Expert  craftsmanship.  Phone  orders  today. 


Dinette  Tables! 


Printed  in  U.S.A. 


Of' 


Knoxville... 

a  growing 
manufacturing 
centeri 

51  Major  Industries  are 
located  in  East  Tennessee! 

Knoxville’s  475  manufacturing  plants  employ  over  46 
workers,  making  Knoxville  the  2nd  highest  mr'tro 
area  in  Tennessee  in  manufacturing  employment, 
soundness  of  Knoxville’s  economy  is  reflected  in  the 
sity  of  her  industries.  There  are  51  major  industries 
employment  ranging  from  250  to  7,8(X).  These,  plus 
eral  hundred  smaller  plants,  make  Knoxville  one  of 
nation’s  most  important  industrial  areas. 

In  population  growth  since  1940,  the  Knoxville 
politan  area’s  46%  increase  was  second  in  the  s 
Knoxville  now  ranks  as  Tennessee’s  2nd  largest  m 
politan  area  with  a  [xrpulation  of  358,6(X).  (Source: 
Management) 

Oak  Ridge  (in  the  Knoxville  metropolitan  area) 
per  family  income  of  $7,387  in  1955  .  .  .  highes 
State  of  Tennessee.  The  citv  of  Knoxville  ranked 
among  major  Tennessee  cities  with  $5,277,  being 
ceeded  only  by  Memphis  and  Oak  Ridge. 


Of  the  4  major  metropolitan  areas  in  Tennessee, 
Knoxville  area  has: 

1.  The  greatest  ratio  of  married  couples  living 
own  households. 

2.  The  largest  number  of  persons  per  household. 

3.  Lowest  median  age  of  population. 

The  Knoxville  News-Sentinel  is  by  far  the  lea 
newspaper  in  this  area  ...  in  circulation  .  .  .  ii 
tising  ...  in  milline  rate  .  .  .  offering  over 

96%  coverage  of  the  Knoxville  city  zone*  and 
75%  coverage  of  the  Knoxville  metropolitan  area 

A  total  daily  circulation  of  107,260*  or  24,134 
than  any  other  paper  in  this  area  .  .  .  and  at  a  milline 
of  only  $2.89.  ( ’Audit  Report  6, 30,  55) 

Complete  Merchandising  Cooperation  for 
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